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Introduction
Customer touchpoints are the various ways in which organizations can interact with customers. This can be through phone calls, emails, or face-to-face meetings. A customer touchpoint is any contact between a potential or existing customer and the company. Touchpoints can be in person, such as when a customer walks into a store or over the phone when a customer calls a company's department. Touchpoints can also occur on social media platforms such as Facebook and Twitter. Companies post updates about their products or services to engage with users who may later become customers. To maintain the good performance of the business, customer touchpoint is considered crucial.
This report has presented the comprehensive marketing strategies of Chanel, a world-famous fashion brand. The marketing strategy discussed in the report has discussed Integrated market communication, promotional strategies, brand equity, customer journey, customer touchpoint and many other things to maintain the company's performance.
[bookmark: _Toc113595552]Company Background
Chanel is one of the most iconic fashion brands in the world. It has been around for over a century, and its products are still considered to be among the most luxurious.
The brand was established in 1909 by Gabrielle "Coco" Chanel, an innovative designer who had a keen eye for personal style. In 1922, she launched her first perfume under her own name (Yin, 2022); this product was an immediate success because of its unique blend of floral and woody notes. She also created timeless clothing designs such as little black dresses with pearls sewn on them—a style that remains popular today.
The company got its start when Coco Chanel opened her first shop in Paris, France. The shop was located on Rue Cambon and was called "Chanel Modes." Chanel was a successful fashion designer who had been making clothes for many years before she decided to open the store (Barinova, 2019). In fact, she produced all of the clothing that she sold in her designs. The business did well and stayed open until 1912, when World War I broke out, making it impossible for Chanel to continue running her business as usual.
Chanel makes many other products besides clothing. They also produce beauty products, such as lotions, perfumes and makeup, eyeglasses, and sunglasses.
[bookmark: _Toc113595553]Communication
[bookmark: _Toc113595554]Shannon and Weaver Communication Model
The Shannon and Weaver communication model of channel capacity is a model that shows how effective communication can be when there are many sources of noise. It uses information theory to show how messages can pass between two parties in an environment where multiple noise sources affect the message. The model is used in both telecommunication and computer networks, as well as any other environments where information must pass through multiple channels (Bachmair, 1991).
Description of the model
The model consists of three main components: encoding, transmission and decoding. Encoding is the process by which a message is created from what the sender wants to communicate. Transmission refers to the physical act of sending information from one person or place to another. Decoding is taking information as it arrives and making sense of it.
The Shannon-Weaver Model can be applied to many different types of communication, such as computer-mediated communication (CMC), interpersonal (face-to-face) communication, mass media, etc., but it does not specifically explain how people communicate in these contexts. Therefore we cannot draw any conclusions about the specific details pertaining to these contexts based solely on this theory - this is why it's called a 'general' theory rather than a 'specific' one."
Encoding
Encoding is the process of putting information into a form that the receiver can understand. The sender must make decisions about how to encode the message and what information to include in it (Ma, 2015).
Decoding
The decoding process is the next step in the Shannon and Weaver communication model. The receiver must be able to decode the message to make sense of it so that they can interpret it correctly and understand what is being said or written. The message must be decoded in a way that makes sense to the receiver so that they can interpret it correctly and understand what is being said or written (Petersons and Khalimzoda, 2016).
The receiver must have the ability to decode messages in order for them to have any meaning at all, which makes sense because if they didn't have this ability, then there wouldn't be much point in sending them out at all!
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[bookmark: _Toc113595556]Online Promotional Strategies of Chanel
Chanel uses social media for advertising its products and communicating with the public.
Chanel has a Twitter account that is used to promote Chanel products. The account tweets about upcoming collections, sales, and events at Chanel boutiques worldwide. The company also uses Facebook as a way to keep up-to-date on customer reviews of its products, as well as post links to articles about Chanel fashion shows or interviews with celebrities wearing Chanel clothing (Smith, 2013).
Customer loyalty programs
The company offers a loyalty program called "My Chanel," which rewards customers with discounts on future purchases. To enrol in the program, customers have to provide their email addresses and password to receive notifications of promotions, special offers, and exclusive news from Chanel (Do Quang, 2017).
Mix e-commerce Strategy
Chanel's e-commerce strategy is a mix of direct sales and third-party platforms.
Chanel sells its products online through its own website as well as third-party sites such as Amazon, Nordstrom.com, and Sephora.com. Chanel also sells through other major retailers, including Bloomingdale's and Neiman Marcus Group (which have their own websites) (Azimovna, 2021).
Special offer codes
Promotional offers and special offer codes are used to track the effectiveness of a marketing campaign. These codes allow businesses to evaluate their campaigns' response rate, conversion rate, and average order value. Tracking these metrics will determine whether a campaign is successful or not, helping marketers make changes when needed.

[bookmark: _Toc113595557]Offline promotional method of Chanel
Chanel's offline promotional tools are mainly in the form of brick-and-mortar stores. Chanel has flagship stores in major cities such as New York, Chicago, Paris and London. The products sold through department stores and specialty shops are displayed at the counter and on shelves and tables so that customers can easily see them (Kusuma, 2018).
Department stores and specialty shops.
Chanel products are sold through department stores such as Bloomingdale's, Nordstrom and Neiman Marcus. Chanel products are also sold through specialty shops such as Saks Fifth Avenue, Bergdorf Goodman, Chanel and Colette Paris (Luo et al. 2016).
The company is present in more than 60 countries, including the United States, Japan, France and Germany. Chanel's offices are located in major cities such as New York, Chicago, Paris and London.
[bookmark: _Toc113595558]Brand Equity
Brand equity is a measure of the value of a brand. It is defined as "the differential effect that a brand has on customer's perceptions, behaviours, and ultimately financial results". The three components of brand equity are brand awareness (how many people know the brand), loyalty (how committed are they to the brand), and associations (what do they think about it). Brand equity can be calculated using the following formula (Morgan, 1999):

Brand Equity = Perceived Quality - Perceived Value for Price + Relative Market Share Advantage – Inter-Brand Competition – Other Factors.

[bookmark: _Toc113595559]Keller's Brand Equity Model of Chanel
In 1981, Professor Robert F. Keller proposed a model for how consumers form judgments about brands. This model, known as the Keller Model of Brand Equity, was based on the idea that consumers form impressions about brands and make judgments about their quality by combining these attributes over time (Olson, 2017). Keller's models focus on measuring perceptions of absolute quality. The equation below summarizes these differences:
[image: E:\Writing\Spetmeber 2022\Keller’s-Customer-based-Brand-Equity-Pyramid.png]
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Brand salience is the degree to which a brand is top of mind. It measures how often a brand name and/or logo are mentioned in a given context. A salient brand has high visibility, meaning it is easy for consumers to recall, recognize and identify (Kang, 2022).
Brand salience can be determined by measuring customers' perceptions and attitudes towards the brand. A highly salient brand usually has a strong image and the ability to be recalled easily by customers.
[bookmark: _Toc113595561]Brand performance
Brand performance is the ability of a brand to deliver on its promises. This includes the ability of a brand to meet or exceed customer expectations, market standards, and industry standards.
The following five elements define Chanel's brand performance (Kirca et al. 2020):
· Brand awareness—the percentage of consumers who recognize Chanel as an upscale fashion house
· Brand associations—the words or phrases that people associate with Chanel products and services (e.g., "luxury," "femininity")
· Product attributes—the features/benefits associated with Chanel-brand products and services (e.g., quality materials; timeless design)
· Brand image—how consumers perceive Chanel through their experiences with it (e.g., trustworthy; elegant) 5) Purchase intent—what consumers are likely to buy
[bookmark: _Toc113595562]Brand imagery
The second aspect of a brand that Keller believes is important is brand imagery. Brand imagery is the ability of a brand to evoke images in the consumer's mind. This is based on its visual identity and can be used to create desired associations with consumers, such as luxury or exclusivity. These associations are strong because they have been subconsciously formed over time through exposure to advertising and other media sources: people tend to believe what they see repeatedly presented as true on television, magazines, etc., which makes them highly effective at influencing consumer behaviour (Otubanjo and Adegbile, 2019).
The third aspect of Chanel's brand equity model includes a customer-oriented perspective—the customer experience with Chanel products or services creates an emotional connection between customers and brands that leads them back again and again when purchasing decisions arise.
[bookmark: _Toc113595563]Brand judgments
The final brand element, Keller explains, is called brand judgments. These are the impressions that consumers have of a particular brand or product. They can be positive or negative, but in either case, they operate as perceptions about the quality, value and utility of the product or service associated with that brand (Kolbl et al. 2020).

[bookmark: _Toc113595564]Brand feelings
Brand feelings are the emotional response to a brand. These feelings influence how we think and act, which is why they play an important role in our decision-making process. In fact, when it comes to making purchasing decisions and developing brand loyalty, brand feelings are more important than factors like brand performance, brand imagery, or even salience.
[bookmark: _Toc113595565]Stages of Customer Journey at Chanel
[bookmark: _Toc113595566]Awareness of Chanel products
Chanel is a luxury brand known for its bags, shoes and perfume. The company is a French fashion house owned by the Wertheimer family. Chanel has been around since 1910, when Gabrielle "Coco" Chanel opened her first boutique on De la Paix in Paris. Since then, she has become one of the most famous figures in fashion history, thanks to her iconic designs and innovative ideas about how women should dress. Chanel sells its products through over 300 stores worldwide as well as through their website (Venkatesan et al. 2018).

[bookmark: _Toc113595567]Researching Chanel products
When customers first begin researching Chanel products, they are likely to notice that the brand has a wide range of products. The company makes everything from clothes to handbags and jewellery. These items are also available at different price points, which means that there is something for everyone on the brand's website or in its stores.
Along with having a lot of information about their products, Chanel offers many ways to get this information so that customers can find what they need easily, no matter where they are (Riivits-Arkonsuo et al. 2015). 
[bookmark: _Toc113595568]Shopping for Chanel products in-store and online
Chanel has a large and expensive product line, with a wide variety of products at various price points. The company also has many stores and online stores through which customers can buy its products. This can be overwhelming for someone who is new to Chanel or luxury brands in general.
This is where the customer journey starts: when the customer first arrives at Chanel's website, they'll see an array of options to help them find what they want—a search bar, navigation bar links that say "women," "men," "accessories," etc., as well as categories like "all products," where every item available on the site will be listed so that people can browse through them all before deciding which ones they'd like more closely inspect further down the line (Fang and Zhang, 2020).

[bookmark: _Toc113595569]Buying Chanel products in-store and online
The Chanel store is the perfect place to visit if the customers are looking to buy a Chanel product. Chanel products are expensive and not just for women. They are also for anyone who wants to feel like a million bucks, even if they don't look like one.
[bookmark: _Toc113595570]Post-purchase experience 
Chanel products are known for their quality, and the company has a variety of ways to help the customer enjoy their purchase even more.
· Customer service: Chanel provides excellent customer service with its concierge services, where customers can contact Chanel directly through phone or email. The company also offers a loyalty program called "Coco by Chanel" that awards points when they make purchases at any participating retail locations and online shops. These points are redeemable for exclusive merchandise such as jewellery, watches, clothing and other accessories (Delgado, 2016).
· Repair policy: If the customer has an issue with the product, Chanel can repair or replace it quickly while offering outstanding customer support throughout the process. 
[bookmark: _Toc113595571]Customer's Touchpoint at Chanel

[bookmark: _Toc113595572]In-store experience
Store displays are organized by category and product type, so the customer can easily find what they're looking for. Most of the time, however, customers are just browsing and enjoying the experience of being surrounded by beautiful things—from clothing to leather goods to accessories such as handbags and jewellery. Usually, no salesperson hovers near the customer during the shop; instead, they walk around freely speaking with other customers or helping someone who has stopped at one of their displays (Keiningham et al. 2020).
[bookmark: _Toc113595573]Online Experience
Chanel is a luxury brand, and they have many customers willing to pay a lot of money for their products. The company has many stores around the world, but many people also purchase online because it's convenient for them. In order to be successful, Chanel needs to be able to handle high traffic on its website (MUSTIKASARI et al. 2021).
[bookmark: _Toc113595574]Digital Marketing Strategy
Chanel has a very strong digital marketing strategy. They have a strong social media presence, and they also have an effective e-commerce presence. Additionally, Chanel is a leader in digital innovation within the fashion industry.
[bookmark: _Toc113595575]Critical Analysis of Customer Journey Map
Chanel appeals to a wide range of customers and has done so for decades. The brand is known for being at the forefront of fashion trends, and yet its products are timeless. 
The ability to speak to both older and younger customers is admirable since it makes Chanel accessible for generations. Similarly, there is room in the market for brands that appeal exclusively to men or women; Chanel's ability to appeal equally well on both fronts makes it more appealing overall (Madeline, 2021).
Chanel has been using catalogues to promote its products since the beginning of the last century. Today, the brand's catalogues offer a variety of products, ranging from beauty and haute couture to watches and jewellery, as well as high-fashion ready-to-wear lines. The Chanel catalogue is distributed in a number of ways: online and in print.
In recent years Chanel has made several significant investments in digital marketing. Their use of videos is one such example, as it allows them to reach a younger audience, generate excitement about upcoming products and drive sales on the web (Venkatesan et al. 2018). In addition, the brand can reach a global audience with its videos available in multiple languages. The video below shows an excerpt from one of these ads that were released earlier this year:
Furthermore, Chanel has expanded its locations worldwide and has made strides in making its products more accessible via digital platforms. The company has a strong online presence, with a robust social media presence and an active e-commerce presence.
However, Chanel does not have a strong marketing presence. Chanel has only limited products for men and no separate section for children. Moreover, its online store of Chanel does not offer the same product range as in-store products (e.g., there are no bags or wallets on the site). The lack of details about these categories on the website may lead customers to believe that they do not exist or simply don't matter to Chanel (İzmirli et al. 2020).
At Chanel, the customer touchpoints are limited to just one. The website has no separate sections for men's products, and no section is dedicated to women's products either. There is also no separate section for children's items or accessories that may come into play during purchasing decisions. This means that customers have a single channel through which they can interact with Chanel. 
Moreover, its online store of Chanel does not offer the same product range as in-store products. They can't find the same selection of items that are available in their physical stores. Specifically, they don't have a separate section for children's and men's clothing and accessories. This is because many women like to shop from their phones or from home when they are busy with other things, but not being able to buy everything they want makes it much harder than it should be to complete the outfit or look on time for an event or party (Venkatesan et al. 2018).
[bookmark: _Toc113595576]Total Engagement Model at Chanel
Chanel is one of the most famous brands in the world. Chanel has maintained its position as one of the most sought-after luxury brands for over 100 years. This is due to their exceptional products and services as well as their exceptional customer engagement strategy, which will be described in this article.
Strong heritage and history.
Chanel is a French fashion house founded by Gabrielle Chanel in Paris in 1910. Chanel is famous for its classic and timeless designs, which have remained popular. The brand's signature style includes a minimalistic aesthetic with clean lines, structured silhouettes and feminine colours (Ehret, and Wirtz, 2019).
Chanel is a brand that offers more than just products and services. The company also provides customers with an experience, be it in-store or online. In addition to this, Chanel offers communications as well—for example, broadcast advertising and sponsored digital content on channels like YouTube and Instagram.
High level of engagement with customers.
Chanel has an extremely high level of engagement with its customers, and they do so by making sure that every touchpoint is relevant to the consumer. Chanel has a strong heritage and history, but they are not limited only to products or services—the brand also extends to experiences and communications (Jefferies and Barnard, 2018).
Chanel has created an economic model that involves many different aspects of lifestyle: fashion, beauty products, jewellery, home items like furniture and bedding—the list goes on! By creating this multi-faceted environment for consumers over the past century, Chanel has perfected its overall engagement model in ways no other luxury brand can match.
Unsurprisingly, Chanel customers are highly satisfied because their expectations are met with what they get for the money paid for their purchase.
Chanel has successfully extended its product range beyond clothing into other areas such as jewellery, accessories and even fragrances (which are very successful). The company also offers services like beauty salons under its brand name; this further expands its customer base beyond just selling products in stores (Ehret, and Wirtz, 2019).
In addition to providing products, Chanel provides experiences for their clients to enhance their lives through communication materials such as magazines, books etc.
[bookmark: _Toc113595577]Conclusion
The report has presented various points on which Chanel should focus in order to enhance its marketing strategy; having a long history allows Chanel to have a good market reputation which favours the company. However, the company should also focus on various points such as its communication with customers, promotional strategies, customer touchpoints, stages of the customer journey, customer journey map and total engagement model. 
Chanel has established itself as an international brand through online marketing. The company uses social media to communicate with customers and create valuable relationships for both parties. It also sells its products online through different sites, making them available to people worldwide. Through these strategies, Chanel has grown revenue and reached new markets while maintaining its unique brand identity. They have embraced the idea of creating a total engagement experience across many different channels. By focusing on the mentioned points, the report has discussed that the company can significantly improve its sales and customer retention. 
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