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Introduction 
"According to Millard Brown, Chanel is the sixth most valuable luxury brand, with Gucci and Prada rapidly approaching this position." As an independent French company, it is one of the best examples of luxury marketing. Chanel is able to maintain its market leadership. Chanel's position is primarily focused on high fashion (with the exception of a few men's fragrances), and it adheres to the promotion. The formalised paraphrase. The report will analyse the market as it is in order to assess Chanel's brand identity and personality, but also evaluating current brand promotion strategies to build brand justice by analysing similarities and differences in China and France. The marketing role will provide recommendations for marketing strategies that will assist the company in gaining a competitive advantage while also gaining experience.



Company background 

Chanel, with a $ 4 billion market valuation, is one of the world's largest perfume companies. When perfume No. 5 was released, it quickly became one of the best-selling fragrances of the 1990s. The company has expanded its offerings beyond perfumes by diversifying its offerings, beginning with designer clothes and accessories sold in Chanel department stores and boutiques around the world. (Forbes,2017)
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PESTLE analysis

Political factor:
 Even if China's political environment remains peaceful, the country's lack of political independence is significant. Many experts question the national political system's lack of transparency. Chanel, because it has a negative impact on the operation of the chosen company. France, on the other hand, enjoys high levels of political stability. However, the region has recently been plagued by a number of legal and order issues. The Chanel have a positive impact as a result of their political stability.

Economic factor: The availability of cheap labour is one of the reasons that several multinational corporations manufacture their goods in China. China is the world's largest foreign corporation (Deepak and Jeyakumar, 2019). Over the years, it has distributed its foreign investment across a wide range of countries. As a result, because the labour market is strong, this has a positive impact on Chanel. Another country is France, which is well-known for its high-end cosmetics and luxury items.
As a result, key influences will benefit from increased production.
Social factor: Aside from consumer goods, there is a sizable market. As previously stated, real income costs have risen while consumer prices have risen over time. As a result, the chosen topic, Chanel in China, has a positive impact because the customer only wants a new pattern in stores. Aside from consumer goods, there is a sizable market for this. As previously stated, real income costs have risen while consumer prices have risen over time. As a result, the main topic, Chanel in China, has a positive effect because the customer only wants a new pattern in retailers.
Hofstede’s Dimensions 

The statistical findings of this study show that China and France have significant changes in work-related cultural values when compared to Hofstede's. Discussion of statistical findings from work-related cultural dimensions follows in the following sections.
Analysis of culture of China and France through various dimensions are below:
Individualism: The main question is whether people's personal pictures are defined as "I" or "We," so that in individualistic societies, people should only care for themselves rather than their families. People in collectivistic cultures belong to "groups" whose loyalty tends to vary. China ’s rapid collectivist culture acts in the best interests of the people, not necessarily in the best. However, in context to France, it is analysed that its degree of interdependence managed by society among its members. France is represented as an extremely individualistic society. Parents teach their children to be independent of the social position of the person. Even though parents have more influence over their children, French people are less obese than people in other EU countries because they teach their children to keep warm only for themselves and their families. Another case in point is that subordinates tend to show their boss official respect and reverence after doing the inverse of what they promised behind his back; another is a reflection of distance from power, as opposed to formal obedience, and rejection of rulers. The variation between countries is that parents have more influence over the whole of everyones children.
Maleness Excellent results MEN illustrate in society that performance is defined by competition, achievement, and success, and that the winner is the one who determines success. A low female figure means that the dominant values in society are concern for others and quality of life. Male society in China orients and aspires for success. The Chinese guarantee of success needs to begin with example students who show that they are getting prepared for their results from the exam to the ranking, which is the main criterion for successfulness. In contrary, within France, subordinates tend to show their boss official respect and reverence after doing the inverse of what they promised behind his back; another is a reflection of distance from power, as opposed to formal obedience, and rejection of rulers. The variation between countries is that parents have more influence over the whole of everyone children.
In female society, quality of life is a sign of success and standing out from the crowd. From the renowned social security system (welfare), the 35-hour work week, five weeks off a year, and quality of life, France is dominated by a feminine culture. French culture has a distinctive feature.	
Avoiding Uncertainty. There is a perfect score for such a dimension of insecurity in China because members of a group feel threatened by social situations and try to escape insecurity with the projectile. Whereas, in France, it is seen that The avoidance of uncertainty is associated towards how society copes, and the future is unknown. Members of a culture always are threatened by unclear or unknown sit.uations.		
Long-term Orientation Define how each society manages to cope with current and future instances by having drawn on connections from the past. In this dimension, a low result is observed, with one indication being that they prefer to conserve time-honoured traditions and norms by watching revolutionary progress with scepticism. However, within France, the dimension illustrates how to deceive the connections with the past and the future, dealing with the challenge of the present in multiple ways, highlighting an easy way to 
According Hofstede's has proposed dimensions in both countries comparing. First this study examined cultural dimension Power Distance, Individualism Masculinity Uncertainty Avoidance and Indulgence, Power Distance in both countries has higher ranking but China is the highest than France, as according to details Individualism in China is low comparing with France, because they make their children independent, Masculinity in both countries is differed China is considered to be a masculine, France is considered highly feminine. Uncertainty Avoidance is high in France of a culture feel threatened by ambiguous or unknown situations and have created beliefs and institutions that try to avoid these. The indulgence dimension is a relatively new dimension to the model. The dimension in China is defined as low and extent because people try to control their desires and impulses (Steers, 2020).

Market power buyers Customers' market power is also linked to as the product market: Companies take steps to reduce buyer power, such as having to implement a rewards program. If the buyer has alternatives, he or she has a lot of influence. Factors that should be considered:
The buyer puts an emphasis on this.
Existing distribution networks

The buyer really does have access to the total value of capital.
Economic power is related to supplier negotiating leverage.
Price decreases

Products should be used in ones place

Industrial products get an advantage (uniqueness). Supplier bargaining strength Market power is linked to the company's raw material suppliers, human labour, and services as a source of power over the company.
Intensity of fierce competition The intensity of competitive rivalry is a key determinant for the industry's competitiveness. Factors that should be considered:
Offline and online competition can gain an advantage through innovation.
Advertising expenses
Strategy for competing
Transparency level

SWOT analysis of Chanel in China
	Strength
The emerging trend of products in China for the luxury brand.
Internationally, huge multinational brand for several years.
Much of their series comprises traditional and classic styles.

	Weakness
While Chanel is 80th in the world, it still has a lot to do to become the pioneer in the mass segment.
Chanel loses her uniqueness in the perceptual map, as the brand's primary focus is originality.
The product line offered by the firm has deficiencies. A new rival can have its larger market share through lack of option.

	Opportunities	
Chanel should expand its reach and distance from the crowded developed economies in developing markets (Kannan, 2017).
In other goods close to this, corporate core competencies will be a win.
Strong working capital offers investment opportunities in complementary commodity markets.
	Threat
The shortage of qualified workers in certain world markets poses a danger to Chanel's steady growth in earnings.
Secondly, new items are not regularly provided such that the amount of purchases over a span of time bounces high and down.



SWOT analysis of Chanel in France
	Strength
In France they have huge channels and many stores as well as they sell their goods online (Newman, Peck and Wilhide, 2017).
They rank in the luxury apparel industry among the corporate executives.
Chanel also offers a wide variety of items such as fragrances, clocks, and skin care products and many others.
	Weakness
The major weakness is there are many competitors in China as they only want to adopt the latest technology.
There is a high mark changing despite decent visibility.
The main weakness in China in context to organisation is that the acquirer to another company.

	Opportunities
Chanel should take on the success of online sales and e-marketing
Extensions and investments abroad on emerging markets
Creativity and acquisitions of products
	Threat
The rivals who have identical clothing and accessories in the same company will reduce the production position of Chanel.
Economic crisis and decline also impact production (Nargundkar, 2020).
Falsifications and supply wars are a viable problem as well.




Similarities and differences of SWOT analysis in China and France 
As per the above tables of SWOT Analysis, similarities that manager of Chanel experiences while working in China and France includes huge product line in both countries, having opportunities for further expansion of business and facing some threats while carrying out operations (Amundam, 2019). However, difference includes that Chanel loses its uniqueness among perceptual mapping in China, while, in France, the company have achieved a position of offering unique commodities. Another difference is that opportunity to work in China is effective investment values and close of corporate core competences. While, in France, it have opportunity of using online strategies, acquisitions and extensions in emerging market.
[bookmark: _Toc70355519]Segmentation, Targeting and positioning
Segmentation: The first factor is segmentation which means segmenting the market on the basis of geographic, demographic and on other basis (Martínez-López and et. al., 2018). This means that they have to segment their market which means that they segment market on both countries such as China and France. In China and France means that they have to segment on the basis of men and women. The main segment is interested as they segment only those people who have high fashion and only purchase new trending clothes. In this way, this help seleced organisation which is Chanel to operate in both countries in an effective manner.
Targeting: The another factor is targeting which means that they have to target a paricualr type of customer in market. As in China, the people only want the latest product and good quality products (Mogaji, Soetan and Kieu, 2020). On the other hand, the second country which is France as they target only those people who is upper and higher class level income people. The Chanel target those men and women who are of high class people. As they only have to target people so that they can attract customer and reach them so that they can increase their sales and revenue of market. 
Positioning: The last factor is positioning which means that they have to position in that market or countries such as China and France (Philip, 2017). This means that they have to position their people who wants rich and powerful, Fashionable yet well rounded French fashion for those who have a flexible and different mindset




	Factors
	China
	France

	People 
	The products sell by Chanel is that they usually target luxury people so that they can sell their high quality and price to their customer in china’s market (Park, 2020). In this way they attract the customers in particular country. 
	Chanel's customers in France are women between the ages of 15 and 40 who are interested in trendy accessories. Chanel's clients are from the higher upper and middle income level people. With the help of this they can easily target their customers.

	Place 
	The place means where the Chanel sell their goods to customers in China  (Stubb, C., Nyström, A.G. and Colliander, J., 2019). As they have stores in that country where people buy from their stores where all products are available of their brand. As they are expanding their stores in different location in China.
	As Chanel headquarter is located in France so they have many stores in many different location (Vlačić and et. al., 2021). They also sell their goods such as cosmetics and makeup through online stores.

	Promotion 
	 The Chanel is a company who also operate in China promote their products by using print media advertising and sales promotion. The main pupose is that they can aatract their customer and tell them abouth their product in market.  
	In France the selected organisation advertise their product on social media and by using other channels. On the other hand they sell their goods online or e-commerce which is the most effective way to sell their goods and services.

	Physical evidence 
	This is the main factor which is physical evidence. This means that Allows environmentally sustainable packaging items made of FSC certified wood chips. and natural binders using biodegradable, microplastic-free labelled materials. Chanel is the social networks in the cosmetics industry according to Sulapac (Leung, Bai and Erdem, 2017). 
	In the same way, they pack and distribute their goods in such a way that attaract their customer to purchase their goods. They pack their goods by using the biodegradable and other so that they can maintain their uniqueness of packaging. 

	Process 
	The last factor is process which means that they from their online as well as offline stores which means that they can distribute them to maximise their effectiency. 
	In context to France market, Chanel distribute their products either online as well as offline. This means that they have their own stores and distribute their products through online to right product to the right person (Harb and et. al., 2019 Tourism Technology). 
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Marketing 7ps model of Chanel company
Chanel is a greater French fashion label which thus is well-known on the international market for its fashion accessories, luxury goods, and steeply fully prepared clothes and shoes. He appeals to the famous and rich elite class, who can easily afford him. In 1909, Gabrielle Chanel created the private company Chanel. Its objective is to generate something special for a woman using rare materials and creativity, and the brand name is already associated with very high quality.

The ribbon is easily distinguished by the feel, touch and smoothness of the exquisite material. The attention paid to the small details is impressive and inspiring. People buy Chanel products because of the brand's distinctive personality. People who sincerely appreciate something exceptional cannot go further than the desired and excellent Chanel products. The company has many rivals who keep it on its feet. Some of its fiercest competitors are the following.

Chanel's marketing mix[image: Diagram
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Product in Chanel's marketing mix
Chanel is a complex brand with products designed for the upper class; high-quality final goods are for complex people who can afford expensive products, unique and complex designs, superior use of technology, innovative qualities, and the highest quality materials have all did contribute to his prosperity
and with at top Chanel House has both a wide variety of products for both men and women, including daywear and evening wear. To make it fashionable, elegant daywear and sophisticated chic evening wear are supplemented by complex competence and style. The clothes add value to the company ’s reputation by providing customers with clothes that have class and a sophisticated colour palette of pastels, neutra, and blue.
Chanel's cloth suit, and the accessories, which include pumped shoes, a leather purse, and a pearl necklace, are indeed free. All of the products are made of lovely diamonds and 18-karat white gold. Among the products available are Comete, Camelia, Baroque, Ultra, and Bridal Watches. Luxury and stylish jewellery must be examined once they've been trusted. Exclusive men's and women's bags that are high-end, elite, and cutting-edge.
Designer watches, wristwatches, ceramic watches, and unisex style watches are introduced, joining Chanel.
Makeup is sold in the world's most opulent stores, including Harrods.
Designer shoes for both sexes through No. Chanel, Cristalle, Coco Mademoiselle, No. 5 19 and Les Exclusifs.
Similarities and differences with the product varieties in France and China could be compared as well as branding strategies .
Comete, Camelia, Baroque, Ultra, and Bridal Watches are examples of similar product varieties used by Chanel in France and China. At the same time, Chanel's branding strategy in both countries revolves across nearby luxury, heritage dating, highest quality, and French origin themes. The entity has reinvented fashion and located an emphasis on feminine elegance as a matter of fact of this.
	Differences in Chanel product varieties in China and France include the actuality that within China, product varieties offered include perfume, ready-to-wear clothing, and jewellery. In this respect, the entity has instituted a product branding program that involves hosting events, online branding, and co-branding. (David, 2020). However, branding strategies adopted by the company in France comprises of service branding and product branding.

Pricing in Chanel's marketing mix
The brand's goal is to provide exquisite products rather than to compromise on quality. Chanel's pricing policy is determined by a number of factors. The pricing strategy is first-class, focusing on the fine quality of the products and the time required to make the specific product. It takes far too long to complete a Chanel product, go through various processes, and produce a product of comparable high quality. A place in Chanel's marketing strategy
Chanel has approximately 310 boutiques worldwide, with six in Oceania, two in South America, 138 in North America, 94 in Asia, ten in the Middle East, and seven in Europe.
This exclusivity is reflected in the price, as buyers belong to the affluent class, and the shops' location is critical, with a focus on the Ginza area. Some shops are located in well-known airports in order to attract tourists who are interested in spending money while travelling and then shopping. Because travellers are frequently the wealthy business class, shopping was a huge hit with them.
Because Chanel's boutiques are far away and few and far between cities have stores, the company has devised a comprehensive evidence plan. It has online shopping websites and professionals who have been thoroughly trained to handle the distribution of goods in order to maximise sales and advertise products.

Similarities and differences in Chanel’s distribution strategies/channels of distribution could be discussed.

A distribution strategy is defined as a strategy for making a product or service available to target customers via its supply chain. Chanel distributes its products and services through a variety of channels, including high-end supermarkets, exclusive stores, multi-brand stores, e-commerce sites, and so on, in order to make its offering available globally. Chanel exclusive showrooms are known as Chanel Boutiques, and there are over 300 Chanel boutiques worldwide.
Market entry methods refer to a planned method of distributing and delivering goods or services to a new target market. In other words, it is the formation, establishment, and administration of contracts in a foreign country (Barron and Amorós, 2019). China's business owners have adopted.
 The method is defined as a company's involvement in selling products directly to customers in an overseas market. Businesses can sell to a diverse range of target audiences by using this method. It requires market research to locate markets for the product, international distribution of the product, connecting with consumers, and collections. The benefits of the method to the entity include having more control over the export process, a closer relationship with the overseas buyer and marketplace, potentially higher profits, and the opportunity to learn for performing so in order to boost overall competitiveness. All of these advantages come at a cost, which requires an entity like Chanel to devote significant resources in the form of personnel, time, and money. Chanel's direct export success is dependent on the timely availability of commodities in international markets. However, maintaining stocks in international depots, such as China, is an expensive proposition that is viewed as a significant limitation of direct exporting.
Another disadvantage of the Chanel method of working in China is that it entails extensive formalities such as documentation, shipping, financing, collection, and so on, which necessitates greater managerial ability on the part of the exporter.

Promotions are a vital piece of Chanel's marketing mix as this products are of great quality, and the promotional policy is also costly. Chanel only advertises in the most pricey fashion magazines that appeal to influential buyers. Magazines such as "Marie Claire," which wants to appeal to the upper class of Maya and yen, are very profitable but since viewers can quickly check the new and upcoming trends.(Marketing mix of Chanel - Chanel marketing mix, 2021)

[bookmark: _Toc71541521][bookmark: _Toc71562897]A comparison of the types of promotion used in China compared to France need to be discussed with detailed examples.

	Basis of comparison
	Promotion methods in China
	Promotion methods in France 

	Print media 
	Chanel's entrepreneur used print media strategy to promote products in China. Chanel, for example, chose to advertise in high-end magazines that cater to their target market of influential buyers.
	Chanel has also earned a reputation for its theatrical and extravagant runway shows, which have featured increasingly elaborate backdrops and stunning settings in recent years. Previous runway shows have included giant icebergs in France and even a full-scale replica of a French street..

	Online strategies 
	To promote offerings in China through online strategies, including digital media strategy. For example, by utilising high-profile figures in their online advertising campaigns, Chanel's marketing team has immortalised the brand name, which represents heritage, lineage, and mastery in providing luxurious products.
	As part of its branding, Chanel employs iconography, all of which have historical significance. Chanel chooses a true narrative approach, telling the brand's storey in chronological order, allowing consumers to immerse themselves in the storey of the company's growth – each chapter capturing the unique storey behind the brand's iconic items.



Ansoff Matrix
Chanel employs the Ansoff matrix to achieve successful international expansion. Chanel's global operations and business are successful due to strategic growth solutions and solutions. Growing and developing in different regions based on local and global possibilities,Chanel has used the Ansoff matrix successfully many times in its activities, helping it in becoming one of world's leading giants Chanel used the strategies described below effectively within the matrix and categories Ansoff. Yes, we can help! We guarantee that we will deliver high-quality documents on time, helping to boost your ratings. Best price guarantee, money-back guarantee, and highest quality work. the market penetration The marketplace businesses use entry strategy to expand existing products in already operational markets.
 2.1. growth of manufacturing capacity to increased capacity, Chanel would be able to reach more customers in the same market. Increased production capacity would also increase efficiency, especially in terms of controlling overhead costs. Controlled overheads lead to competitive prices that help consumers in the same market. Increased attractiveness and competitive pricing within the same market contributes sales and consumption, and thus increased market penetration.
2.2. Marketing investments have been increased. Chanel is increasing its marketing and advertising spending in order to be more competitive. Chanel starts to develop and designs communication content that is relevant to its various market segments; communication and investment in marketing and advertising activities allow this to happen. Chanel will attain more users in same market by increasing market penetration for current products inside of existing markets through marketing investments.

2.3 This same distribution system has been improved. Chanel is going to investigate new distribution channels. Chanel is also looking into new distribution channels for all of its products. Chanel's advanced distribution channels and strategies allow it to reach new consumer segments and organisations in same market - at competitive prices.

2.4 Chanel uses competitive pricing and price reductions to increase the appeal of its products. Competitive pricing gives the company an advantage and leads to increased consumer engagement with the product; competitive pricing will increase Chanel sales.
2.5 Reduce operating expenses Chanel lowers operating costs and raises competitive prices; low operational costs result in fewer costs passed on to customers. They will make Chanel's products more desirable and affordable. This ease of access aids Chanel's market penetration..

2.6 Competitor acquisitions Chanel acquires market competitors Chanel is now able to reach a wider range of user groups and segments as a result of the additions. Chanel will also be able to develop a more diverse supply chain and distribution channels as a result of the additions. The investments will increase Chanel's penetration by improving its accessibility to various user groups and segments of existing markets. as well as existing features and characteristics Joint ventures and partnerships
2.7 The investments will increase Chanel's penetration by improving its accessibility to various user groups and segments of existing markets. as well as existing features and characteristics joint ventures and partnerships
will provide Chanel with targeted resources to increase market penetration in existing markets, thereby reducing risk factors and preventing losses.
2.8. The main advantage and features of its new product
Chanel realises new features in existing products that are branded in existing markets.
Increased marketing and communication of new products, as well as their products and services, leads to increased consumption by many customers,
parts and groups, and also in new consumer segments and groups.
This essentially allows Chanel to enhance the service market entry into large firms.

 2.9 Increasing cases of consumption
Chanel is starting up communications and marketing initiatives aimed at increasing the frequency to which products are ingested in existing markets.
The excess consumption frequency led to an increase in total emissions.

Chanel increases the volume of sales sold to existing customers in existing markets in this manner. With these funds, the company is expanding its penetration.


Market development
Chanel's market expansion strategies improve its business growth by expanding into new markets with existing products
3.1. Development and research
Chanel should invest in research in order to identify potential new markets and consumer segments for its products. The research focuses on identifying and explaining specific market ethnicities, patterns, and customer preferences - or how they vary greatly in existing markets to weak consumer behaviour patterns
3.2. Enlargement of the region
Chanel is widening on a global level.
It entails expanding out locally to different cities or geographies.
All cultural differences that will need to be adjusted in the expansion process, including marketing or product and consumption method modifications, will be taken into account territorially.
3.3 International enlargement
Chanel is also experiencing business growth as a result of its international expansion.
Chanel's international expansion gives it access to new user groups and increases its overall market share. Cultural differences in the globalisation process
3.4. New customer segments
Chanel can also explore new consumer segments in the same market for its products
The company identified the latest products' uses and characteristics and focused on new consumer segments for existing products. Allowing the company to take advantage of new markets and recent market trends that help growth and expansion
(Skool-Study.Learn.Share., 2021)
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Conclusion and Recommendations for future marketing strategies of  Chanel company : 

By identifying strategies, there are some approaches that are adopted by the organization. There are four types of approaches to the organization, which are human resources, contingencies, productivity and a systematic approach. (Wedel, Bigné, & Zhang, 2020). The first is the approach to human resources, which means that when the organization selects only those candidates who have the appropriate knowledge of the activities to perform. The second is unforeseen circumstances, which means that they must develop strategies according to the situation that arises in the organization so that they can overcome the situation. The approach adopted by the selected organization is a productivity approach, which means that they must increase their productivity by working in both countries so that they can increase their sales and profits from the organization. It is a measurement tool that helps the organization analyze performance so that it can analyze and compare with its competitors in the market .
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