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[bookmark: _mfsfs2qvaokj]Section 1: International Market Entry Strategy and Marketing Mix 
[bookmark: _xxlpz6oyxp8k]1. Introduction 
[bookmark: _2z5trbrap05o]1.1 Background of International Marketing
International marketing allows companies to develop outside the home country, to tailor their products, brand and customer experiences to different economic, cultural and competitive settings. The successful internationalisation of luxury brands is a tradeoff between maintaining a global brand identity and adapting locally to consumer preferences and cultural expectations. The global expansion of luxury brands has been further fueled by the rising digitalisation, evolving consumer lifestyles and the rapid growth of several luxury markets in Asian countries (Sanz-Lopez et al., 2024; Hu, 2024).

[bookmark: _qz0w3c1zdhf3]1.2 Introduction to Chanel
[image: Chanel - Wikipedia]
[bookmark: _llfopwj8jnd6]Figure 1: Chanel Corporate Logo
Source: Chanel (2025)
Chanel is one of the world's leading luxury fashion brands, known for their haute couture, ready-to-wear fashion, handbags, perfumes, cosmetics, watches and jewellery. The company has a wide network of stores around the world, and it is known for its high-quality products and the luxurious experience that comes with them, as well as its limited distribution (Chanel, 2025; Xie, 2023). This report focuses on contrasting the marketing strategies employed by Chanel internationally, both in France, its native and heritage country, and Japan, one of its most established and influential luxury markets in Asia (Nagasawa, 2016; Yan, 2025).

[bookmark: _couutgqcsetj]1.3 Purpose and Structure of the Report
The report critically compares the macro-environment, culture, STP strategy, marketing mix and market entry strategy of Chanel in France and Japan, evaluates ethical issues related to its marketing practices, and proposes recommendations to strengthen its future international marketing strategy.

[bookmark: _jevpqneh8qe3]2. Comparative Analysis of the Market Environment 
[bookmark: _3gfb3vyysh9m]2.1 Overview of the Selected Countries 
France is Chanel's home country and the place where the brand was born; it is a mature luxury market with strong fashion heritage, high value domestic consumption and global tourism. Japan is one of the oldest and most successful markets in Asia for Chanel, and despite its high expectations for the quality of the product and customer service, it also has a sophisticated luxury consumer base with high purchasing power. This comparison demonstrates the varying approach of Chanel to maintain global brand uniformity and adapt to different economic, regulatory, and cultural contexts (Mordor Intelligence, 2026; IMRC Group, 2026; Yan, 2025).

[bookmark: _tuz06fbdppd7]2.2 PESTEL Analysis 
[bookmark: _mrzcxv6sgjwc]2.2.1 Political Factors
France has a stable political climate, which is backed by the European Union trade system, protection of intellectual property and policies which encourage the export of luxuries. 
[image: European Union Countries Map. EU Member Country Names, Europe Land Location  Maps Vector Illustration Stock Illustration - Illustration of land, france:  282726111]
[bookmark: _ev05hyobrt1t]Figure 2: European Union Member Countries Map
Source: Dreamstime (2023)
The fashion industry in France is boosted by government and it enhances the image of the country as a luxury destination. Japan also offers a secure political environment and clear administration that gives foreign luxury retailers a certain business environment which is predictable. Good diplomatic and trade ties between Europe and Japan also ease operations of Chanel, but the regulatory processes and compliance of imports are still more comprehensive than in the EU (Mordor Intelligence, 2026; IMARC Group, 2026).

[bookmark: _321w2lc0jfg0]2.2.2 Economic Factors
France has one of the largest markets in the luxury goods in Europe with wealthy individuals and a high international tourist number. 
[image: ]
[bookmark: _39aqvanrbafs]Figure 3: Japan Personal Luxury Goods Market Growth Trend
Source: IMARC Group (2026)
Japan is one of the most luxurious markets in the world with high disposable income, ageing and rich population and customers who are ready to spend on high-quality brands despite the slowing growth in the economy. Despite the possibility that the change in the prices of imported luxury goods may affect the price changes, the premium positioning and a well-established brand equity lower price sensitivity in both countries (IMARC Group, 2026; Mordor Intelligence, 2026; Chanel, 2025).

[bookmark: _2537ptdg09ye]2.2.3 Social Factors
Chanel's historical identity is reflected in the French consumers' appreciations of craftsmanship, heritage, and exclusivity. Japanese consumers place a strong emphasis on the quality, attention to detail, customer service, and trust in the brand. In both countries, social media and luxury travel are growing important factors in purchase decisions, and in Japan, a preference for personalisation and limited collections has a greater impact on reinforcing the sense of luxury (Gupta et al., 2022; Nagasawa, 2016; Yan, 2025).

[bookmark: _i06wo7l0c9ex]2.2.4 Technological Factors
[image: ]
[bookmark: _wefgi17b3esm]Figure 4: AI and Generative AI Enhancing Premium Customer Experience
Source: Boston Consulting Group (BCG) (2025)
Luxury retail has dramatically changed in the era of digital transformation. Chanel continues to work on digital marketing and omnichannel retailing and customer relationship management, and maintains an exclusive in-store experience. The high level of digital infrastructure and adoption of mobile commerce in Japan supports innovations like AI-powered customer interactions and digital luxury experiences, while France is trying to integrate digital innovation with traditional luxury retail practices (Sanz-Lopez et al., 2024; Tam et al., 2025; Song et al., 2024).

[bookmark: _87eeobqkwe0c]2.2.5 Environmental Factors
Eco-friendliness, as a business strategy, is taking a key place in luxury fashion. As part of the EU sustainability policies, France has strict environmental regulations, which promote responsible sourcing and emission reduction (Flevy, 2026). 
[image: ]
[bookmark: _83rbuiifrfv9]Figure 5: EU Strategy for Sustainable and Circular Textiles
Source: Euromonitor International (2023)
Japan also works on promoting sustainable consumption by raising the environmental awareness of consumers. 
[image: ]
[bookmark: _2wbvebsq6kv4]Figure 6: Chanel's Carbon Footprint Reduction
Source: Chanel (2024)
In response, Chanel has made strides in their sustainable materials, carbon emissions and their supply chain transparency, bolstered their reputation across both markets (Chanel, 2024; Kaur et al., 2024; Abdelmeguid et al., 2024).

[bookmark: _bdohz3splqgi]2.2.6 Legal Factors
France has extensive intellectual property, consumer rights and strict labour laws to protect luxury brand assets. Japan also has rigorous protection of trademarks, product quality and compliance to consumer protection and advertising laws. Although the measures of compliance are relatively expensive for both the markets, these laws allow Chanel to safeguard its iconic designs and prevent its designs from being counterfeited.

[bookmark: _iyrqemtscxju]2.2.7 Comparative Evaluation of PESTEL Findings
	PESTEL Factor
	France (Home Market)
	Japan (Host Market)

	Political
	Favourable 
	Favourable 

	Economic
	Favourable 
	Favourable 

	Social
	Favourable 
	Highly Favourable 

	Technological
	Favourable 
	Highly Favourable 

	Environmental
	Moderately Favourable 
	Moderately Favourable 

	Legal
	Favourable 
	Favourable 


[bookmark: _fx3rwg8fggt3]Table 1: Comparative Summary of PESTEL Analysis for Chanel in France and Japan
Source: Author (2026)
Chanel enjoys a favourable macro-environment in both France and Japan as both countries offer political stability, affluent consumers and strong legal protection. But France bolsters Chanel's roots and brand integrity, while Japan provides more potential for innovation, higher-end customer experiences, and sustainable market expansion. As such, Chanel essentially standardises its luxury positioning and adjusts the customer engagement, digital projects and retail operations according to the economic and social specifics of each market.

[bookmark: _7yuoe6drhn2v]2.3 Hofstede Cultural Analysis 
[image: ]
[bookmark: _5f1ubzl4zggm]Figure 7: Hofstede's Cultural Dimension Comparison between France and Japan
Source: The Culture Factor (2026)
[bookmark: _3d05gyjot495]2.3.1 France
France has a Power Distance score of 68, which is a moderate level of acceptance of hierarchy and authority as depicted in Figure 2.1. The Individualism score (74) indicates that consumers are interested in personal identity and self-expression, and luxury purchases are used to express their individual status. France scores relatively low on Masculinity (43), which means they are more interested in aesthetics, quality of life and elegance than in competitive achievements. Additionally, the country has a high score for Uncertainty Avoidance (86), indicating that consumers are likely to choose brands that represent quality and living up to expectations. French consumers score 60 on Long-Term Orientation, which means that they are traditionally oriented yet not afraid to be innovative, and 48 on Indulgence, which reflects a moderate indulgence. These cultural characteristics support Chanel's emphasis on heritage, creativity and timeless fashion (The Culture Factor, 2026).

[bookmark: _cy4pmy1jx83a]2.3.2 Japan
Japan has a unique cultural profile that has an impact on Chanel's marketing strategy. Japan's Power Distance Index is 54, as depicted in Figure 2.1, which means that people are expected to respect authority and promote collaboration. While it ranks 62 on Individualism, Japanese consumers still place a high value on group harmony and social expectations when making purchasing decisions. With a very high score of 95 on the Masculinity dimension, Japan is highly achievement oriented and luxury items are highly symbolic of professional success and prestige. With a score of 92 on Uncertainty Avoidance, consumers of the country prefer brands that are trusted, with good quality and reliability. In addition, Japan obtains a remarkable score on the Long-Term Orientation dimension (100), indicating high loyalty towards heritage brands, and a score of 42 on the Indulgence dimension, implying that purchases of luxury goods are made with careful consideration, not impulsively (Nagasawa, 2016; The Culture Factor, 2026).

[bookmark: _yea7b7i301bu]2.3.3 Comparative Cultural Implications for Chanel
The differences in culture indicate that Chanel should preserve the luxury image across the world and adapt the customer experience to the local preference. While in France communication can still focus on fashion heritage, creativity, and exclusivity, in Japan more emphasis needs to be placed on personalised service, careful retail experiences, trust, and building long-term relationships. This approach allows Chanel to maintain global brand value while ensuring market relevance across different regions (Yan, 2025; Xie, 2023; Khan et al., 2024).

[bookmark: _wkj400fpankm]3. Comparative Analysis of STP and International Marketing Mix
[bookmark: _axv62tffuimt]3.1 Segmentation, Targeting and Positioning (STP) Analysis 
[bookmark: _h3x3ld2xopz]3.1.1 Market Segmentation
Chanel's approach to luxury segmenting in France is based on demographic, psychographic and behavioural factors. The brand's main customer groups are high purchasing power consumers aged 25 to 60 years old who value French fashion heritage. Psychographically, French consumers are interested in being unique, creative and exclusive, and luxury purchases are a way to assert their identity.
[image: Chanel Buys Building on Paris' Upscale Avenue Montaigne - Bloomberg]
[bookmark: _g6mmc6tc0qbu]Figure 8: Chanel Boutique on Avenue Montaigne, Paris
Source: Bloomberg (2024)
In terms of behaviour, Chanel appeals to the loyal customers who highly appreciate craftsmanship, timeless design, and authentic luxury experiences, especially the luxury shopping district and Chanel's flagship store in Paris (Wei, 2022; Gupta, Shin and Jain, 2022).
Chanel uses a similar demographic targeting approach in Japan but focuses more on behavioural and cultural attributes. The brand is aimed at high-end consumers who appreciate quality, authenticity of products and longevity. Japanese luxury consumers are generally more brand-loyal and appreciate personalised customer service, limited-edition collections and exclusive shopping experiences. Chanel, therefore, adapts its product line and boutique operations to satisfy these expectations without compromising its luxury brand status worldwide (Nagasawa, 2016; Yan, 2025).

[bookmark: _c601okb7hpti]3.1.2 Target Market
[image: ]
[bookmark: _4hkqbgmhv415]Figure 9: Chanel's Target Market Segmentation
Source: Business Model Analyst (2025)
Chanel's main clientele are high-net-worth individuals, high earning professionals, celebrities, fashion lovers and international luxury tourists visiting France. In more recent years, the company has been designing digital content, which they have been curating carefully, to appeal to younger affluent millennials and generation Z consumers whilst maintaining their premium brand image. This approach allows Chanel to remain relevant in the long term while maintaining its opulence (Sanz-Lopez et al., 2024; Tamet al., 2025).
Chanel's customers in Japan are high-quality, high spending consumers who are in the top tier of the luxury market, as well as high-level professionals and business executives who value high standards in quality and service (Gleim et al., 2025). 
[image: Relationship Marketing: 5 Ways to Create Lifelong Customers]
[bookmark: _9dqrffc59kk0]Figure 10: Comparison between Transactional Marketing and Relationship Marketing
Source: SuperOffice (2026)
The relationship marketing is more important than in France, with a focus on personalised consultations, VIP services and exclusive experiences in boutique. This aligns with the Japanese consumers' trust and long-term engagement in the customer service and care (Yan, 2025; Gupta et al., 2022).

[bookmark: _yxs02ckt73jr]3.1.3 Positioning Strategy
Chanel, in France, presents itself as the image of the French luxury, elegance and heritage of haute couture. The brand stands out for its outstanding craftsmanship, iconic fashion designs, exclusivity and history created by Gabrielle "Coco" Chanel. Through premium pricing and flagship boutiques, it serves to reinforce its brand and reputation as one of the world's most prestigious luxury fashion label brands (Xie, 2023).
[image: Towering mushrooms adorn Grand Palais for Chanel couture show]
[bookmark: _c8da8wtudp1b]Figure 11: Chanel Haute Couture Fashion Show
Source: Dezeen (2026)
Channel's positioning in Japan is the same as around the world – luxury – with the additional focus on quality, trust, precision and exceptional customer experience. Instead of just fashion history, the brand's emphasis is on craftsmanship, personalization and longevity, all of which resonate with the Japanese cultural values. Chanel's sustainability efforts, exclusive collections, and strategic use of digital platforms to reach luxury-conscious Japanese clientele further solidify its standing (Yan, 2025; Chanel, 2024; Kaur et al., 2024).

[bookmark: _xuq9an9mnk7u]3.1.4 Comparative Summary of STP
	STP Element
	Comparative Analysis

	Segmentation
	Both markets target high-income consumers, but France emphasises individuality, whereas Japan focuses more on quality, trust and long-term relationships.

	Target Market
	Chanel targets premium consumers in both markets, but relationship marketing is more prominent in Japan than in France.

	Positioning
	Chanel preserves a consistent global brand image while selectively adapting its value proposition to reflect each country's cultural expectations and consumer behaviour.


[bookmark: _mh9n5gudwuif]Table 2: Comparative Summary of Chanel's STP Strategy in France and Japan
Source: Author (2026)

[bookmark: _sa0x214awpvg]3.2 Comparative Analysis of the International Marketing Mix (7Ps) 
[bookmark: _pz94e791xotk]3.2.1 Product Strategy
Chanel's product strategy has been fairly standardized globally in order to maintain its luxury image and make some selective changes to suit local consumers. In both France and Japan, the company is always consistent in the quality and iconic designs and craftsmanship of its products: haute couture, ready to wear fashion, handbags, fragrances, cosmetics and fine jewellery. 
[image: CHANEL Haute Couture FW 25/26 | ELLE UZ]
[bookmark: _wm096qo9m1bf]Figure 12: Chanel Rue Cambon Métiers d'Art Collection
Source: The Impression (2020)
This standardisation process enhances brand authenticity and exclusivity (Xie, 2023). At the same time, Chanel also plays to Japanese tastes by creating exclusive boutique collections, seasonal colour variations and limited-edition products which resonate with the Japanese love for uniqueness and collectability. This kind of selective adaptation adds to the increase in customer loyalty while maintaining the consistency of the brand worldwide (Yan, 2025; Tsougkou et al., 2025). This approach is based on evidence that luxury brands can perform better in international markets by standardising their offerings globally and adapting them to each market (Tsougkou et al., 2025).

[bookmark: _4lcriqmjl1y1]3.2.2 Pricing Strategy
[image: Chanel Bag Price Statistics: Prices & Resale Market (2026)]
[bookmark: _ro31rysz7is9]Figure 13: Chanel 2025 Handbag Price Increase
Source: AWISEE (2026)
Chanel's pricing policy is premium value based, which means their products are perceived more as prestige rather than functional products. The company chronically raises prices in the worldwide market to support the exclusivity and to compensate for inflation and currency fluctuations. French consumers think that high prices reflect French luxury tradition, while Japanese consumers believe that high prices suggest the quality of craftsmanship and long life of the product. Even though there is divergence between the two economies, the price sensitivity at Chanel is relatively low due to the fact that buyers of prestigious brands do not care about price sensitivity (Kapferer et al., 2021; Gupta et al., 2022). Consequently, pricing remains largely standardised internationally with minor adjustments reflecting taxes, import duties and currency movements (Chanel, 2025).

[bookmark: _nvnmgemhoi08]3.2.3 Place (Distribution) Strategy
[image: ]
[bookmark: _54gzwmxgzk4h]Figure 14: Chanel’s Distribution Channels
Source: Business Model Analyst (2025)
Chanel adopts an exclusive distribution approach, with products being sold mainly through company owned stores, selected department stores, beauty counters or via official digital stores. The controlled distribution ensures that the brand maintains its image and avoids over-exposure. France is the most important market for Chanel's retail operations, especially with the iconic boutiques in Paris that give the brand its historic signature. Chanel Japan has opened up shops in the luxury shopping districts of Ginza, Omotesando and Osaka, which are within a high-end lifestyle of Japanese consumers. The company has also enhanced the integration of its omnichannel by linking digital experience with customised in-store experiences rather than relying on massive third-party e-commerce platforms (Weiet al., 2020; Tam et al., 2025).

[bookmark: _pzh3c91jlf1n]3.2.4 Promotion Strategy
Unlike mass-market brands, Chanel relies on prestige-oriented promotional strategies rather than frequent discounts or aggressive advertising. Marketing communications involve storytelling, heritage, celebrity ambassadors, fashion shows and exclusive product launch to reinforce the emotional connection with the consumers. In France, the focus of promotional activities is on Chanel's tradition and Parisian fashion culture. 
[image: ]
[bookmark: _npe1xt32tdnj]Figure 15: Chanel le19M Tokyo Exhibition
Source: Wallpaper (2025)
Digital advertising, luxury events, and celebrity partnerships with local stars help to reinforce brands with the younger upper-class consumers in Japan without sacrificing exclusivity. The digital transformation has also helped Chanel connect with consumers, as it can provide them with selective content online without compromising its high-end brand identity (Sanz-Lopez et al., 2024; Tam et al., 2025).

[bookmark: _2jl30yj48zbe]3.2.5 People Strategy
[image: ]
[bookmark: _tmpjo2hbqsty]Figure 16: Chanel Supplier Sustainability Training 
Source: Chanel (2024)
In order to achieve the luxury brand promise of Chanel, employees are considered a crucial factor. The company spends a lot of money on staff training to make sure that they provide clients with great service, product knowledge and personal consultations. Service quality is high and uniform across countries, Japanese boutiques emphasise omotenashi (hospitality), attention to detail and long-term customer relationships. Consistent with luxury shopping customs in France, sales advisors are more engaged in fashion knowledge, craftsmanship and advising customers in a more personalised manner (Yan, 2025; Gupta et al., 2022).

[bookmark: _l3qwitbvthr0]3.2.6 Process Strategy
The different service processes of Chanel are designed to provide seamless and exclusive customer experience. The consultation by appointment, the personalised recommendations, the premium after-sales services and the meticulously managed inventory all contribute to customer satisfaction (Lopes et al., 2022). 
[image: Appointments at Paris boutiques : r/chanel]
[bookmark: _vp7q6tdp4u9s]Figure 17: Chanel Online Boutique Appointment Booking Service
Source: Chanel Official Website (2026)
In Japan, service processes are all enhanced by efficient queue handling, personalised packaging, and careful customer service, reflecting the cultural values of attention to detail and respect. In the meantime, France has developed a blend of traditional luxury retail and digital appointment setting and CRM systems, offering convenience without sacrificing the brand's feeling of exclusivity (Song et al., 2024; Tam et al., 2025).

[bookmark: _rgf53u6st436]3.2.7 Physical Evidence Strategy
The physical evidence is very important in Chanel's positioning of luxury. In both France and Japan, Flagship boutiques boast beautiful shop designs, neutral architecture and high-quality materials and visual merchandising, which show the perception of high quality and exclusivity. Consistent packaging, iconic black-and-white branding and luxurious shopping environments create memorable customer experiences across international markets. Furthermore, Chanel's physical presence is becoming more sustainable, with a focus on responsible packaging and eco-friendly store operations, which aligns with its evolving corporate image (Chanel, 2024; Kaur et al., 2024).

[bookmark: _z4jbiuiv08wc]3.2.8 Overall Comparison of the 7Ps
	Marketing Mix Element
	France (Home Market)
	Japan (Host Market)

	Product
	Heritage-focused collections with global flagship launches.
	Standardised products complemented by exclusive and limited-edition collections.

	Price
	Premium pricing reflecting authenticity and French luxury heritage.
	Premium pricing accepted due to perceived quality and prestige.

	Place
	Flagship boutiques in Paris and luxury retail districts.
	Exclusive boutiques in Ginza, Omotesando and other premium shopping areas with strong omnichannel support.

	Promotion
	Heritage storytelling, fashion shows and luxury tourism.
	Digital engagement, local celebrity collaborations and exclusive customer events.

	People
	Fashion expertise and personalised styling services.
	Exceptional hospitality, personalised relationships and meticulous customer service.

	Process
	Traditional luxury retail integrated with digital services.
	Highly personalised, efficient and detail-oriented customer journey.

	Physical Evidence
	Iconic boutiques reflecting French luxury heritage.
	Consistent luxury ambience with adaptations to Japanese service expectations and sustainability initiatives.


[bookmark: _onfw0iglroa6]Table 3: Comparison of Chanel's 7Ps Marketing Mix Strategy in France and Japan
Source: Author (2026)

[bookmark: _mslhl3xjpn4l]3.3 Influence of Cultural and Economic Factors on STP and Marketing Mix 
While maintaining its luxurious identity across the world, cultural and economic differences play a huge role in Chanel's STP and marketing mix decisions. France's fashion legacy and individualistic culture foster marketing oriented towards creativity, authenticity and self-expression. The collectivist nature of the Japanese, their long-term perspective and the priority placed on premium service, on the other hand, necessitate a higher emphasis on customer relationships, personalised experiences and product reliability (The Culture Factor, 2026; Nagasawa, 2016). Economically, both markets have affluent consumer segments that can support premium pricing strategies, allowing Chanel to standardise its positioning while making strategic adaptations to ensure maximum relevance at the local market level, both in terms of product offering and promotional activity, as well as customer experience (Yan, 2025; Chanel, 2025).

[bookmark: _lrewhnmklc0b]4. Analysis of Chanel's Market Entry Strategy in Japan 
[bookmark: _103sam228qvf]4.1 Rationale for Selecting Japan
For a long time, the Japanese market is considered one of the most developed and major luxury markets worldwide, featuring high-value consumers and purchasing power, as well as a strong taste for craftsmanship, quality and heritage. All these are characteristics of the market, which closely correspond to the brand values of Chanel, and which make an extension into Japan a strategically interesting market. In addition, Japan's stable political and economic conditions, high level of legal security for IP rights, and well-established retail infrastructure have minimised market risks and favoured long-term investments by global luxury brands (IMARC Group, 2026; Nagasawa, 2016).
[image: APPI Japan Data Protection: How to Comply? - Captain Compliance]
[bookmark: _e9oveckl64pi]Figure 18: Japan's APPI Protection Compliance Checklist
Source: Captain Compliance (2024)
 Additionally, Chanel is enjoying the country's well-established luxury consumption culture with high brand loyalty and willingness of consumers to pay higher prices for authentic products (Degen, 2010; Yan, 2025).

[bookmark: _wgw6ep8g6pkn]4.2 Market Entry Mode
Chanel is not pursuing a franchising or licensing approach for its entry into Japan, but rather directly investing in Japan with wholly-owned subsidiaries to ensure that they completely control their operations, brand image and customer experience. In order to maintain its luxury image and quality of services across all outlets, Chanel has built a vast network of exclusive boutiques in prime shopping districts, including in Ginza, Omotesando and Osaka. 
[image: Wholly Owned Subsidiaries: Meaning, Advantages, and Disadvantages -  GeeksforGeeks]
[bookmark: _jws9qudlbff8]Figure 19: Advantages of Wholly Owned Subsidiaries as a Market Entry Strategy
Source: GeeksforGeeks (2025)
Chanel has limited experience with strategic alliances as market entry strategies but has partnered, albeit sparingly, with top-tier department stores, local media and digital platforms to boost brand visibility while maintaining control over operations (Xie, 2023; Chanel 2025).

[bookmark: _13bomxrv8e69]4.3 Evaluation of the Entry Strategy
Chanel's entry approach has brought some positive attributes: total control of brand management, uniformity of luxury and enhanced counterfeiting prevention. The strategy, however, comes with its risks, such as significant capital expenditure and operating expense pressures, and sensitivity to the ups and downs of Japan's established luxury market. However, its success has been built on its robust brand legacy, the strategic choice of its locations, and the quality of customer service, as well as the fact that the brand has managed to balance global uniformity with a touch of adaptation to Japanese consumer tastes. This has given Chanel a sustainable competitive advantage and it now sits amongst the best luxury brands in Japan (Yan, 2025; Nagasawa, 2016; Chanel, 2025).

[bookmark: _6hrthvnakzgv]5. Ethical Issues Related to Chanel's Marketing Mix (Japan)
[bookmark: _k3g9csi2r909]5.1 Identification of the Ethical Issue

One of the most significant ethical issues associated with Chanel's marketing mix in Japan concerns sustainability within the luxury fashion industry, particularly regarding the environmental impact of luxury production, responsible sourcing of raw materials and high-consumption business models (Kim et al., 2026). Japanese consumers are becoming more environmentally conscious, and luxury brands are expected to be proactive in their business practices, in addition to the product quality (Khan et al., 2024).
Luxury fashion has traditionally been criticized for its high resource usage, intricate global value chains, and reliance on animal-based materials, all of which do not align with consumers' increasing desires for ethical purchasing (Kaur et al., 2024). Moreover, the high price coupled with Chanel's exclusive positioning can catalyze fears of social inequality, where luxury becomes a marker of financial success and not accessibility (Kapferer et al., 2021). While the idea of exclusivity is key to luxury branding, there has been a growing strain in society for sustainability and corporate responsibility, creating a greater lens into which stakeholders view such practices.

[bookmark: _4hr82zrfl8cp]5.2 Evaluation of the Company's Response
[image: ]
[bookmark: _26cprkb65eoo]Figure 20: Chanel's Sustainability and Net-Zero Roadmap
Source: Chanel (2024)
In response, Chanel has committed to embedding sustainability in its long-term strategy, instead of disrupting the basis of its exclusive brand. The company has invested in reducing greenhouse gas emissions, promoting responsible sourcing, and enhancing product traceability throughout its supply chain and developing more sustainable packaging without compromising the quality and craftsmanship of its products (Chanel, 2024). Its sustainability programmes are also based on biodiversity conservation, climate commitments and greater transparency with public sustainability reports. However, there is still a need for more advancement in other fields, including circular fashion, more extensive material innovation and quantifiable environmental performance, according to critics. Thus, while Chanel has made strides towards greener luxury, ongoing efforts to enhance sustainability will be crucial to ensure the brand remains both trusted and ethically legitimate in an evergreen Japanese luxury market (Abdelmeguid et al., 2024; Ada et al., 2026).

[bookmark: _lo6hjyvs5kch]6. Recommendations for Future International Marketing Strategies 
[bookmark: _h0vtk0afgxuc]6.1 Recommendation 1: Strengthen Sustainable Luxury Practices
Chanel needs to speed up the circular economy initiatives by further developing sustainable materials, transparency in the supply chain and by introducing measurable environmental goals. This would help to increase brand awareness and credibility for the customers who are environmentally friendly, especially in Japan, and help them stay competitive for a longer period of time (Chanel, 2024; Abdelmeguid et al., 2024).

[bookmark: _hi4n93q3oezc]6.2 Recommendation 2: Enhance Digital Luxury Experiences
The company should also incorporate AI-driven customisation, virtual consultations and interactive digital experiences while maintaining a sense of exclusive. These innovations allow Chanel to enhance customer engagement among younger, affluent consumers without compromising the brand's luxurious reputation (Song et al., 2024; Tam et al., 2025).

[bookmark: _murd8yfok0ts]6.3 Recommendation 3: Increase Localised Customer Engagement
Although Chanel successfully maintains global brand consistency, it should continue selectively adapting customer experiences to local cultures. The exclusive collections, VIP loyalty programmes and personalised boutique services would help build customer loyalty in the long term in Japan, while maintaining global brand equity (Yan, 2025; Nagasawa, 2016).

[bookmark: _rtglyq8woisz]6.4 Recommendation 4: Strengthen Ethical Brand Communication
Chanel should be more transparent about its sustainability accomplishments, responsible sourcing policies and CSR programs on a global scale. Effective communication can help build trust among stakeholders, improve the company's reputation and solidify Chanel's brand as a responsible and luxury global brand (Adaet al., 2026; Kaur et al., 2024).

[bookmark: _hhnhfb4obhd4]7. Conclusion 
[bookmark: _593az0s8di31]7.1 Summary of Key Findings
This analysis revealed that Chanel has succeeded in maintaining its international presence by implementing a unified luxury image and a certain extent of adaptation in each market. France is the base of the brand for its heritage and its leadership in fashion, while Japan also represents an important luxury market with rich clientele, brand loyalty and a thirst for exceptional customer experiences. Differences in political, economic, cultural and technological environments affect the STP strategies and marketing mix decisions of Chanel and also retain its premium positioning in the market.

[bookmark: _8kjbxziv2000]7.2 Overall Evaluation
To sum up, the use of direct investment strategy, exclusive distribution network and premium marketing approach by Chanel has led to sustainable competitive advantage in France and Japan. However, the rise of expectations for sustainability, digital innovation and ethical business operation means that constant strategic adjustments are needed. Chanel will be well placed to maintain its leadership in the international luxury fashion sector and continue to sustain long term growth through the strengthening of responsible luxury while keeping luxury at Chanel exclusive and craftsmanship dominant.

[bookmark: _iqhpk5zavagx]Section 2: Reflective Account (Using Gibbs' Reflective Cycle)
[image: Gibbs Reflective Cycle Explained: A Framework for Structured Self-Reflection  | Dr Krishna Athal]
[bookmark: _j0o38f7nvqz5]Figure 21: Gibbs' Reflective Cycle
Source: Dr Krishna Athal (2025)
[bookmark: _ppcutam2fqx1]1. Introduction 
This reflective account evaluates the process undertaken in researching, analysing and preparing the report on Chanel's international marketing strategies in France and Japan. Gibbs' Reflective Cycle provides a structured framework to critically examine the experience by considering the description, feelings, evaluation, analysis, conclusion and future action plan to support continuous academic and professional development.

[bookmark: _4ikw23s72000]2. Description 
The report preparation began with identifying Chanel as the selected brand and France and Japan as the countries for comparison. To get credible and up-to-date information, a systematic literature search was carried out through academic databases, industry reports and official company publications. To gain understanding of luxury marketing, international market entry, consumer behaviour, sustainability and digital transformation, peer-reviewed journal articles were used, and Chanel's corporate reports were used to provide updated information about the organisation. Country-specific reports were consulted to analyse the political, economic and market environments of France and Japan. The information gathered was structured based on the assessment structure and then various analytical tools including PESTEL, Hofstede's Cultural Dimensions, STP and 7Ps marketing mix were applied. Finally, the evidence was synthesized from a number of sources to make critical arguments, comparisons and recommendations, instead of just painting a picture of the company.

[bookmark: _i033g7uj578u]3. Feelings 
First I thought assignment would be more about describing the things Chanel does around the world. As I quickly realised, however, it had to be critically compared with another market and had to involve a multitude of theoretical perspectives. It was difficult to narrow down the literary works to finding specifically those relating to Chanel, as a significant portion of the literature that I found was regarding the general luxury fashion market. A further difficulty was separating out the standardised global marketing ideas and the adaptations to Japanese local markets. Even in the face of these challenges, I gained confidence over time through the gathering of credible evidence and linking theory to business practice. I found it helpful to combine various sources and believe this has enhanced my confidence with independent academic study and critical evaluation.

[bookmark: _31h4jkpp1x2]4. Evaluation 
A good thing about the task was to learn about the distinction between international marketing strategies in different cultural and economic context. The multiple analytical frameworks allowed me to consider Chanel from various points of view besides a single theory. The assignment also helped in developing my capabilities to find new academic research and understand how to read industry research reports and compare theoretical concepts with practical business strategies. In addition, the discussion was enhanced by the inclusion of up to date organisational information, which was obtained from analysing official company reports to increase the credibility of the discussion.
However, there were a number of challenges faced during this research. It was difficult to locate recent peer-reviewed studies that specifically addressed Chanel in Japan and so had to rely on the more general luxury fashion literature along with company reports. Keeping a balance between descriptive information and critical analysis was also challenging and within the set word limit. There was a need for careful organisation and ongoing revision throughout the writing process to avoid repetition from multiple sources.

[bookmark: _rlnbqmefsa8]5. Analysis 
This assignment boosted a number of academic and professional skills greatly. The first being that my research skills have been improved via systematic searching, evaluating and selecting high quality academic sources and industry research. Instead of taking information on faith, I learned how to compare evidence from various publications and determine what evidence was most pertinent to the report.
Secondly, I think the assignment helped me to think critically. Instead of merely explaining marketing theories, I evaluated how environmental, cultural and economic differences influenced Chanel's international marketing decisions. Through application of theoretical models like PESTEL model, Hofstede's Cultural Dimensions, STP and the 7Ps, etc., it was found that theoretical models gain significance when used with actual evidence from organisations. This process also helped to develop my skills of being able to make coherent academic points from information from a range of sources.
Moreover, I gained insight into the field of international marketing and luxury brand management. I understood at that point that globally successful brands are not just standardised, but, based on market characteristics, are also adapted accordingly. The differences between France and Japan underscored the need to understand cultural differences, consumer practices and the economic climate in international marketing.
Lastly, the assignment helped me to enhance my academic writing where I learned to write reports in a structured format, develop logical arguments and use the proper Harvard referencing system. These skills will be useful in the future for international business and marketing research projects and in decision making.

[bookmark: _gz78y9f4fqpx]6. Conclusion 
In sum, this assignment was useful in learning about the complexity of international marketing and luxury brand management. It showed that the international expansion can only be successful if conducted after careful analysis of the external environment, differences in culture and expectations of consumers, and not simply by copying domestic approaches. The experience enhanced my research skills, analytical and academic writing skills and gave me confidence on applying theories to the real world of business. I have found these lessons have benefitted me both academically and in my knowledge of international marketing practice.

[bookmark: _aa8qc34llhn8]7. Action Plan 
Moving forward with assignments I plan to start the literature search earlier to give more time to learn how to evaluate and make more detailed critical arguments. I will also further develop my time management skills by setting up research and writing schedules. Also, I will develop my critical analysis skills in making comparisons of various perspectives before drawing conclusions. Additionally, I will have a broader understanding of international marketing, digital transformation and sustainable business practices that will enable me to create more in-depth and evidence-based academic reports.
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