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[bookmark: _Toc523270788]Introduction:
The procedure of marketing is very significant for the business at the present world and it is done with the purpose to increase the sales of the organization and also for the purpose of increasing the business profit (Armstrong et al., 2015). According to Wilkie et al., (2012) not only increasing the revenue is not the main purpose of the modern businesses but in order to increase the business sustainability, the business nowadays also focus upon fulfilment of the demand of the customers (Wilkie et al., 2007). Customer demand fulfilment can help in gaining an organization with satisfaction of the customers and the customer satisfaction can bring in more publicity along with increase in the demand of the services and the products of the organization. But as the technology advancements took place in the business, in order to fulfil the touch points of the customers, the businesses are getting diverted from the end to end journey of the customers and that is making the organization lose their revenue in the long run. According to Peterson et al., (2010), customer touch points is a new business jargon that has been introduced in the business world and it refers to the information exchange between the customers and the business, handling of the transactions and also providing the customers with services (Peterson et al., 2010). This is definitely noteworthy for the businesses that are present nowadays but the end to end journey of the customers is much more noteworthy process which is related to interactions that takes place between the organization and the customers during the course of their relationship. Fashion brands like Chanel, Zara and others nowadays are so busy focussing upon the touch point of the customers in order to develop their sales for the short phase that they forget much wider issues such as customer end to end journey and this can be a huge problem for the organization in the long run. 
The report is focussed towards the end to end customer journey of brand Chanel which is one of the reputed fashion brands of France with their headquarters located in Paris in France and was found in 1919 which is 109 years ago from present. For the purpose of dealing with the report, the issues and the problems related to the brand will be identified and their STP strategy will also be discussed. Along with that the strategy of the brand and the performance of the brand in the market will be talked about in this report with the brand personality and the brand promise. The marketing mix for Chanel will also be constructed beside the adoption cycle for the brand and thus the end to end journey strategy of the brand will be discussed which will help to identify the gaps. Lastly, the brand strategy will be evaluated for Chanel and the report will end with a short conclusion.
[bookmark: _Toc523270789]Background to the organization:
Chanel is brand based in France founded by Coco Chanel in the year 1919 with the headquarters of the brand located in Paris. The 109 years brand has their presence in worldwide locations and is women clothing line and other accessories luxury brand a few more than 1300 employees (www.fondationchanel.org, 2018). There are also jewellery and luxury perfume of their own brand that is sold in their outlets by the brand and a total number of 309 outlets of the brand are located worldwide. 
[image: Image result for chanel]The brand has earned revenue of ₤ 7.4 billion in the year 2017 and the net income of the brand in the second quarter of 2016 stands to ₤1.9 billion. Being a designer brand, the focus other brand is always on the women dresses, pants, simple and jumpsuits as well as upon fashion jewelleries (Gordon et al., 2015). Chanel supplies very high quality material to the customers and thus most of the customers of the brand are loyal towards the company products which help the brand to gain high amount of revenue. 
[bookmark: _Toc523270790]Analysis:
Every brand passes through tough phases in the present world as the rivalry in the current business world is increasing due to globalization of the technology and transportation (Godey et al., 2016). There are various challenges that are posed by a variety of situations towards the brand Chanel as quoted below:
[bookmark: _Toc523270791]Issues and problems of Chanel:
Being a luxurious brand in the market, there are a variety of challenges that are faced by Chanel in the present world market situation. Firstly, the world economy was worst hit in the year 2009 and the operating revenue of all the luxurious brands went down due to 2008 global recession (Nunes et al., 2011). Though most of the economies have developed since then after the world financial recession, some of the economies are still down and in the year 2017, Chanel generated their worst operating revenue since the year 2009 which is one of the greatest issues of the brand. Further, the global luxury clothing brand industry is shifting more towards accessories as people are opting for a bit inexpensive brands like Zara as claimed by Daily Mail, UK. As the luxury clothing retailers like Chanel are facing problems towards selling their clothes, they are moving more towards accessories oriented products and thus these issues are concerning the brand as their sales are dripping more (www.dailymail.co.uk, 2018).
Another reason behind brands like Chanel, Louis Vuitton, Burberry, Gucci and others are facing problems in the market, as they do not believe in social media marketing which is one of the most useful tools nowadays to achieve competitive advantage in the market and for the publicity of the brand. People get to know the brand more nowadays when the brands promote themselves with the help of social media as most of the world population can be found in social networking sites like Instagram, Facebook, and Twitter and so on and promotion of the brands through these sites can help the brand to gain more followers (Laroche et al., 2013). Thus, these issues and problems are faced by the brand Chanel in the market for further improvement of their sales figure and this stands in the way of the revenue for their brand.
[bookmark: _Toc523270792]Segmentation, Targeting and Positioning (STP) of Chanel:
The segmentation, targeting and positioning is the strategy that is incorporated by the brand in the market in order to attract more customers towards the brand by dividing the customers among various groups.
Segmentation:
The procedure with the help of which the businesses creates small groups is known as segmentation and this is done with the objective of bringing the customers of the brand together who have similar kind of preferences, interest and requirements (Adams, 2011). For Chanel there are a few segments that the brand caters their products to and they have divided their customers in factors such as behaviour, age, mentality and geography. The brand provides their products to the celebrities and also to the intellectual women with high income. Generally, the age of the women is above 35 years of age and for modern women those who focus upon the quality of life and grade, Chanel is the ideal brand for them as demonstrated by the brand. Also, the women who have high position in the society and honour are targeted by the brand as well. 
Targeting:
The targeting is the procedure with the help of which the best segment from the market that is profitable for the organization is chosen and the products are provided to those segments (Mullins et al., 2010). Chanel has adopted a targeting strategy that is differentiated in nature and the high economic consumption group is targeted by the brand with various kinds of marketing mix which is able to satisfy the customers of the brand.
Positioning:
The positioning of the grand is referred to as the position that the brand occupies in the mind of the customers and this comparison is done in relation to the other brands that are present in the market (Hassan et al., 2012). 
Chanel has positioned their brand in the minds of the customers with the help of differentiation strategy and they differentiate the quality of their products in the market in order to earn competitive advantage over their competitors. The packagings of the products are done in a different way than the other brands along with differentiating the image of their brand; communication media difference and so on (Liu et al., 2012). 
[bookmark: _Toc523270793]Brand strategy and performance of service in general:
Brand strategy is referred to as the plan that is utilized by the companies, businesses or organizations to create a good image of repute of itself in the minds of the consumers (Armstrong et. al, 2015). There is intense competition within the fashion retailer industry. In order to endure such high level of competition and sustain in the market for a long period of time Chanel focuses on offering premium quality of products like clothing, fashion accessories, etc. at affordable prices to the customers. In addition to this another brand strategy of Chanel is ‘Go Green’. The company focuses on adopting various methods and policies to ensure that the business operations do not have harmful effect on the environment or the society. This concern of the company to protect the environment is a unique brand strategy of the company which has helped in attracting more and more customers towards the company. Chanel also focuses on offering the latest fashion styles or trends before launches made by its competitors. This quick reaction towards fashion trends in the market is one of the best brand strategies of Chanel to attract customers from different segments of the market. 
Chanel focuses on ensuring that they offer superior quality of products to the customers by implementing strategies of continuous improvement in quality of the products and services. The marketing team of the company also conducts extensive market research to analyse and understand the needs of the customers and develop products and services accordingly to not only meet their demands but also exceed their expectations. 
[bookmark: _Toc523270794]Personality and brand Promise of Chanel:
As stated by Ferrandi et al., (2015) Aker’s model of brand personality has five dimensions in total and those are competence, ruggedness, sincerity, sophistication and excitement (Ferrandi et al., 2015). Chanel is known for their elegant fashion yet simple in appearance and is also known to deliver value to people. Sophistication is gained by the brand Chanel as the target market of the brand are the upper class customers and also the tagline of the brand states that “Fabulous and Classy are the two things that a girl can be” which creates the identity of the brand and also the brand personality of Chanel. 
On the other hand, Alwi et al., (2013) stated that the brand promise is a statement that is made from the perspective of the brand towards the customers of the brand and it is the quality of the service and the products that the customers can expect from the brand (Alwi et al., 2013). Chanel promises to be one of the most reputed brands for women in the luxurious segment and thus tries to deliver their promise towards the customers by providing them the finest quality products at a luxurious price range. 
[bookmark: _Toc523270795]Performance of the Chanel Brand:
As per the article published by New York Times (2018), it has been stated that Chanel brand after 108 years has published their first annual report (www.nytimes.com, 2018). As per the results of the report, Louis Vuitton is the closest competitor of the brand, while Chanel has outpaced their rival brand Gucci in terms of global sales generated. Most of the sales of the brand have been generate from Europe and the Asia Pacific region and in the year 2018, the brand has become a $ 10 billion company which makes it very strong in financials. 
Moreover, as of the data, while the total sale of the brand in the year 2017 was $ 9.62 billion, it has increased by 11% in the year 2018, which is a positive factor for the brand. Further, operating revenue from Asia Pacific and Europe amounted to $ 2.69 billion with a cash flow in the organization amounted to $ 1.63 billion (www.nytimes.com, 2018). It was the advertising activities of the organization and the fashion event that has helped in improvement of the performance of the organization and total money spent towards the advertisement amounted to $ 1.46 billion which has seen a 15% increase from that of the year 2016.
[bookmark: _Toc523270796]Marketing Mix of Chanel:
As opined by Huang et al., (2014), the marketing mix for the Chanel brand is a part of the marketing strategy of the brand which can help in the process of gaining the brand with competitive advantage in the market and can help the brand to overcome from the present issues and the problems that the brand is facing in the market (Huang et al., 2014).
Product:
Chanel generally provides the product of their brand for the female customers and the products are also luxurious in nature as they are made up of high end quality materials. Chanel supplies various kinds of accessories like shoes, watches, bags, wallets and so on to their female customers of various age mostly above 35 and there are also Chanel jewellery that are provided to the customers as well (Wallace et al., 2014). The designs of the brand are comfortable in nature and the styles are unique as well. [image: Image result for marketing mix 4ps]
Place:
There are more than 37 countries where Chanel products has been made available and mostly the Chanel stores are located in posh areas like luxurious malls, high end markets and so on. There are more than 302 outlets of the brands in these countries where the products of Chanel are available. In order to increase the sales of the brand and their revenue, Chanel should try to expand on those countries with higher GDP and disposable income of people and thus they can succeed during the future (Roll, 2015).
Price:
The price at which the products are provided to the customers is a luxurious pricing and generally the clothing department of the brand is price in the luxury segment while the boutique items of the brand like bags, wallets, shoes and so on are priced in medium to high segment. The watches and the jewelleries of the brand are provided at a much higher cost to the customers of the brand and thus altogether, Chanel can be placed in the luxurious segment.
Promotion:
Promotion is the strategy with the help of which the brands are able to reach the customers of the organization and fashion shows or the red carpet events are the ones with the help of which Chanel does their promotion (Brogi et al., 2013). There are also fashion magazines which are also used a s tool for promotion of the brand and celebrity endorsement is another tool used by Chanel for promotion of the products. But in the present time, Chanel should really think of promotion their brands with the help of social networking sites and social media through pay per view ads as social media sites are used by every person nowadays which can help in enhancing the business revenue by increasing the popularity of their products.
[bookmark: _Toc523270797]Adoption Cycle for the brand:
A consumer goes through a number of stages before arriving at the final purchase decision. The final decision of the consumers depends on a number of factors and it is the responsibility of the companies to ensure that they close a deal positively or influence the consumers in such a way that the consumers chooses the product of the company over the products of the competitors. Chanel follows the stages in adoption cycle to ensure that the consumers are interested and desires to purchase the product of the company. The stages of adoption cycle implemented by Chanel, the leading fashion retailer are as follows:
Awareness: this the first stage of the adoption cycle wherein the company focuses on creating awareness among the consumers in the market in which they serve about the products and services of the company (Winerand Dhar, 2013). Chanel uses a number of marketing activities and promotional activities both online and offline to ensure that majority of the population is aware of the company and its products. For instance, the company focuses on conducting exhibitions to promote the new fashion categories or clothing to ensure that the population is aware of the new launch. 
Desire: this is the second stage of adoption cycle in which Chanel focuses on creating desire among the individuals to purchase the products and services of the company. Chanel focuses on providing minute details or information about the products and services of the company so that the consumers are able to have all the information at a single click. Chanel also ensures that they display the clothes and fashion items in such a manner that it makes the customers desirous towards possessing the product of the company (Naik et. al, 2010). 
Comprehension: the third stage is said to be comprehension wherein the consumers comprehend the details of the products and also compares with other products to realize the additional features offered the products of the company. Chanel provides the details of their products and services in such a manner that the consumers comprehends or realizes that the product of Chanel is best and is beyond comparison with products of other fashion retailers. The company focuses on offering the best quality products along with cash back challenge which makes the customers assured that there is minimal chance of getting disappointed with the products of the company. 
Conviction: this stage is to develop faith among the individuals to trust and believe the brand. Chanel has been one of the most trusted retail brandsin UK and has a wide number of loyal customers. The loyalty of the customers has been developed with continuous delivery of superior quality of products and services to the customers. Chanel keeps its promise and ensures that they deliver the products similar to what they have promoted though marketing activities rather than manipulating information just to make a sale of the products of the company. 
Action: action is referred to as that stage in which the company decides on the actions and marketing tactics which are required to be implemented to ensure that the customers are attracted and interested to purchase the products or services of the company (Winerand Dhar, 2013). Some of the actions taken by Chanel are instant customer query resolution department which focuses on solving customer queries promptly, highly designed and user friendly website that provides all information about the products, delivers superior quality of products, etc.  
Interest:  in this stage interest of the consumers towards the products is developed by the marketing and promotional strategies implemented by the company (Steenkamp, 2017). Chanel ensures that they implement systems which helps them to contact the potential customers on a regular basis and also offers discounts, offers, gift vouchers, etc. to grow interest among the consumers so that they tend to purchase the products of the company. 
[bookmark: _Toc523270798]Customer end to end journey:
The digital era in the business world has created a huge gap between the demands of the customers and the products or the services that are provided by the organization. As the internet usage has increased within the business organizations and among the customers as well as all of the media and the older touch points of the customers are getting collapsed, the digital media in the present situation can help in the process of enhancing the end to end journey of the customers (Rawson et al., 2013). Chanel can think of using several media for the promotion of the end to end customer journey which can help in increasing the brand value as well as the sales of the brand in the market.
Through online, Chanel can promote their brand and get in touch with the customers through website and email. The website world is much wider where Chanel can get in touch with their prospective customers through social media by pay per view ads and also through customer community engagement. Moreover, the presence of the brand’s page in social networking sites can help in providing information to the customers related to products and also answer the queries of the customers (Maehle et al., 2011). Further, mobile apps of the brand can act as a customer relation services itself and also as a marketing application. Lastly, website is a huge place for creation of blogs where SEO content marketing can help the brand to gain more popularity among the customers by reaching their searches.
[bookmark: _Toc523270799]Gap Analysis and Gap Model:
The gap model provides a clear idea about the gaps in quality of services offered by the companies to their customers. It has been evident that elimination of such gaps helps in delivering superior quality of services to the consumers thereby leveraging the brand name of the company. This section deals with analysis of gap in service quality of Chanel. 
Knowledge gap: this gap evolves as and when the management of an organization fails to understand and meet the needs of the customers (Steenkamp, 2017). This gap develops due to lack of knowledge about the needs and demands of the customers. Chanel should focus on conducting appropriate and extensive market research so that they are able to understand the needs of the customers and develops the products accordingly. 
Communication gap: this gap arises when there is a mismatch between the service delivered by the company and the message delivered to the customers through various communication mediums (Naik et. al, 2010). Chanel at times experiences such gap when the product which has been displayed or communicated to the customers is different from the actual product or services offered to the customers. This leads to trust issues and Chanel might lose some of its valuable customers for not keeping their promise. Hence, Chanel should focus on communicating or promoting the products and services as they would be delivering them to the customers. 
Standard gap: this gap occurs when there is a mismatch in the quality standards which is expected by the customers and that which is delivered by the company. Chanel is required to ensure that they continuously monitor the quality of products and processes of the company so as to meets the needs and expectations of the customers in terms of quality standard to mitigate the standard gap and keep the customers highly satisfied with the products and services of the company (Huang, R. and Sarigöllü, 2014). 
[bookmark: _Toc523270800]Evaluating Brand Strategies:
Chanel brand strategies requires a lot of more in-depth evaluation from the management of the brand as Chanel merely make their social media presence felt to the customers which has dripped down their revenue a bit in the year 2017.
[image: ] The social media presence should be able to attract the customers of the brand through various kinds of ads and also SEO content marketing with the help of a variety of blog writing can help Chanel to gain presence in the minds of the customers and will also help them to overcome their present problems and issues. Expansion to the countries which are developing in nature can be an option for the brand as it can also help in the process of revenue enhancement as well as increasing the line of the product and shifting from clothing retailer to being a brand which values accessories can also increase the sales of Chanel as a brand.
[bookmark: _Toc523270801]Conclusion:
The above analysis proves the fact that customer touch points are no doubt a significant fact for the purpose of enhancing the brand image and making the customer loyal towards the brand. But this can happen for a very short period of time until and unless the brand pays more focus upon the end to end journey of the customers. The customer end to end journey is related to keeping in touch with the customers of the brand and enhancing the experience of their shopping as well as listening to their complaints and taking feedback from them which can help in service enhancement (Johnston et al., 2011). Thus, Chanel as a brand should focus more upon end to end customer journey for a long term rather than keeping the focus in short term customer touch points. 
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