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[bookmark: _Toc235193821]SECTION 1: INTERNATIONAL MARKET ENTRY STRATEGY AND MARKETING MIX
[bookmark: _Toc235193822]1.0 Introduction
International marketing helps companies to develop a harmonious world marketing and local marketing approach. This is especially significant to luxury brands as the countries may have different cultural values and consumer expectations (Lu, 2021). This report is a critical review of Chanel international marketing approaches in France and Japan based on the comparison of the macro environments, cultural dimensions, STP strategies as well as 7Ps marketing mix of the two nations. It also evaluates the approach of foreign market entry by Chanel in Japan, examines the ethical issues in one market and suggests other markets for international expansion (Runfola, Milanesi and Guercini, 2022). Lastly, there will be a reflective account of the report whereby I will give my insights comparing Chanel in the two countries using the Gibbs Reflective cycle.
[bookmark: _Toc235193823]1.1 Company Overview
Chanel is a French luxury fashion brand, which was created in 1910 in Paris by Gabrielle Chanel, the real name Coco Chanel (Peishan and Yufei, 2021). The brand's business is centered around the high-end international brand image, haute couture, perfumes, cosmetics, jewelry and accessories (Forbes, 2024). Chanel's mission and vision statements are communicated through its philosophy which is based on creativity and design, exquisiteness and exceptional craftsmanship, and its competitive advantage depends on its ability to sustain a long-term competitive advantage in the global high value market sector (Kumar, 2026).
[image: Chanel Logo and the History of the Business | LogoMyWay]
[bookmark: _Toc235193824]1.2 Country Selection
France is selected for its status as the Chanel's origin country, and Japan as a host country with a more advanced luxury market and high demands towards luxury and quality European brands (Donze, 2022). Chanel began its journey in Japan in the 1970's, and has continued to stay relevant by constantly adapting and localizing its brands (Okawa, 2020).
[bookmark: _Toc235193825]1.3 Report Scope and Structure
The report is a comparison of Chanel's strategies in France and Japan on the bases of PESTEL, Hofstede, STP and the framework of the 7Ps. It critically assesses market entry, ethical aspects and future international marketing strategies based on secondary academic and industry sources (Schlegelmilch, 2022).
[bookmark: _Toc235193826]2.0 Comparative PESTEL Analysis
[bookmark: _Toc235193827]2.1 Definition of PESTEL Analysis
PESTEL analysis is a business strategy, which evaluates the Political, Economic, Social, Technological, Environmental and Legal forces that affect the performance of business and the decision-making of the market in the specific region (Schlegelmilch, 2022). It helps companies to realize external opportunities and threats prior to entering or venturing into overseas markets. With luxury brands such as Chanel, PESTEL can be used to both adapt international strategies to the national setting and maintain brand consistency (Lu, 2021).
[bookmark: _Toc235193828]2.2 PESTEL Framework Diagram
[image: ]
Figure 2.1: PESTEL Framework for International Marketing
Source: Schlegelmilch (2022).

[bookmark: _Toc235193829]2.3 Political Factors
Both Japan and France are politically stable developed economies, which would be favorable to the long-run operations of Chanel (Runfola, Milanesi and Guercini, 2022). France is most favorable since it is the home country of Chanel and has a high level of intellectual property protection, the luxury industries are supported by the government, the fashion infrastructure and the prestige of the brand have been established (Chau and Rangaraj, 2023). However, the labor strike and changes in regulations can sometimes interfere with the retail activity (Schlegelmilch, 2022). The other business strength of Japan is the stable government, clear regulations and efficient protection of foreign investments and intellectual property; however, it is hindered by the slow of administrative practices (Bauer, 2026). Their similarity is that both nations provide secure business environments as well as effective protection of intellectual property and the difference is that France has more advantages in heritage and Japan has more advantages in political stability (Runfola, Milanesi and Guercini, 2022).
[bookmark: _Toc235193830]2.4 Economic Factors
The state of the economy has a powerful impact on the demand of luxury goods since luxury products are determined by the buying capacity and financial stability of the consumers (Kumar, 2026). France had a GDP of about US$3.37 trillion, GDP per capita of US$48,986 and inflation of about 0.9%, compared to Japan, which experienced a GDP of US$4.44 trillion, GDP per capita of US$35,951 and moderate inflation (The World Bank, 2026). France is also economically favorable due to high purchasing power, luxury tourism and an established luxury market which allows Chanel to make premium prices against unemployment problems (Forbes, 2024). Japan is another promising aspect with its enormous luxury market, avid shoppers, and high demand despite the decline in growth rates and an ageing population (Isozaki and Donzé, 2022). The distinction between the two lies in the fact that both countries are marked by high-end consumers and developed markets of luxury, with the purchasing power of France being higher and Japan having a higher economy and consumer base (The World Bank, 2026; Donzé, 2022).
[bookmark: _Toc235193831]2.5 Social Factors
Sustainability, digital interaction, personalization and original brand heritage are some of the things that are becoming more important to luxury consumers, which necessitates luxury brands to adjust their marketing strategies (Olšanová, Cook and Zlatić, 2025). France is socially favorable because the consumers appreciate creativity, craftsmanship and exclusiveness but need more sustainability and digital experiences (Peishan and Yufei, 2021). Japan would be a decent option, too, because people consider the quality of products, luxury service and brands, and are becoming more concerned with more individualized digital luxury products and services (Marra, 2023). The similarity in this situation is the increasing desire of high-quality luxury goods that should be sustainable, whereas the French customer is more concerned with individuality and self-expression than with the Japanese customers who are concerned with trust and long-term customer relationships (Solomon and Mrad, 2022).
2.6 Cultural Factors: Hofstede’s Framework
The Hofstede’s cultural dimensions theory created by Dutch social psychologist Greet, was to quantify cross – cultural differences by measuring the national cultures across the six dimensions and the core dimensions outline differing societal norms (Hofstede, Greet2001). France is more ranked in Power Distance and Individualism and Japan is higher in Masculinity and Long-Term Orientation with the Culture Dimensions Framework of Hofstede. Both countries have a great Uncertainty Avoidance, meaning that they prefer trusted luxury brands, and are not that indulgent at the same time (Magnani, 2022). Markets, therefore, are favorable in the cultural aspect in both markets. France attaches importance to individualistic marketing, fashion and self-expression whereas Japan requires a greater emphasis on craftsmanship, premium customer service and customer relations (Guntupalli, Misra and Agnihotri, 2026).
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Figure 2.2: Hofstede's Six Cultural Dimensions
Source: Magnani (2022).

Cultural Dimensions in both countries

Dimension                                                      France                                           Japan
	Power Distance
	High 
	Moderate - High

	Individualism 
	Very High
	Very low 

	Uncertainty Avoidance
	Very High
	Extremely High

	masculinity
	Moderate 
	Very High

	Long – Term Orientation
	Medium 
	Very High

	Indulgence 
	High 
	Low 



Source: Hofstede insights (2024)
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Source: The Culture Factor Group (2026)











Is Cultural Favorable or Unfavorable in both Countries?

	Cultural Factor
	France
	Japan

	Communication Style
	Direct-favorable for clarity, unfavorable in high-context markets.
	Indirect – favorable for harmony, unfavorable for speed

	Decision Making 
	Faster, authority-driven favorable for efficiency.
	Slow, consensus driven – favorable for alignment

	Hierarchy 
	Clear hierarchy - favorable
	Strong hierarchy - favorable

	Relationship-Building
	Important- favorable
	Essential - favorable

	Overall 
	Mixed (favorable structure, unfavorable directness)
	Mixed (favorable harmony, unfavorable slowness0


[bookmark: _Toc235193832]

Advantages and Disadvantages of the Hofstede Model
The key advantage of the Hofstede model is a clear framework to contrast national cultures and enables international marketers to modify the segmentation, communication and branding strategies in international markets (Schlegelmilch, 2022). However, significant disadvantage is that the model assumes that national cultures are relatively stable and can be reduced to simplified versions of that of the modern multicultural societies where consumer values and behaviours are evolving over time as a result of the impact of globalization and the digital world (Guntupalli, Misra and Agnihotri, 2026). 
2.7 Technological Factors
The technological aspects of the two countries are favorable because each country has a high degree of digital infrastructure through which they can do omnichannel retailing and AI-based personalization and customer relationship management (Guercini, Ranfagni and Runfola, 2020). There is a robust system of e-commerce and digital payments, but cybersecurity issues and ongoing innovation are threats to France (Kou, 2024). Japan is a highly favorable destination as the retail technologies are high, the digital innovativeness and fast consumerism is concentrated on the luxury experience, which is technologically oriented (Hansson and Stenström, 2023; Guercini, Ranfagni and Runfola, 2020). The similarity lies in the fact that the two countries are favorable to digital luxury retailing but the difference is that Japan has shown to have been progressing to embrace technology and innovations at a higher rate (Kou, 2024).
[bookmark: _Toc235193833]2.8 Legal Factors
Both countries have favorable legal aspects due to the solid protection of intellectual property rights and consumer laws to protect the luxury brand of Chanel and minimize the threat of counterfeiting (Okawa, 2020; Chau and Rangararaju, 2023). France is a country that complies with more thorough EU regulations, and Japan has a strict set of national quality and compliance controls that ensure consumer and business protection (Donzé, 2022). The one is strong legal protection of luxury brands, whereas the other one is the difference in the regulatory frameworks followed by the countries. However, both markets continue to have high compliance costs (Okawa, 2020).
[bookmark: _Toc235193834]2.9 Environmental Factors
The level of environmental conditions is favorable in both countries, it is average because of a greater role of sustainability in the luxury fashion industry (Olšanová, Cook and Zlatić, 2025). The tough environmental regulations in France promote responsible sourcing, carbon reduction and sustainable production, but this adds to operational costs (Statista, 2022). Japan has also created resource efficiency and an environmentally-friendly production because consumers are deeming luxury brands that are environmentally-friendly (Marra, 2023). The similarity is that the two markets add value to the idea of sustainable business practice but in France, it gives more weight to the European sustainability rules compared to Japan that gives more weight to resource maximization and environmental innovation (Olšanová, Cook and Zlatić, 2025).
[bookmark: _Toc235193835]3.0 Summary: Similarities and Differences
In general, PESTEL analysis indicates France and Japan are good markets pursued by Chanel in its international marketing strategy (Schlegelmilch, 2022). The political stability, affluent customers, and excellent legal frameworks, technological infrastructure, and increased sustainability awareness create favorable environments to luxury retailing in both countries (The World Bank, 2026; Donzé, 2022). The main advantage of France is its luxury tradition, a higher purchasing power and fashion leadership worldwide, whereas Japan has one of the best customer loyalty, technological advancement, and stable market in the long-term (Isozaki and Donzé, 2022; Forbes, 2024). As a result, a common global brand is recommended, but Chanel needs to adjust its communication, customer experience and relationship marketing to the various cultural and consumer expectations of the individual markets (Lu, 2021; Solomon and Mrad, 2022).
        PESTLE Factors                                     France                                                Japan
	Political 
	Stable but protest-prone
	Very stable but bureaucratic

	Economic 
	High purchasing power, high taxes
	Strong economy, ageing population

	Social 
	Fashion-driven, diverse
	Brand- loyalty, shrinking population

	Technological 
	Innovative but slower adoption
	Global tech leader

	Legal 
	Strict labor laws
	Strong IP, complex employment rules

	Environmental 
	Strong sustainability rules
	Advanced green tech, disaster risks



[bookmark: _Toc235193836]3.1 Comparative STP Analysis
[bookmark: _Toc235193837]3.1.1 Segmentation Analysis
Segmentation helps to separate a non-homogeneous market into smaller segments with common traits in order to market it better (Kumar, 2026). In France and Japan, Chanel uses a different market segmentation strategy due to the difference in the purchase behavior, culture, and luxury consumption in both markets (Lu, 2021).
[bookmark: _Toc235193838]3.1.2 Demographic Segmentation
The main target of Chanel in France is the middle-aged (25-65) consumers with high income and university education, employed in the professions and entrepreneurship (Peishan and Yufei, 2021). The female customer base is the main one, but there has been an increase in the number of male buyers to luxury menswear and fragrances (Solomon and Mrad, 2022). Higher purchasing power assists in making high quality fashion and cosmetic purchases as frequent (Forbes, 2024).
Japan has the same demographic profile with extremely wealthy younger professionals that appreciate luxury as a marker of personal success (Donzé, 2022). The people are mostly educated and high-paying consumers having managerial or professional jobs (Isozaki and Donzé, 2022). The other aspect that favors Chanel in the long-term sale of its products is that Japan has an ageing wealthy population dedicated to the traditional luxury brands (Hansson and Stenstrom, 2023).
[bookmark: _Toc235193839]3.1.3 Geographic Segmentation
Chanel concentrates its operations in France in mega cities such as Paris, Lyon and Nice in which the demand of luxury and activity of tourists around the world is the most (Runfola, Milanesi and Guercini, 2022). Seasonal changes in fashion collections are also a demonstration of the temperate climate and the civilized fashion culture in France (Chappe, 2020).
Chanel focuses on Tokyo, Osaka and Kyoto in Japan because of the availability of high-income earning shoppers and availability of luxury shopping centers within these cities (Donzé, 2022). The larger luxury demand is created by urban markets compared to rural markets, but e-commerce has increased coverage of the national market (Guercini, Ranfagni and Runfola, 2020).
[bookmark: _Toc235193840]3.1.4 Psychographic Segmentation
The consumers are categorized in terms of values, lifestyle motivations and personal motivations using VALS so that firms can learn about luxury purchasing behavior (Magnani, 2022).
[image: ]
Figure 3.1: VALS Segmentation Model
Source: Magnani (2022).

Innovators and Experiencers are the primary categories of French consumers, who appreciate creativity, heritage and self-expression using luxury fashion (Peishan and Yufei, 2021). They are more like Achievers and Thinkers, Japanese find quality, prestige and long-lasting brand loyalty before buying luxury goods (Guntupalli, Misra and Agnihotri, 2026).
[bookmark: _Toc235193841]3.1.5 Behavioral Segmentation
French buyers tend to buy Chanel items in fashion seasons, celebrations and personal luxuries as they look to gain exclusivity and artisanal quality (Chau and Rangaraj, 2023). A large number of them are repeat customers and have a great brand loyalty due to the heritage of Chanel (Kou, 2024).
Japanese customers will purchase luxury goods as a gift and a status symbol and expect a high level of customer service and quality products (Okawa, 2020). They are very loyal since long-lasting relationships with the brand are enhanced by the frequent services and high-quality experiences (Marra, 2023).
[bookmark: _Toc235193842]3.2 Targeting Analysis
Once the segmentation is done, the targeting involves a decision on the most enticing segments of the market (Schlegelmilch, 2022). Academic theory has a set of undifferentiated, differentiated and concentrated targeting strategies (Kumar, 2026).
Chanel can be observed to employ differentiated targeting to go to rich customers in fashion, cosmetics, fragrances and jewelry in France yet with the same image of luxury (Lu, 2021). In Japan, the company takes a differentiated targeting approach but focuses more on high-quality customer service, exclusive collections and relationship marketing to meet the expectations of consumers in Japan (Isozaki and Donzé, 2022). The two countries target high-income people, yet in Japan, there is a need to have greater localization as the cultural needs of Japan are not aligned with those of France (Teboul, 2020).
[bookmark: _Toc235193843]3.3 Positioning Analysis
Positioning is defined as establishing a unique brand space in the mind of the consumers as compared to competitors (Solomon and Mrad, 2022). Chanel positions itself as an exclusive and luxury brand based on the traditional glamour, design and Frenchness in both countries (Chau and Rangaraj, 2023).
The reputation of Chanel stems back in history and makes its consumers associated with the leadership in fashion and cultural prestige among the French (Peishan and Yufei, 2021). Chanel is perceived by the consumers of Japan as a social status, premium and international quality brand (Donzé, 2022). Its brand mostly relies on heritage positioning, high-quality positioning, which promotes exclusivity where exclusive distribution as well as higher prices (Olšanová, Cook and Zlatić, 2025).








Perceptual Map – Luxury Fashion Market (Japan)
[image: ]
Figure 3.2: Perceptual Map - Luxury Fashion Market (Japan)
Source: Chau and Rangaraju (2023).

Similarities and Differences based on STP of the Perceptual Map in both Countries
Both countries have similar premium- Ultra- Luxury positioning whereby Chanel reflects its global brand’s identity and heritage. Luxury brands maintain consistent high- end positioning across markets to preserve exclusivity (Kapferer and Bastien, 2012). There is also Strong Emphasis on Craftsmanship perceived as high brand and Quality which aligns with global luxury expectations and reflects its consistent brand positioning strategy worldwide (Chevalier and Mazzalovo, 2012). Both countries have High Brand Loyalty Segments in both markets that include loyal, high- income female consumers who value heritage, quality, and brand symbolism that matches with the segmentation patterns (Hennings et al., 2012). Lastly, Emotional and Symbolic Value also position Chanel as a brand not just offering functional benefits but symbolic value which relies on emotional positioning globally (Kapferer, 2015).
The Difference is, while France emphasizes its segmentation on individualistic, expressive consumers, younger luxury entrants (beauty, fragrance) and cultural indulgence and personal expression (Hofstede Insights, 2024). Japan focuses its segmentation on collectivist, harmony- driven consumers, middle-aged high-income women dominate luxury segments with cultural restraint, subtlety and craftsmanship (De Mooij, 2019). Chanel in France targets consumers seeking Parisian elegance, artistic identity and expressive luxury, Japan on the other hand targets consumers seeking refinement, subtle sophistication, and long- term trust. Positioning differences are that Chanel is positioned as bold yet classic, Artistic, Expressive and strongly tied to Parisian heritage in France (De Mooij, 2019) while in Japan, it is Refined, Understated, Craftsmanship- focused emphasizing harmony and subtle elegance (Okazaki and Taylor, 2023).
[bookmark: _Toc235193844]4.0 Comparative International Marketing Mix (7Ps) Analysis
[bookmark: _Toc235193845]4.1 Definition of Marketing Mix
Marketing mix is a strategic model and is known as the merging of manageable marketing variables, which are used to achieve the demands of the customer in addition to the realization of the organizational goals in the different markets (Kumar, 2026). The framework of 7Ps can assist companies in global marketing to find a balance between global brand consistency and local market customization (Schlegelmilch, 2022).

[image: ]
(Kotler, P.et al.,2020)
[bookmark: _Toc235193846]4.2 7Ps Framework
[bookmark: _Toc235193847]4.2.1 Product Strategy
In France, Chanel has haute couture, handbags, fragrances, cosmetics, jewelry and watches but maintains high quality, classic design and luxury packaging that helps to strengthen its luxury brand name (Peishan and Yufei, 2021). The French market is intensely concerned with the heritage and craftsmanship of Chanel since these are part of its roots (Lu, 2021).
Japan also offers practically the same assortment of products but also has some exclusive editions and specialized services depending on the needs of local consumers (Isozaki and Donzé, 2022). Presentation and customer experience are prioritized more in Japan compared to other countries that offer standard quality products and brand (Donzé, 2022).

Depth of some Chanel’s products
[image: ]
Source: Chanel (2026)
[image: ]Width of some Chanel’s products
Source: Chanel (2026)
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Figure 4.2: Chanel Product Strategy
Source: Kou (2024).

Both countries are equally international in terms of the uniformity of products, but Japan is localized more, with its own collections and experience with customers (Runfola, Milanesi and Guercini, 2022).
[bookmark: _Toc235193848]4.2.2 Price Strategy
Price is the amount of money charged for a product or service, moreover, it is also the sum of 
values that consumers exchange for the benefits of owning or using a product (Kotler and 
Armstrong, 2001). 
The local market is maximized on exclusivity and luxury image with premium prices in France (Solomon and Mrad, 2022). Japan also pictures on a similar scale as to the premium pricing but because of exchange rates, importations costs and taxes the retail prices are higher compared to France (Okawa, 2020). Even though there is a difference between the prices in the two countries, consumers in both countries associate high prices with quality and prestige (Chau and Rangaraj, 2023).
[bookmark: _Toc235193849]4.2.3 Place (Distribution) Strategy
Distribution or place in marketing mix is the set of activities, decisions, and channel used to ensure
 that a product is available to consumers at the right location, in the right quantity, and at the right 
time (Kotler and Kelller,2016).
In France, the distribution of Chanel products is mainly provided by directly owned flagship boutiques and a few luxury department stores, which guarantee great control over the brand (Forbes, 2024). Japan has the same strategy but expands their reach through the assistance of luxurious shopping space such as Ginza and Omotesando, as well as controlled internet technology (Guercini, Ranfagni and Runfola, 2020).
[image: ]
Figure 4.3: Distribution Channel
Source: Runfola, Milanesi and Guercini (2022).

Both concentrate on direct distribution, but Japan puts a greater accent on high point of sale in retailers (Hansson and Stenström, 2023).

[image: ]
Chanel Boutique in Japan
Source: Chanel (2026)




[image: ] Chanel Boutique in France
Source: Chanel (2026)



[bookmark: _Toc235193850]4.2.4 Promotion Strategy
International Marketing Communication in the context of promotion, is the cross-border 
coordination of promotional activities such as advertising, public relations, sales promotion, digital 
marketing, direct marketing, social media and personal selling aimed at delivering, informing, 
persuading and influencing customers in different cultural and national markets with consistent 
and unified message to the target audience across all channels (Cateora, Gilly and Graham,2020).
Chanel is advertised in France with the help of fashion shows, luxury magazines, celebrity ambassadors, and brand storytelling to emphasize on the French heritage (Peishan and Yufei, 2021). Advertising Appeals used in France focuses on individuality, creativity, pleasure (emotional expressive), elegance, sophistication, French identity (lifestyle), humor and sensory (De Mooji, 2019). Japan on the other hand adds to such international campaign’s stronger online communication, national PR and partnerships of a culturally specific nature to render markets more relevant (Teboul, 2020). Both nations shun aggressive sales promotions to maintain brand exclusivity (Kou, 2024). Advertising appeals in Japan are subtle, harmonious, non-confrontational (soft emotional), group oriented (emphasizing belonging, harmony, social approval and family unity (De Mooji, 2019).
[bookmark: _Toc235193851]4.2.5 People, Process and Physical Evidence
Chanel does not publish country – specific employment figures, however it releases global
 employment data. The industry reports provide reliable estimates for major markets where it 
employs approximately 32,000 staff (people) worldwide in its most recent global corporate report (Chanel, 2023).
 However, Chanel trains its staff through craftsmanship development, service excellence 
Programmes and brand culture immersion while motivating them through recognition and career 
Progression, prestigious work environments and competitive compensation (Chevalier and 
Mazzalovo, 2012).
The skills of the employees are required in both countries since the connection with the luxury customers is established through individualized services (Guntupalli, Misra and Agnihotri, 2026). Japanese workers provide highly structured and accurate service, whereas the French workers are concerned with fashion competence and consultative fashion (Marra, 2023).
Chanel’ processes of the service are built on combination of visible elements that shape customer perceptions and invisible elements which ensures operational excellence (Zeithaml, Bitner and Gremler, 2018). The process of the service is also standardized on an international level, but Japan is more precise in delivering the customer experience (Magnani, 2022). Physical evidence is also consistent, as Chanel stores in both countries enjoy luxurious store layout, high exhibits and latest online facilities to support the luxury branding (Olšanová, Cook and Zlatić, 2025).

Physical Evidence in both Countries
[image: ]
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[bookmark: _Toc235193852]4.3 Summary of Marketing Mix Similarities and Differences
Table 4.1: Comparative 7Ps Analysis
	Element
	France
	Japan

	Product
	Heritage luxury collections
	Heritage with selected local exclusives

	Price
	Premium pricing
	Premium pricing with higher import costs

	Place
	Flagship boutiques
	Flagship boutiques in premium districts

	Promotion
	Heritage-focused campaigns
	Greater localization and digital engagement

	People
	Fashion expertise
	Precision service culture

	Process
	Personalized luxury experience
	Highly structured luxury experience

	Physical Evidence
	Elegant boutiques
	Elegant boutiques with enhanced customer experience


Source: Lu (2021), Donzé (2022), Kou (2024), and Solomon and Mrad (2022).
[bookmark: _Toc235193853]5.0 Market Entry Strategy Analysis
[bookmark: _Toc235193854]5.1 Market Entry Method in Japan
Chanel first ventured into Japan into licensing as part of its initial global growth and then transitioned to wholly owned subsidiaries with direct-operating boutiques to enhance its strategic command over its luxury business (Okawa, 2020). This shift helped the company to normalize customer experience, product presentation and service quality and salvage its high-end brand image in one of the largest luxury consumer markets in the world (Donzoe, 2022). Direct ownership also reduced the dependence on external partners and ensured that the global brand standards were used when operating the Japanese stores, in comparison with licensing (Runfola, Milanesi and Guercini, 2022).
[image: ]
Figure 5.1: Chanel's Market Entry Evolution in Japan
Source: Okawa (2020).

[bookmark: _Toc235193855]5.2 Justification of Entry Method
With a wholly owned subsidiary, Chanel will have a greater ability to control costs, merchandising and brand communication, product quality, and customer care, which is essential in maintaining the luxury brand equity (Lu, 2021). A stable political environment, strong intellectual property rights, and the availability of long-term demand of high-end European luxury goods made Japan a less risky and enabled the country to invest in the market long-term (Schlegelmilch, 2022). The strategy also helped Chanel to tailor selectively customer service, store experience, and marketing communication to the expectations of the Japanese culture without sacrificing its global brand image and exclusivity (Isozaki and Donzé, 2022).
[bookmark: _Toc235193856]5.3 Advantages and Disadvantages
The entry approach has various competitive advantages as Chanel can take direct control of the operations of retail stores, protect intellectual property and offer a consistent luxury experience with all the Japanese stores (Kou, 2024). Direct ownership allows establishing stronger customer relations, promoting quality assurance and prolonged profitability by strengthening premium status and brand commitment (Forbes, 2024).
However, the costs of fully owned investment are huge amounts of capital, talented administration and unremitting commitment to the process and are even more costly as economies become risky (Bauer, 2026). The high cost of operation, high standards of regulation, currency and evolving tastes of customers also drive the need to continuously invest and make strategic adjustments to ensure Chanel continues to get competitive advantage in the Japanese luxury goods market (Chau and Rangaraj, 2023).
[bookmark: _Toc235193857]6.0 Evaluation of Ethical Issues
[bookmark: _Toc235193858]6.1 Balanced Evaluation of Ethical Issues
Chanel has launched a number of ethical programs that reinforce its image worldwide. As part of its product strategy, the company has invested in sustainable sourcing, responsible raw materials and enhanced environmental practices to minimize its ecological impact (Statista, 2022). These activities strengthen the growing consumer interest to possess an accountable luxury and grow the brand trust in the long term (Marra, 2023).
The other manner through which Chanel behaves ethically is its people strategy that guarantees high professionalism, training and customer service in its different boutiques by its staff (Solomon and Mrad, 2022). It results in a consistent luxury experience and preserves the artisan skills traditionally that result in the quality of products (Lu, 2021). This will aid in gaining customer loyalty as ethical behavior is becoming a criterion towards purchasing luxury goods (Olšanová, Cook and Zlatić, 2025).
Despite these strengths, Chanel has been faced with criticism or unethical issues regarding price strategy since the regular increases in prices across the world have made the products unaffordable and contributed to the exclusivity image that the brand is mainly based on wealth, rather than the quality of products (Chau and Rangararaj, 2023). Although luxury branding is anchored on the high prices, a high increase in prices poses the challenge of inequity amongst customers (Kou, 2024).
There is also criticism of the approach to promotion where the tiny scope of diversity in luxury advertisements and exclusive information about the brand may not be the truest representation of the broader demographics of consumers (Slade, 2020). This type of marketing can support social inequality and curtail the sense of inclusiveness in global markets (Guntupalli, Misra and Agnihotri, 2026).
[bookmark: _Toc235193859]6.2 Ethical Framework Analysis
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Figure 6.1: Ethical Marketing Evaluation Framework
Source: Solomon and Mrad (2022).

Based on the ethical marketing model, Chanel does very well in terms of sustainability and quality of products but has more weaknesses in the areas of pricing fairness, and inclusive communication (Schlegelmilch, 2022). Overall, the brand is a conscientious luxury and its advertising, yet further measures towards openness and inclusivity would benefit its ethical approach both in France and Japan (Runfola, Milanesi and Guercini, 2022).
[bookmark: _Toc235193860]7.0 Recommendations
[bookmark: _Toc235193861]7.1 Recommendations for France
Chanel should increase its segmentation to include younger rich professionals who love sustainability and online luxuries without undermining its luxurious position (Kumar, 2026). The firm ought to enhance its product approach with sustainable materials, enhance digital retailing offerings and grow personalized experiences with customers alongside exclusive distribution (Guercini, Ranfagni and Runfola, 2020). This would also boost ethical credibility and consumer trust by improving the level of transparency regarding sourcing, pricing, and environmental performance (Statista, 2022).
[bookmark: _Toc235193862]7.2 Recommendations for Japan
Chanel needs to keep appealing to high-income customers but focus on more relationship marketing to young luxury consumers by offering exclusive digital experiences and limited-edition collections (Donzé, 2022). The company should also integrate online/offline retailing, personalization of customers using AI and provision of better after-sales services to ensure people are more loyal to the company (Kou, 2024). Ethical performance and long-term brand relationships would be enhanced with more inclusive promotional campaigns and better communication on sustainability (Marra, 2023).
[bookmark: _Toc235193863]7.3 Recommendations for Future International Marketing Strategy
Chanel needs to integrate brand uniformity with more localized adjustments, sustainable innovation and computer advancement in the international markets (Runfola, Milanesi and Guercini, 2022). Such a win-win strategy would increase the competitiveness without undermining exclusivity that Chanel enjoys over other luxury brands in the world (Chau and Rangaraj, 2023).
[bookmark: _Toc235193864]8.0 Conclusion
The analysis found that both France and Japan are conducive nations where Chanel will succeed but cultural values, consumer behavior and marketing practices require different strategic measures (Lu, 2021). The PESTEL, STP, 7Ps and market entry and ethical analysis showed that Chanel can maintain the global uniformity of its brands and local selectivity to maintain its competitive advantage (Runfola, Milanesi and Guercini, 2022). Being more digital, more sustainable, ethical transparency and customer-centered localization without sacrificing the heritage and high-end positioning of Chanel will be the next steps (Olšanová, Cook and Zlatić, 2025).


[bookmark: _Toc235193865]SECTION 2: Reflective Account
[bookmark: _Toc235193866]9.0 Reflective Account
[bookmark: _Toc235193867]9.1 Introduction to Reflection
This reflection report evaluates my learning in the course of the writing of the international marketing report applying the Reflective Cycle by Gibbs. The model by Gibbs helps in structured reflection through stimulating learners to reflect on the experiences, draw lessons and plans of how to improve in the future (Kumar, 2026). The reflection dwells upon my research process, theoretical growth and cognition of international marketing practices.
[bookmark: _Toc235193868]9.2 Reflective Model Framework
[image: A diagram of the Gibbs Reflective Cycle illustrating the six stages of reflection]
Figure 9.1: Gibbs' Reflective Cycle
(Source: Gibbs, 1988)

[bookmark: _Toc235193869]9.3 Stage 1: Description
This report involved me comparing the Chanel international marketing in France and Japan in terms of PESTEL, Hofstede, STP, marketing mix 7Ps, market entry strategy and ethical analysis. I collected information by utilizing academic books, journal articles and industry reports and then compiled the evidence under every section of the report (Schlegelmilch, 2022). I compared the two countries critically instead of talking about them separately as such an approach would be appropriate to meet the assessment demands (Lu, 2021).
The other lesson I learnt is that different paradigms can be applied to complete each other when considering international markets. The external environment was outlined by PESTEL and the effect of culture on consumer behavior and marketing decisions was demonstrated by Hofstede (Magnani, 2022). An integration of these frameworks led to a more balanced and evidence-based analysis (Runfola, Milanesi and Guercini, 2022).
[bookmark: _Toc235193870]9.4 Stage 2: Feelings
In the initial session of the assignment, I was struggling to make comparisons between two countries without a consistent focus on Chanel. The amount of information was huge, so it was hard to choose the most topical evidence based on academic resources (Donzé, 2022). However, my self-esteem was also enhanced because I became more used to the analytical theories and the relationship between theory and business practice (Solomon and Mrad, 2022).
I particularly enjoyed cultural differences because it allowed realizing that the same marketing modes of operation of a global luxury brand cannot be applied in every country. That contributed to a better comprehension of the notion of international marketing as a strategy and not solely a promotional activity (Teboul, 2020).
[bookmark: _Toc235193871]9.5 Stage 3: Evaluation
A strength of my style was my use of accepted academic frameworks to back each part of the report. This improved logicality of the conversation and the quality of my arguments (Kumar, 2026). This scholarly and industry literature made the analysis valid as well (Forbes, 2024).
The limitation on time was one of the factors of the first research stage. My initial error was to spend excessively all the background information and then paying attention to the evidence that is specifically relevant to the evaluation criteria (Guercini, Ranfagni and Runfola, 2020). More time to more thoroughly critically evaluate should have been available with better planning.
[bookmark: _Toc235193872]9.6 Stage 4: Analysis
This assignment showed that effective international marketing entails striking a balance between global uniformity and local customization. Chanel consistently has a luxury status but adjusts the customer experience, communication and relationship marketing to cultural demands in Japan (Isozaki and Donzé, 2022). This confirmed that political, economic, cultural and ethical influences have a direct influence on international marketing choice depending on the demand of the customers in isolation (Olšanová, Cook and Zlatić, 2025).
The research also helped me to better my critical thinking on STP and Marketing Mix because I was taught to adopt theories without judgment. The Hofstede framework was useful in a case, where I used it to compare our culture and realize that it is not ideal to apply this model in the modern global markets to explain dynamic consumer behavior (Guntupalli, Misra and Agnihotri, 2026).
[bookmark: _Toc235193873]9.7 Stage 5: Conclusion
Reflectively, I could have done a better job to plan the literature review way at the start of the report. This would have resulted in less time spent filtering the sources, and more attention could be paid to critical comparison, as opposed to descriptive writing (Schlegelmilch, 2022). I also learnt that those professional arguments about international marketing are more convincing as more academic theory is closely connected with up-to-date business data (Chau and Rangararaju, 2023).
This task enhanced my knowledge on the effect of culture, economic situations and ethical obligation on global marketing choices. It also enhanced my capacity to juxtapose the global markets with the help of accepted frameworks rather than acting on my personal judgment (Runfola, Milanesi and Guercini, 2022).
[bookmark: _Toc235193874]9.8 Stage 6: Action Plan
I will make a comprehensive research plan prior to gathering literature in future assignments. I will organize the scholarly materials according to every evaluation parameter and evaluate their applicability and then compose each part (Lu, 2021). This will improve the use of time and have closer links among theory, evidence and critical discussion (Kumar, 2026).
I will also enhance my critical evaluation by contrasting the various academic points of view and not just rely on one source or framework. The practice will not only improve my academic writing but also prepare me to be a professional in academic marketing analysis in multinational organizations (Solomon and Mrad, 2022). Lastly, I will keep enhancing my application of strategic frameworks, specifically, PESTEL, STP, Hofstede and the 7Ps as they give me a systematic way to analyze the international market and make business decisions (Magnani, 2022).
[bookmark: _Toc235193875]9.9 Overall Reflection Summary
[image: ]
Figure 9.2: Key Learning Outcomes from the Reflective Process
Source: Gibbs (1988) and Kumar (2026).

In general, this reflection indicates that the assignment increased my academic, analytical and professional skills. It has helped me gain a better insight into the international marketing strategy through the application of theoretical frameworks to the activities of Chanel in France and Japan (Donzé, 2022). It also made me more confident in carrying out evidence-based analysis and developing organized reports to businesses, which will also come in handy in future postgraduate studies and in a career in international marketing (Olšanová, Cook and Zlatić, 2025).
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