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Introduction:  
The definition of marketing could be explained in many ways, however one of the most relating words to marketing is promotion. Marketing refers to an organization’s activity that commence to promote either buying or selling either service or a product. Marketing comprises the selling process, the advertising process and delivering process that are matching business or consumers needs and wants. Therefore, matching the products to customers will ensure the organization profitability. (Brenner, M 2019)
There are loads of professionals with many years’ experience in marketing and promotion pursue to attract the attention of a potential audience through advertising that could involve celebrity endorsements, slogans or fancy graphic designs.
The company I am analyzing in this report has an attractive marketing campaign that involves a lot of famous people to advertise their products. Founded in 1990 in France, Chanel is a luxurious French brand (Chaney L.) that offers their customers with finest products like clothing, footwear, wristwatches, designs jewelry, handbags, make-up sunglasses and perfumes. The brand is highly recognized across the world worn by higher socio-economic niche public.
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1. Processes and stages of marketing including the role of the marketing mix according to Chanel 

1.1 Definition of the marketing process – marketing concepts, marketing plan and stages;
Marketing process is one of the most important methods for any organization.  The main role is to create a value for the consumers as satisfying their needs.  To meet the customer’s requirements, companies must identify existing opportunities, formulate a strategy plan, to take tactical decisions and keep monitoring the results.
1.2 Diagram of marketing process;
The following five steps are involved in the marketing process (Fig.1). Every step is explained briefly, however in this report I will emphasize mainly on two of the marketing process components – the Situation Analysis and the Strategy.  














(Fig.1, Source: Dimitrina Petrova)

Situation Analysis – this is the condition when the company itself is responsible for identifying marketing opportunities to understand its own abilities and how their competitors are operating, their areas for improvement and their self-evaluation. (Lorette, K. 2019) Examples for situation analysis are PESTEL, SWOT and Porter’s five forces, however in this report I will reflect on two of these models – SWOT and Porte’s five forces.
a. SWOT – a frame that analyses the internal and external factors that can have an impact of the company’s capability. Below is a detail explanation of SWOT analysis for Coco Chanel company, including the advantages and disadvantages that could affect the business. 

Internal Factors:
[image: ] STRENGHTS · Strong Brand Portfolio and Value – Chanel is well established brand with current revenue of $11,1 billion (Chanel, 2019)., This could be very useful if the company invests in new future products development.
· Successful track record of new advanced products. Therefore, this will increase the organization revenue. (Chanel, 2019).
· Strong free cash flow – this is the resources that the organization affords to increase their business and invest into new projects. (Paton, E., 2018)
· Customer satisfaction – dedicated relationship with customers helps Chanel to achieve its extraordinary level of satisfaction.  
· Effective learning programs. Chanel is investing most of the capital in developing and training its workforce. This is to ensure that the employees of highly skilled people will be driven to accomplish better results. 
· Consistent suppliers – having consistency in their supply chain of raw materials will enable the brand to overwhelm any supply chain blockages. 
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WEAKNESSES · Need to invest in innovative technologies. Chanel’s gauge of growth is high; therefore, the brand could expand into different geographies (Hitman, A., 2018)
· Limited geographical cover with Chanel Stores – Chanel is a renowned leading organization in its industry; however, their boutiques are available only in certain topographical areas, comparing to other competitors. (S. Shannon, 2018)
· There are cracks in Chanel’s product’s range on their web platfor. On their website could be bought only make up, fragrances, skin care and sunglasses. This lack of choice can give the competition a foothold in the market. (Chanel web site)
· High prices that is leading to limitation of customers, however the luxury brand can operate in more aristocratic zones. (Chanel, 2019)











Exetrnal factors:
 OPPORTUNITIES 
[image: ]
· New customers through the online platforms – The company keeps investing a lot of money for their online channels. Once completed, this online platform will benefit their customers, and then Chanel will increase its revenue and will be able to serve its customer’s needs through their data analytics. (Chanel, 2019)
· New tendencies in customer’s behaviour is an opportunity for opening a new market and product diversification. (Miller, S. et al, 2014)
· New market opening that can be  supported by government agreements, i.e. Chanel Café and Chanel Spa. (Chanel, 2019)













[image: ]THREATS· Penetrating competition – Even productivity increases the rivalry in the industry. Chanel’s biggest competitors are Louise Vuitton, Gucci, Dior, Prada, Hermes, etc. (Craft.co, 2020)
· Lack of skilled workforce perform a risk to stable progress of Chanel. A strong development plan is beneficial for achieving all company’s goals.
· Fake and bad-quality production is a huge threat for Chanel’s products. This factor could easily threaten the company’s profitability. 
· The lawsuits in several markets could have an impact on the company. Legislations concerning the product standards could affect companies using leather, fur and other similar materials. (Livni, E., 2019).
· New technologies established by competition or industry disruptor is also a threat for Chanel in medium-long term future. 



















b. Porter ‘s five forces- framework that helps an organization or industry to investigate the competitive environment.  There are five factors identifying if an industry is attractive or not (fig. 2).  The model allows ranking the importance of each force as high, medium and low. The power of company’s competitive rival, potential new market entries, customers, suppliers and substitute could impact an organization’s profitability (Fig.2). In this paper I have applied the five forces framework to Chanel according to one of the marketing stages. 
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                             (Fig. 2, Source: Internet)

COMPETATIVE RIVALRY:
In this stage the competition helps Chanel identifying the attractiveness of the Fashion industry where all fashion companies are competing in order to maintain their power. This is the force that analyses the brands and products, their strengths and weaknesses. Here the organisation can also identify the competitors and the share in the market. For Chanel the Competitive Rivalry is High as there are loads of luxury competitors as the main two of them are Louise Vuitton and Gucci. One of the advantages for Chanel was announced in 2017 where the brand was nominated as’’ the most dominant luxury brand in social media’’ (Delloite, 2019).  



THREAT OF NEW ENTRIES: 
In the luxury fashion industry, it is beneficial for all existing companies to create barriers for new entrants as prevention form inflowing the industry. There are two types of barriers – legal and industrial. There are other factors that play significant role for companies that want to enter the industry, such as the size, reputation, cost of raw materials, barriers related to culture and technical standards. The threat of new entries is currently medium to low because the premium brands require enough investment to support. According to Delloite (2019), Chanel is the second major prestige brand world-wide, as a result the threat of entry for Chanel is low and it will be problematic to participate as direct opponent.  


SUPPLIERS POWER:
The power of suppliers is medium because of the large number of manufacturers worldwide. However, the supplier has power to capture the quality and quantity of the product or service by transferring the cost of the industry. Referring to Bruno Pavlovsky ‘’Chanel is reaffirming its commitment to the long-term sustainability of high-quality segment and to ensuring the longevity...’’(TFL, 2015).

BUYERS POWER: 
The bargaining power of buyers is medium-low, and it could directly impact the company’s profitability. After fixing the range of prices, the consumers has slight power to change it. However, the high demanding of quality products and services can create competition between the participants in the business based on price and quantity. Brand loyalty plays a significant role for the organisation. This will reduce the chances of customer swathing to another brand because Chanel is iconic brand that people wear to show their high social status. 


THREAT OF SUBSTITUTES:

The threat of substitutes for Chanel is medium as customers can always choose other famous fashion brands such as the Zara or H&M. Being one of the top luxury brands globally, Chanel’s targeted customers are individuals with higher income and the possibility of switching between other brands is not very easy. On the other hand, the number of fake luxuries is increasing, and the brand will be affected. However, this will not fully impact the company because of its exceptional client’s loyalty, particularly for those who afford expensive brands as an example of showing off their social status. (Chanel.com)

c. Market segmentation, targeting and positioning;
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(Fig.3, Source: Internet)

SEGMENTATION
Chanel’s geographic segment is very expansive especially in Asia and Europe. The brand opens doors in the metropolitan cities such as Shanghai, London, Paris, etc. as the main goal is to supply the modern city where the high valued fashion is on pedestal.   ‘We try to bring through the boutiques the best value of the brand... our idea is not to open lots of boutiques but be able to give, through the existing one, the best value and the best service to our customers.’ (CNN, 2012)
The demographic segmentation is focused on all genders in age between 20-80 years old, from the wealthier society who can easily afford the brand. Though, the majority of Chanel’s products are pointing on women than men. (Chanel.com)
Chanel has drastically restructured its social position. The brand focuses on the naturally high production value and its strategy is to dominate in the industry of luxury fashion. For this purpose, Chanel’s status is concentrated on the wealthy social class as providing the best quality products for its loyal clients. (Alferis, G.)
Psychographic segmentation is focusing on lifestyle and motives where each customer will purchase Chanel’s product as a symbol of elegance and luxury. The brand uses celebrity endorsement to appeal the consumers that their products are favorable and iconic. There are different parts in the world where owning a product of Chanel is imperative for people to demonstrate their wealthy social position. (Webcafe, 2011)

TARGETING
When Chanel first launched the business in 1909, the targeted market was the woman of new age – classy and fashionable (Chaney L. 2011). This trend has not changed throughout the years and the focus is still towards all women between 20-80 years old. However, nowadays as an advantage Chanel has a multi segment concentration allowing the brand to focus on more than one target market. As one of the most luxury companies of the fashion industry, Chanel is a high-quality brand for niche people that could afford it (Chanel.com). The brand has a diversity of products that suits all genders (i.e. haute couture line, skin care, fragrances, children’s collections, ready-to-wear line, footwear and cosmetics). 

POSITIONING
Chanel has always been positioning its brand as an iconic and luxury fashion with significant prestige among its customers. One of the company’s concepts emphasize its timeless modernity of ‘’uncomplicated luxury’’. (Adamska, M. 2019)
Chanel is contributing a premium quality packaging and service. Therefore, the brand’s value is based on heritage and authenticity. To compensate the higher prices, customers are often driven by the extraordinary brand’s experiences. This is an opportunity that Chanel has taken to create valuable fashion experience to its followers.  Similarly, “brand value refers to brand equity, which is an indispensable intangible asset for luxury companies and translates into revenues” (Amatulli et al., 2016).
Objectives – One of the main objectives for Chanel is to provide its customers with unique, elegant and fashionable style by introducing the modern timeless woman. (Chanel, 2020). For achieving the same image, the brand should remain using the same strategies that currently are applied. Nevertheless, Chanel must highlight on building e-commerce media where other competitors are already involved.    
Strategy – is the comprehensive plan that involves organization’s perceptions and goals. Each business executives invest time for market research where they focus on correct product mix for achieving most profit. The strategy is important for every company as a tool to classify their finest clients and understand their needs and wants. Creating a good strategy will lead the business into implementing the most effective marketing methods. (Barone, 2020)

The figure bellow shows the consistency of the strategic plan that can be applied to every business.  










(Fig. 4, Source: Dimitrina Petrova)


a. Product – as the second luxury brand in the industry, Chanel’s products are made following a higher standard for classy people that can afford the expensive brand. Every product indicates uniqueness and innovative quality and technology of making the products. This is how Chanel has been always one of the top luxury brands in the industry (Chanel, 2019). The house of Chanel offers various products that include:
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b. Place – also known as distribution refers to supplying the market with exclusive products through various direct channels such as e-commerce sites, multi-brand stores or showrooms.
[image: ]Being one of the most popular luxury brands, Chanel provides a diversity of excellent quality products varying in different prices. Haute couture is the emblem of every luxury brand’s image, and Chanel is the master in producing high quality clothing. A full range of its product is available on the brand’s website, available on: https://www.chanel.com/us/ 
The top product for all times is the well-known – Little Black Dress. Nowadays in every woman’s closet is hanging at least one little black dress. The classic and affordable black dress is still unique and chic for the modern woman of this century. (Chaney, 2011)
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Another world-famous product that has a huge influence in fashion industry is Chanel No5 fragrance. ‘’A woman should smell like a woman, not a rose’’ Coco once said. The perfume was first introduced in 1921 and since that time Chanel No5 is the bestselling Chanel’s product worldwide (Valenti,2017)

[image: ]
[image: ]2.55 Handbag or known as Flap bag is another proud creature of House of Chanel. The bag has been designed in 1920s when Coco was tired to hold a bag in her hands most of the time. (Chaney, 2011) Over the last few years this bag’s value has gone over of thousands of euros selling price. 
The Perfect Everyday Lipstick – In 1924 Chanel launched her first lipstick in red color. The original product was made with ultra-pigmented creamy formula for longer lasting effect, Rouge Allure Intense Long-Wear Lip Color is one of the bestselling Chanel’s products. (March, 2018)

c. Price – The purpose of Chanel is not to compromise with the quality of its products. The pricing strategy is based simply on the premium excellence of the product as well as the time it takes for making the product. All Chanel products go through numerous processes to ensure that the result is of extraordinarily high standard. (Bragg, 2019)
Highly skilled designers are investing a lot of time to ensure that the demanded product by their consumer will satisfy the wait and compensate with exceptional quality.
As long-term strategy, Chanel’s price harmonization for handbags was the firstly introduced in the fashion industry in 2015. (O’Halloran, 2015) The purpose of this price harmonization for the business is to reduce the price differentials across the market. 
Being a leader in the fashion luxury brands, Chanel is benefiting from prestige pricing strategy.  The main purpose of this pricing strategy is to convince the customer that the higher price is equal to better valued quality that the competition. Therefore, this strategy has a psychological advantage as it directly influences the customer’s buying attitude. (Bragg, 2019) For example, luxury brands increase their prices for those niche customers that affiliate the quality of the product with its price. This niche target market defines their social status as buying expensive products that most of the people cannot afford to buy. A vital role here plays the customer’s loyalty. If Chanel’s customers respect and appreciate the brand’s identity, the premium pricing strategy aids the company to increase its revenue.
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d. [bookmark: _GoBack][image: ][image: ]Place – also known as distribution refers to supplying the market with exclusive products through numerous channels. For instance, Chanel benefits from its e-commerce sites, however the company can provide its products at their boutiques or showrooms. 
Chanel benefits of both – direct and indirect distribution channels. As an example, Chanel offers most of its products in their boutiques, however the company uses different platforms to offer its accessories and fragrance. All branded products can be found on Chanel’s official web site and Chanel’s App or in other retail stores that only offer a selection of Chanel’s products. (Chanel.com)
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There are 310 Chanel boutiques spread around the world. The locations of all Chanel stores are strategically chosen because of the wealthy class of their clients. As an example, in United Kingdom the company has the biggest boutique opened in Harrods, London. In Asia, specifically in Japan, the location is in also posh zone called Ginza District. There are boutiques situated in renowned airports targeting the frequent business class travelers (The House of Chanel, 2017).
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e. Promotion – As a premium brand, Chanel offers its consumers premium products through a promotional policy in terms of product pricing. One of the promotion strategies is the advertisement where Chanel tactically promotes its products in the most expensive magazines. This helps the organization to increase its profit as these magazines such as Marie Claire belong to genuinely rich and aristocratic society. 
Every advertisement of Chanel is very glossy, classy and sophisticated with a unique appeal. One of the driving forces of the brand is the exclusive reflection of celebrity endorsement where loads of famous models, actors and brand ambassadors are symbolized to the brand. For example, one of the Chanel’s fragrance adverts from 2017 involved the beloved actress Kristen Stewart, where the new perfume ‘’hit the shelves’’ and conquer the market. (Muller, M 2017)
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f. People – Chanel’s people play an important role for the company. There are available programs that involve internal training and development schemes. Chanel invests a lot of time in training and developments plans for all departments within the business. Some of these departments are described below:

For instance, people with sales background are trained in persuasive procedures and respectfully take care of the business customer. Their role is to assist the business customer when taking decision and help with their preferences. 
People working in customer service department are helping customers in cases of any problems with the products and resolving the situation in professional manner. 
People working with suppliers are important for Chanel because their role is to obtain the raw materials, maintaining the relationship with the supplier and improve the quality of the production. 
People working at retail shops are directly involved with customers as they are qualified to answer all questions helping the customer to make the best decision for their need.  
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g. [image: ]Process – like most of the retails stores, Chanel has a smart system that notifies when the inventory lever is low, therefore a replenishment will be required. This is to ensure that products are always available for customer. 
[image: ]Complaints handling – Chanel’s website has a platform for handling complaints. It is divided into two part, one includes FAQ (Frequently asked questions) and the other part includes a template which needs to be filled out by customers as leaving their contact details and the nature of the complaint. The people handling the complaints are well trained and their approach is very sensitive and genuine. 
The online delivery process is related to a computer system where all orders are based then the product gets shipped and provided by delivery company. 
Another process that actively involves the brand is the researching market. Chanel sees an opportunity to identify its customer’s needs and wants. This helps the company to develop the customers satisfaction as collecting their feedbacks at store or social media pages.
h. Physical evidence – Chanel’s web site is user-friendly and allows the customer to see the product in a high-quality resolution picture. 
Chanel owns a specific fixtures and fitting designed with its logo where they place their products in the stores. The packaging is also easily recognised from the consumer by its diverse colours. 
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Implementation – is the process where a company makes decision or plan and then put it into an execution. As an example, for Chanel’s implementation back in the days when she launched her company, she had a plan to satisfy the modern women needs as creating a niche in the existing market to fill up the fashion industry gap (Shagun, 2019).
[image: ]Control - Marketing Control is a set of procedures that every organization must monitor in in order to achieve their marketing objectives and strategies. (Fig.5)








(Fig. 5, Source: Internet)
2. The role of marketing in creating value for customers – advantages for customers. 

2.1 The societal marketing concept of Chanel…………………………………………………….
To support its customer’s needs and wants, Chanel opened its doors and let everyone inside its house to cultivate exclusivity and mystery. Chanel took this approach to express the value of its most fashionable collection. (King. J., 2016).
Chanel’s Societal marketing concept comparing to other luxury brands involves only the modern women’s interest. Chanel’s FOUNDATION was created in 2011 and its main purpose is to support the economic and social status of all women worldwide. Inspired by Coco Chanel’s personal story, the FOUNDATION advances ‘’women’s independence and empowerment by increasing their access to economic resources and entrepreneurship opportunities, education and training, leadership and decision- making as well as health and social protection.’’ (Chanel Foundation web site) The advantage of this foundation is huge for all women or girls that are interested of their personal development globally. Any woman from any country around the world could join this great project that is supported from Chanel.  
2.2 Chanel’s Branding strategy……………………………………………………………………………
The definition of branding is a practice in which an organization creates a name, design or symbol that could be recognized easily by consumers. The branding strategy could be advantageous either for the organization or its consumers. Below are some of these advantages that helps Chanel to increase the number of consumers and achieve its business goals. 
· Brand Recognition generates new consumers – Chanel’s strong branding generally has a positive impression among its customers. The familiarity of the brand and its dependability easily attract more people. (Smithson, E., 2015)
· Customer loyalty and shared value – Customers of luxury brands are always loyal to the fashion gurus. For companies such as Chanel, being able to look after its clients via building strong brand image is very important. This is where the company invests money in promoting its high-quality products. Sometimes Chanel offers its customers with small gifts of a sample or a magazine accomplished with their purchase. 
· Company’s web site or app – Chanel’s web site is created to ease the customer when making an order. The ability to shop online without limits or restrictions is beneficial either for the customer and the company. 



2.3 Ansoff Matrix according to Chanel……………………………………………………………….

Ansoff Matrix is a strategic framework that allow organizations for further development. On the bellow figure is illustrated what the Ansoff Matrix means and how to apply each box onto the organization. 
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(Fig.6, Source: Internet)
[image: ]Applying this model to Chanel, we can see that the organization has undertaken related diversification trying to attract new market as introducing new range of products. Chanel relies on its vertical integration as the brand aims to achieve better coordination and makes sure that their product quality is essential for the brand. Chanel also created related brand extensions to provide a larger variety of its products to the consumers. These products are Chanel’s bags, shoes and accessories. 
Another example of Chanel’s diversification is the Chanel’s Café. This extravagant place is based only in megapolises and offers its customers a free dink while enjoying the presentation of Chanel’s new products and availability to test them. (Fitzgerald, B.)
3. Stakeholders engagement and their impact on the marketing activities of Chanel

3.1 Definition of a stakeholder – stakeholder is a party that has direct interest in a company and can either affect or be affected by the corporation. The stakeholders in a typical business are its investors, customers, employees and suppliers. (Chen, 2020) In the marketing we divide the stakeholders into internal and external. 

3.2 Chanel’s internal and external stakeholders – Chanel’s internal stakeholders are its employees, owners, board of Directors and managers. Let’s take an example of the employees and the shareholders and how they can influence or being influences by the company.

Employees – Chanel’s employees can benefit of excellent pay rates and, they are allowed to receive one Chanel suit per year. The company provides every staff member with an opportunity to develop their personal and professional skills within the business. Some of the employees have the advantage to work in different location and meet people from Head Office. (Chanel, 2018)
 
Shareholders – This group can be easily affected by the revenue of the company. Therefore, their role value is to ensure that the revenue lever stays stable every year. The more profitable the company gets, the more beneficial to the shareholders is. (Chen, 2020)

The external stakeholders of Chanel are their suppliers, customers, creditors, intermediaries, competitors and society. In this section I will emphasize on Chanel’s suppliers and customers and hoe they can impact the organization. 

Suppliers – As stated above, Chanel operates in 310 different locations. Therefore, the supply chain must be well organized and tightly managed. The corporation’s value has gone over $62BN (FORBES) and the monthly payments to their suppliers must be done adequately. The company aims to provide its customers with the highest quality products and for this purpose the good relationship with its suppliers plays significant role for the company future success. (Chanel, 2018)

Customers – there are many factors that can influence Chanel’s consumers. The price is one of the most valuable concepts that the brand can challenge its customers. Some of the products have a little bit higher price tags that the competitors of the fashion industry. However, the product quality is satisfactory and reasonably good. Relaying on its perfect quality products, Chanel provides 1-year warranty for each item purchased from the House and this is accomplished with a free repair within the warranty period. This is how the company considers the customer’s needs after selling its products. (Chanel.com)


3.3 How Chanel communicates with its stakeholders? – the key for building up a successful communication channel between the internal and external stakeholders is has to be strategically considered. 

The internal communication is supported by all members of the organization and their focus is based on improving and understanding the key factors that influence the company’s communicating system. Once this support has been secured then the company can move into the external communication that needs to be informed. 

Chanel’s Internal communications strategies involve:

· In-person meetings;
· Scheduled conference calls are typically used when the team cannot meet in person and this allow each member to share information between each other;
· Emails are one of the best communication tools that every company uses for sharing important information;
· Sending regular updates to the core team as an alert or a newsletter;
· Visual Merchandising Pack is a type of Chanel’s communication through each store with exclusive products and how they should be positioned within the branches. 

The external communication must focus on speaking to your supporters and understanding what messages and tactics move them to achieve their goals. 
Chanel’s external communication strategies involve:
· National newspapers, magazines and their websites are creating direct communication with Chanel’s external stakeholder. 
· TV and Radio advertising is another communication tool that can influence Chanel’s external participants.
· Social media can advance the company with spreading the message that need to reach the targeted audience. 
· Publishing the company’s annual report is another way for Chanel to communicate with its investors as reliving its value can influence more people. 


5. Promotion scheme of Coco Chanel 

Communication can be viewed as a transmission of information, also a sharing of meaning. The diagram bellow illustrates the Shannon and Weaver communication model: 
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(Fig. 7, Source: Internet)

Integrated Marketing Communication or IMC makes sure all forms communications are wisely related together. IMC means integrating all promotional tools so they can work together in synchronization rather than in isolation.  (Harvey, S.) The following figure displays the IMC cycle and how each concept relates to each other: 
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(Fig.8, Source: Internet)

As a worldwide iconic brand, Chanel characterises all that fashion stands for. The brand has several achievements that have made changes in the industry exclusively using its advertising strategy. 

Chanel has identically strong advertising campaign in TV shows, Internet videos, magazines or billboards with simple plan. The brand advertises articles with its products in luxury magazines to attract the consumer to desire this particular product. The brand invests in fashion magazines such as, Vogue and Marie Claire to publicize descriptions about their products or just to mention about a latest fashion show. (Muller,2017) The advantages for the company to used fashion magazine for advertising is to reach different target market as attaching small samples of their most popular products for those who cannot afford Chanel products. Another advantage of using magazine like Marie Claire is to inform the customer how beneficial the product will be for them as providing all necessary information related to the products. There is also a disadvantage of using this type of advertising for a luxury brand like Chanel. The amount of people that Marie Claire could reach is lower than other cheaper magazines. For that reason, Chanel uses famous celebrities for wearing their products on the pictures used for the magazines. This give the company another opportunity to advertise its unique products through celebrity endorsement. Most of the advertisement shows on television or internet is for Chanel’s cosmetic lines and fragrances. One of those advertising videos express the brand to the buyer and why they must have it. Every video is filled with indulgence, sparkle and chic. To support this type of communication with the consumer, Chanel uses celebrity [image: ]endorsement technique to attract its targeted auditory and engage them with the advertised product. 
Another important communication technique is Chanel’s fashion shows.  It is well established that the brand always pretends to be innovative in introducing its haute couture to the auditory. People that participate those shows are famous celebrities, bloggers, fashion-icons, magazine editors and ‘’prestigious people form the fashion world.’’ (Muller,2017)



Conclusion and recommendations 

In conclusion, I believe that Chanel being the top fashion brand in the industry has achieved huge success in terms of its marketing strategy. The company benefits of strong brand recognition and loyalty from its customers. Being over a century old the company has kept its unique and extraordinary shape. However, the company could develop certain department to achieve better success in future. The web platform is one of the weaknesses where Chanel potentially can drop its profitability. The reason is that the web site does not offer the customer a full range of products and this could potentially lead the company’s production to low demand. To improve this segment, Chanel must release at least once a month its best-selling textiles product to the online auditory accomplished with a voucher for the next purchase online. This will encourage people to shop online using the company’s app more often. It is technological world and Chanel must be able to offer every customer unexceptional service. Another recommendation that could be taken on board is another type of product diversification. Now Chanel has its first coffee showroom and spa center, but the brand can expand its business my targeting a different market such as toddlers. There are many opportunities that the company can invent including baby clothes, accessories and buggies. As I stated above, in different countries, people are willing to spend a lot of money just to show their social status. What an amazing opportunity for Chanel, the brand can make matching outfits for families as one of the leading trends nowadays. 
Fashion industry has always been a major influence for a lot of people in different countries around the world. Living in today’s world, people are inspired by different brands as part of the industry. Brands such as Chanel will be ‘’alive’’ forever. The pure reason for this brand immortality is the strong inspirational woman who dedicated her life for this brand. Yes, this is Coco Chanel, because she strongly believed that ‘’Fashion is not something that exists in dresses only. Fashion is in the sky, in the street, fashion has to do with ideas, the way we live, and what is happening.’’
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