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Section 1: 
[bookmark: _Toc235548014]1. Introduction 
If you are in the market for a hair accessory that's sure to last you a lifetime, then Chanel is definitely the name to go for. It is known for its quality products, very high quality history and very high prices. The brand is known for their exclusivity, elegance and timeless style. Chanel is an enterprise engaged in the sale of items like clothes, fragrances, purses and cosmetics. They're effective at connecting with the emotion of the customers with the appropriate stories and brand history (Sun, 2022; Wu, 2023; Tao, 2023). Chanel's country of origin is France. It really is where the brand began, and where they created their brand. Japan is an important export market for luxury products. Purchasing Power is high and Japanese are brand and quality conscious. Hence, the Hong (2022) and Yan (2025) are a promising market for Chanel.
[image: ]
Figure 1: Chanel 
(Source: Sun, 2022)
Luxury brands have a great significance in international marketing context. Brands' image must be synonymous with luxury in all countries but theirs must be adapted to the local culture too. This isn't plain sailing as people have different values according to different countries and their buying behaviour changes. Also, digital marketing has become popular for the luxury fashion market, particularly the young audience generation, (Tam & Lung 2024; Dobre et al, 2021). This report is not just aimed in reviewing the difference and similarities but also examine at the market strategies applied to the brand Chanel in both French and Japanese. PESTEL and Hofstede theory will be used by the author in the report to research the macro environment and discuss the cultural differences. It will also make a comparison of segmentation, targeting and positioning and marketing mix strategies. Factors relating to marketing strategies for Japan will also be considered as well as any ethical issues in the report. Finally, suggestions for possible improvements in the future will be given. This report is an important one to showcase not only in representative cultural differences a global luxury brand will encounter, but also how this brand maintains a strong brand image. To also give an understanding of cross country marketing strategies.
[bookmark: _Toc235548015]2. Comparative Market Analysis 
[bookmark: _Toc235548016]2.1 PESTLE Analysis
	Factor
	France
	Japan
	Critical Comparison for Chanel

	Political
	Stable government, strong EU support for luxury brands
	Stable government, but stricter business and import rules
	Both are stable, but Japan needs more careful planning due to stricter rules (Chau & Rangaraju, 2024)

	Economic
	Mature luxury market, slower growth
	Very high purchasing power, strong luxury demand
	Japan gives more growth chances, France gives brand stability (Hong, 2022)

	Social
	People love fashion, creativity, and style
	People value quality, perfection, and brand status
	France buys for style, Japan buys for status and trust (Liu, 2023)

	Technological
	Strong online luxury marketing
	Very advanced retail technology and service systems
	Japan offers better in-store experience through technology (Tam & Lung, 2024)

	Environmental
	Focus on sustainability and eco-friendly production
	Strong awareness of clean and responsible consumption
	Chanel must improve sustainability in both markets (Alhindawi et al., 2025)

	Legal
	Strong IP and brand protection laws
	Very strict laws on trademarks and product safety
	Both protect Chanel’s brand value strongly (Jankowska & Sorokowska, 2023)



PESTEL will provide us with some insight on the external factors that affect Chanel. Both France and Japan are excellent markets, since they are both stable countries politically. This is one factor that helps to keep the company, Chanel to run with a lesser risk. However, things are tougher in Japan and Chanel must tread lightly. This results in a higher cost and effort (Chau & Rangaraju, 2024). France is an economically established country. Gradual, but consistent development. There is a proven base in the country and it's "Chanel. But, the demand for luxury goods is high and the Japanese are exceedingly prosperous. The studies have revealed that Japan has been among the best luxury markets in the world (Hong, 2022). Hence, more growth is projected in the future in Japan.
There are very large social factor variations. French luxury is an expression of fashion & self-expression. However in Japan it was an average and used as a requirement of society. Additionally, the brand trust of the famous brand is higher among the Japanese consumers (Liu, 2023). Chanel will need to build up its brand presence in Japan. The other one thing which should be considered is technology. Japanese retail organizations and customer service are extremely up-to-date. This will enable Chanel to provide a better shopping experience. France is also regarded as one of the countries that are key players in the digital marketing, in particular luxury brand's online image (Tam & Lung, 2024). Chanel's use of both online and off-line strategies is quite interesting, and here's what they have created.
Environmental factors are increasingly playing an important part. It's all about sustainability these days. In luxury fashion, where waste is a key concern, the companies, such as Chanel, need to cut down waste and enhance their supply chain processes (Alhindawi et al., 2025; Kelleci, 2022). However, if Chanel does not improve, then there's a possibility that it will lose consumers. In both countries, strong legal backing. The rights of Chanel are reserved, in terms of the brand, design and products.
Given the luxury brands' commitment to originality and uniqueness (Jankowska & Sorokowska, 2023; Pozzo, 2020), the same principles that are applicable to other goods apply to smartphones as well. Similarly, to other products, the rules of originality and uniqueness found in luxury brands apply to smartphones as well (Jankowska & Sorokowska, 2023; Pozzo, 2020).
[bookmark: _Toc235548017]2.2 Hofstede Cultural Comparison
That's where Hofstede theory would be beneficial to us in comprehending the difference of culture among countries. Consumerism is a matter of values and mindsets; culture is a major factor in this for Chanel. There is higher power distance in Japan as opposed to France. s a result of this, people in Japan are more inclined to respect hierarchy and quality brand names. This is advantageous to Chanel as it is a high-end brand. Within France, there is a much lesser sense of inequality and dependence, and people use luxury not only to declare assert their status, but to assert themselves as well. (Liu, 2023). 
[image: Launching new Hofstede culture comparison tool - Geert Hofstede]
Figure 2: Hofstede Cultural among nations 
(Source: Liu, 2023)
Secondly, the concept of individualism is higher in France but lower in Japan. These purchase Chanel as it reflects their fashion. So, in Japan, people are more concerned with society and the opinions of others. They purchase Chanel because it is a reputable brand that they know and respect. It reveals that Chanel has a different connotation in both countries (Yan, 2025). Third, the level of uncertainty avoidance is quite high in Japan. It implies that Japanese avoid a risk situation. They like to purchase from trusted brands. Chanel is going over a long history, and a popular image, so it becomes a safe choice. In France, their attitude towards trying out new styles is more positive and they buy accordingly (Liu, 2023).
Fourthly, masculinity is greater in Japan. This implies that success and achievement are of significant importance. The use of luxury brands is a way of people to identify success. Chanel items are regarded as emblems of success in Japan. But the French emphasis on fashion is not only one of status: It's really a one of art and creativity (Sun, 2022). Fifthly, there is deep long-term orientation in Japan. Long-Term Customer Relationships with Brands. This results in high customer retention rate. Customers keep coming back, which is Chanel benefitting from. In France, customers are more likely to change brands in accordance with trends (Yang, 2023). 
[bookmark: _Toc235548018]3. STP Strategy Comparison 

Figure 3: STP Strategy 
(Source: Yang, 2023)
[bookmark: _Toc235548019]3.1 Segmentation
Segmentation is dividing the market into different groups of customers. Chanel primarily segments their market using demographic, psychographic and behavioural segmentation. The first is demographic segmentation, which deals with income, age and social class. Both France and Japan are considered the medium high-end market, with Chanel addressing high income consumers. Such customers will be able to finance high cost products. The luxury brands are primarily targeting wealthy consumers since they yield a high profit ( Yang, 2023). Secondly, with psychographic segmentation, consideration is given to the lifestyles, values and personalities. French consumers are trend setting and innovative. They enjoy putting their style into their clothing. To them, Chanel is a representation of art, elegance and personal identity. Japanese people are more perfectionist and detail oriented than customers. Brand quality, heritage and trust are important. They desire products to have social status and honour (Liu, 2023; Yan, 2025). Third, behavioural segmentation is based on the buying behaviour. In France, clients make the purchase of Chanel products more frequent as soon as they are associated to their lifestyle. Luxury is more commonplace in daily life. However in Japan, sometimes the customers purchase luxury products for special objectives such as the demonstration of achievement or social standing. There is also a high degree of brand loyalty and repeat purchases by Japanese consumers (Xu, 2024).
[bookmark: _Toc235548020]3.2 Targeting
You select the group of customers that the company is aiming for: that is, targeting. Chanel applies selective targeting strategy; it only targets a small number of very valuable customers. Chanel appeals to a larger group of those who consider themselves to be from a higher price budget in France. This means rich locals as well as international tourists who come to Paris. Many tourists are making purchases of Chanel products in Paris, which is considered as a fashion capital. France is then a global market and local market for Chanel (Sun, 2022). In Japan, Chanel goes about targeting in a more direct manner. It primarily focuses on loyal customers who have higher income, and who appreciate long-term relationship with brands. Japanese users like to purchase products under the assuredness of a brand, and they are loyal for many times. That is, Chanel prioritizes maintaining their existing clientele rather than gaining new customers. ( Yang, 2023). Most importantly, targeting in the Japanese market is based on a relational approach and targeting in the French market is based on an experience approach. Defines the targeting of Chanel changes according to cultural behaviour. Moreover, studies have revealed that younger generations (Gen Z and Millennials) are increasingly playing an important role in luxury sectors. Social media and digital marketing (Dobre et al., 2021; Tam & Lung, 2024) are among the factors that affect these customers. Chanel is gradually moving into the younger demographic, but will have to weigh that with the prestige of its “luxury brand”.
[bookmark: _Toc235548021]3.3 Positioning
Positioning is the appearance of a brand in customers' minds. Overall, Chanel is a great global brand that brands luxury, timeless and elegant. The interpretation of this positioning varies slightly from country to country, however. Chanel takes pride in French heritage and fashion history, particularly in France. This symbolizes the romance, art and creativity. In France, the presence of Chanel in the country is a part of the customer's culture and identity. The brand is strongly associated with France's traditional style in fashion (Wass, 2023). In Japan, Chanel wears the badge of high-jack Western luxury. It is the symbol of success, prestige and social recognition. Chanel has established its confidence and credibility among Japanese consumers as an international brand. The value of the brand in foreign countries becomes more valuable in Japan (Yan, 2025). Chanel's strategy is “global consistency with local adaptation” which is critical. Maintaining the same basic image of luxury and exclusivity, it alters the emotional implication, depending on the culture (Xie, 2023).
[bookmark: _Toc235548022]4. Marketing Mix (7Ps) Comparative Analysis 
[image: The 7 Ps of Marketing Mix | SkillsYouNeed]
Figure 4: Marketing Mix 7Ps
(Source: Xie, 2023)
[bookmark: _Toc235548023]4.1 Product
Product refers to the product that a company provides a customer. The products of Chanel include cosmetics, perfumes, handbags, etc., which are distributed at different levels of luxury: haute couture, ready to wear fashion. Chanel's full product collection, including its high fashion collections is found in France. The original brand identity and creativity is reflected in France, the home market. In France fashion design and artistic expression are highly valued (Sun 2022). In Japan, Chanel also has similar products but there is more attention paid to quality, detail and perfection. Japanese demands are extremely high on product. It could be that Chanel does take into account the tastes of the various markets it serves, morphing designs, sizes and even colours. Japanese customers might, for instance, like smaller sizes and more subdued designs (Liu, 2023). Importantly, Chanel preserves global uniformity into the product designs, but changes finer points of the designs locally. It demonstrates a sense of both standardization and adaptation, crucial elements in international marketing (Yan, 2025).
[bookmark: _Toc235548024]4.2 Price
Price is the amount consumers must pay for the product. In France and Japan, Chanel adopts a high quality strategy with positioning oriented towards price. Expensive prices contribute to the sense of a luxury or an exclusive product. Higher prices are believed to equal higher quality / status (Xie, 2023). French customers are more accustomed to luxury prices, so the higher prices are taken for granted. It's even more expensive in Japan because of tax levied on import and the value of the brand. Particularly for Japanese customers abroad luxury brands appear more reputable and customers are willing to pay more (Hong, 2022). Importantly, price becomes more of an issue of value and status in Japan. This indicates that not culture is the only factor that affects pricing decision.
[bookmark: _Toc235548025]4.3 Place
Place refers to the channel and method of distribution of products. Because lax distribution management could compromise Chanel's luxury brand image, the company utilizes exclusive distribution. Chanel operates over a dozen stores in France and Paris alone, it the showcase. In France, Chanel has stores in the major cities, including Paris, which stands out as a showcase. Both local and international customers are drawn to these stores, which promote brand history (Tao, 2023). Chanel stores in Japan are especially opened in luxury shops or department store in high quality districts. The marketing and business outlets are extremely organised and good, with regards to the Japanese. Careful selection of stores' sites not to clash with Chanel's image of high-quality product (Marber & Wellen, 2007).
[bookmark: _Toc235548026]4.4 Promotion
Promotion refers to the way in which the company will communicate with the customers. Because Chanel strives to be exclusive, limited and selective promotion is used. In France, the promotion takes into account fashion shows, brand history, and storytelling. To celebrate its legacy and ties to the fashion world of Paris, Chanel developed a portfolio of photographer and designer androgynes to showcase this side of its heritage (Sun, 2022). In Japan the promotion is less obvious, more attuned to culture. Advertising is classy and straightforward. Customers in Japan like a soft communication, not a loud marketing. The visual beauty and Utopian storytelling is also used by Chanel ( Yang, 2023). The importance of digital marketing is rising both in country. Chanel uses social media and online to meet young consumers. Research indicates digital content and social media marketing (Dobre et al., 2021; Tam & Lung, 2024) is impacting Millennials and Gen Z.
[bookmark: _Toc235548027]4.5 People
People includes anybody having to do with providing the service such as employees and customer service personnel. Luxury brands have a very value for people, as they help to create the customer experience. De Chanel's employees in France are highly trained and are more in the professional aspect and more knowledgeable in the brand. They provide personalised service to customers. Customer service is even more integral in Japan. In Japan there's a term “omotenashi” which translates to deep respect, sincere care of the customer, target, product, or service. Liu (2023) says that staff is extremely polite, attentive and 'detailed'. The cultural expectation is also a key factor in determining service quality in Japan, and makes Japanese-oriented service quality higher than that of other markets. All staff at Chanel must be well trained to exhibit these high standards.
[bookmark: _Toc235548028]4.6 Process
Service Delivery involves the manner of providing service. Both countries have a highly controlled and personalised process by Chanel. Customers can be treated to a personal and exclusive shopping experience. It is a French process, that of luxury experience and storytelling. Convenience and fashion culture are appreciated by customers. Rather, it is more structured and precise in Japan. Each step is executed with careful considerations to avoid errors. Customers from Japan are expecting flawless and seamless service (Yang, 2023). Importantly, gaps in the processes reveal the impact of culture on service delivery. Japan strives for perfection; France strives for experience.
[bookmark: _Toc235548029]4.7 Physical Evidence
Physical evidence refers to the physical setting in which service is provided such as store materials, design and visual identity. In France, Chanel stores house heritage, luxury and elegance of Paris. The design relates to the brand's heritage. Actually Japanese stores tend to be less cluttered, more orderly, and cleaner. Japanese design is both simple and perfect. The packaging is also very fine and with quality (Xu, 2024).
[bookmark: _Toc235548030]5. Market Entry Strategy 
Market entry strategy refers to the way how the business organization gets into the market of another country. Luxury firms, such as Chanel, have something to pay to their entry mode as it applied to the image of the brand, control and long run success. The stores Chanel entered into Japan are mainly direct investment and wholly owned subsidiaries, which means that the company does not rely on local partners to operate its stores; it owns and controls the stores outright (Marber & Wellen, 2007; Jin et al., 2018). By utilizing this approach, Chanel can ensure a seamless consumer experience, product quality, and brand image. One of the most crucial elements in luxury marketing is control. When it comes to luxury marketing, brands need to be exclusive and consistent, and control is crucial. In the event that Chanel allowed franchising or licensing, they would have little or no control on how it is sold and presented to the target market. Luxury brands, in particular, are more inclined toward direct ownership according to research, to safeguard their brand (Xu, 2024; Xie, 2023).
The reason why Chanel has selected Japan is because of the demand of luxury products. Under the target customers, Japan is one of the largest luxury markets globally among which the customers have strong purchasing power and an appreciation of quality (Hong, 2022). The Japanese consumer also appreciates history and authenticity which is also well encapsulated in Chanel. Japan is therefore an appropriate investment market for long term investment (Yan, 2025). One of the other significant reasons is cultural fit. Due to high uncertainty avoidance, Japanese customers tend to buy trusted and known brands. These consumers trust Chanel's brand, presenting a secure opportunity for its stores. Chanel's reputation is high and it is a reliable brand for these customers (Liu, 2023). In addition, Japanese people are habituated to long-term care, retaining customers to brands. This helps Chanel's strategy to form good customer loyalty.
This is an entry approach, though, that has some potential pitfalls. There are several key challenges involving too high investment cost. It costs a lot of funds to open and run their own outlets. Second, there are cultural differences which can lead to difficulties if not handled appropriately. For instance, the Japanese have exceptionally high expectations of service quality and therefore Chanel needs to provide staff with careful training ( Yang, 2023). Despite these risks, the strategy has been successful. Chanel now has a well-established reputation in Japan, and enjoys high brand values and is very popular with customers. This evidence indicates that direct investment is working well in those markets where brand control and customer experience is extremely significant to the luxury market. The main drawback of Chanel's entry-giving them a balance of global control and local ‘buy into’. The firm maintains control of its brand whilst tailoring service and experience to suit Japanese culture - during all of which, they rarely compromise on quality. This way measures not only help Chanel continue with their clubbing of luxury, but also help them for longstanding in overseas markets.
[bookmark: _Toc235548031]6. Ethical Issues Analysis 
For luxury brands, such as Chanel, ethical matters are also of great importance, since customers today are paying attention not only to products, but also to the ethic of the businesses. Another aspect of ethics in marketing is fairness, sustainability, social responsibility and transparency. Chanel has some ethical dilemmas on both their home turf of France and Japan. Exclusivity vs. inclusiveness is a prominent issue in the ethical aspects. Chanel's pricing policy is luxury, with the product remaining on the pricey, limited spectrum. This establishes the brand image but it also limits the brand to the affluent. This can lead to social inequality since it's not everyone who can have access to the brand. Some critic claim luxury brands bridge the gap between class! But, for Chanel to keep its luxe pricing, it requires exclusivity (Kelleci, 2022; Xie, 2023).
High price and perceived elitism is yet another issue. The prices of Chanel products are extremely high, and some are even pricier than the manufacturing process. This poses us an ethical question of fairness. Not only in Japan, but in other countries with a strong emphasis on status, price seems to be perceived positively as it is a testament to prestige and status. However, in broader scenarios, this can be perceived as oppressive or unjust (Hong, 2022). Sustainability is definitely an immense ethical concern. Waste and pollution is generated through fashion and perfume. The company Chanel, uses such leather materials or complex supply chains that can be bad for the environment. Sustainable supply chain management is gaining increased significance in the sector of luxury brands (Alhindawi et al., 2025). Young customers are driving brands to adopt eco-friendly materials and minimize waste (Kelleci, 2022).
There are other concerns like animal testing and animal use of raw materials, particularly in perfumes and cosmetics. While some brands are decreasing animal testing, but the history of animal testing has created some ethical concerns. The rise in demand for customers to expect cruelty-free and ethical sourcing is pronounced (Alhindawi et al., 2025). In addition, there are the issues of IP and cultural appropriation that Chanel must contend with. Sometimes luxury brands do actually draw on other cultures and cause legal and ethical concerns if it is done improperly (Jankowska & Sorokowska, 2023; Pozzo, 2020). Ethical consumerism, in particular, is growing in a critical manner. Research indicates that most of today's customers, particularly Millennials and Gen Z, are seeking "responsible and transparent" brands (Dobre et al., 2021).
[bookmark: _Toc235548032]7. Recommendations 
To ensure its future viability, Chanel needs to expand and refine its marketing programs abroad and also memories of luxury must be kept alive in France and Japan. The analysis of PESTEL, culture, STP and marketing mix has provided the following suggestions. First, Chanel needs to do more to improve their sustainability practices. There are touched by the environment and moral production today. The study results indicate that sustainability is currently playing a significant role in the prosperous growth of luxury brands (Alhindawi et al., 2025; Kelleci, 2022). Chanel should switch to a more environmentally friendly material and cut down any waste, and make its supply chain more transparent. Less carbon emissions and recycled packaging can lead to a better brand image, for instance. This is particularly of significance for younger customers who expect responsible brands.
Second, there is a need for more digital marketing and digital presence for Chanel. According to studies, today's younger consumers are heavily impacted by digital content and interaction (Tam & Lung, 2024; Dobre et al., 2021). Chanel is able to use storytelling, collaboration with influencers, and virtual fashion shows to sell to new consumers. It needs to be careful, though, not to diminish the exclusivity. Digital marketing ought to be still high quality, but also discerning.
Third, Chanel should not forget to be exclusive and accessible. The brand shouldn't become so ubiquitous that it disregards new customers, but at the same time it shouldn't ignore customers when they are just new to the brand. For instance, Chanel will launch limited edition items or introduce its products at a more affordable level for the younger audience. This enables to establish consumer relationships over an extended period of time without compromising the brand's reputation (Chang & Huang, 2021).
Fourth, Chanel needs to be more relatable to local culture, but still maintain its global aesthetic. Japanese customers appreciate perfection, quality product and service, and commitment. Chanel needs to keep on the quality of services and customised experiences. The onus in France should be on creativity and heritage. It demonstrates the need for a harmonisation between the global and local principles of standardisation and adaptation (Yan, 2025).
Finally, Chanel must put more effort into customer experience and the quality of the service they provide. It isn't just about a product; it's about the experience with a luxury brand. The high standard of service should be maintained and improved; such as 'omotenashi' in Japan. In France, leveraging narrative and customised services in store could be an effective strategy to enhance Chanel's experience. This would help to enhance customer satisfaction and loyalty (Liu, 2023). Last but not least, Chanel needs to be better in their transparency and their ethical communication. Consumers are interested in where products are from and how they are created. 
[bookmark: _Toc235548033]8. Conclusion 
A critical analysis of the marketing strategies of Chanel in France and Japan in the context of the international marketing concept has been undertaken. According to the analysis, Chanel is a very successful brand because it is able not only to gain a good image in the global market but also react to the market of each country. The PESTEL exercise revealed that France and Japan are both good, stable and firm markets, with the nation of Japan being the more dynamic market due to high purchasing power and high demand for luxury product (Youroidanal, 2022). From the observations of Hofstede cultural analysis, cultural behaviour is an important thing in customers' behaviour. This leads to the differences in brand purchase motivations between French and Japanese consumers; with the former being associated with fashion and self-expression, and the latter, with status, trust and social recognition (Liu, 2023; Yan, 2025).
Analysis using the STP revealed that Chanel has made a careful segmentation of their high-leverage customers and then they segment themselves as a luxury brand. The definition of luxury varies from country to country, however. Chanel is a symbol of heritage and creativity in France, and prestige and success in Japan (Xu, 2024). The 7Ps marketing mix analysis was also conducted and revealed that Chanel’s marketing mix is consistent around the whole world and may be customized based on small variations by cultural considerations, including adapting service, promotion, and store design ( Wu, 2023). Its strategy to the Japanese market, through direct investment, has enabled Chanel to keep rigorous control on its brand and customer experience (Marber & Wellen, 2007). Ethical issues come into play, however, including sustainability and cost, which are still relevant (Kelleci, 2022).
[bookmark: _Toc235548034]Section 2: Reflective Account 
[bookmark: _Toc235548035]Description 
The assignment comprised an analysis of the marketing philosophies which Chanel model follows across the globe for France and Japan. Applied other marketing frameworks to the understanding of the way Chanel operates in various countries such as PESTEL, Hofstede, STP and 7Ps. I gathered data from a number of academic articles and research papers. The sources I used to gain knowledge regarding luxury marketing, customer behaviour, and global strategies are Sun (2022), Wu (2023) and Xie (2023). I did a preliminary analysis of the external environment with the help of Pestel. Then I learned about cultural differences by the help of Hofstede theory. Then, I did a comparative study of segmentation targeting and positioning strategies. Analysis of 7Ps Marketing Mix and the approach towards the market entry strategy was also done. Lastly, I took my time to talk about ethics and made suggestions. During this process, I gained insights into the global luxury brand's strategy of balancing the global image with local adjustments and adaptations (Yan, 2025; Chang & Huang, 2021).
[bookmark: _Toc235548036]Feeling
Initially, I was disoriented and a little nervous since there was a lot of information to be comprehended. Luxury marketing is complex and, as far as I was concerned, I was not sure how theory meets business practice. It was also quite difficult to use more than a few academic sources in combination. Then I went on researching and became more confident. Once I was familiar with PESTEL, Hofstede, I felt like I was more of a fish in my element. The aspect of the way culture influences customer behaviour in various countries also appealed to me, and that's why I felt interested when reading the aforementioned (Liu, 2023). I was satisfied with the end result when I've been able to come up with a detailed and critical report since the end of the assignment. I over all got an added knowledge of international marketing too.
[bookmark: _Toc235548037]Evaluation 
But, there were sides that were negative and positive in my work. The good thing was that lots of academic sources were employed. Cited fresh research to sustain arguments. For instance, I cited research on digital marketing and sustainability to support the context of luxury trends in today's times (Tam & Lung, 2024; Alhindawi et al., 2025). This helped to enhance the strength and stability of my work. The good bit being, used different frameworks appropriately. PESTEL helped me to see into the outside world and Hofstede helped me to see into the culture world. I learned to make marketing strategies analysis clearly thanks to the help of STP and 7Ps. This demonstrates a good grasp of theory (refer to Xu (2024) and Wu (2024)). There were problems, too. Too much information was an issue. It would at times be challenging to determine which points were of paramount significance. The other problem was being able to write it in a simple manner and yet still be carrying out critical analysis. Great care had to be taken in attempting to convey complicated ideas in an elementary manner.
[bookmark: _Toc235548038]Analysis 
I gained an insight into how theory can be applied in practice with this piece of homework. For instance, PESTEL theory is used to identify external factors but I found out, they vary from country to country. Both Japan and France have solid purchasing power and demand for high-end products, but Japan is more dynamic with a higher growth rate (Hong, 2022). Hofstede theory helped me to understand the culture so deeply. As long as there's trust, quality, and long-term relations, Japanese customers will be happy with the brand. French customers will be happy with the brand if they are able to express their creativity and they will expect the brand to be trustworthy and in good quality. It may impact how Chanel promotes its products (Liu, 2023; Yan, 2025). Because STP theory led me to believe that there's more to segmentation than just income: behaviour and values also play a part. Chanel's target market segment in both countries is high-end customers although their motives are distinct. It illustrates the importance of knowing customer psychology for brands to grow internationally ( Yang, 2023).
The 7Ps framework provided me information on understanding how marketing strategies vary across various markets. For instance, products and prices are similar across international markets while promotion and service are customized for local markets. This further substantiates the notion of “global standardisation and local adaptation” (Chang & Huang, 2021). I also got info on ethical topics. Luxury fashion poses a huge problem in all aspects of sustainability. Research indicates that supply chains and production processes can impact the environment negatively (Alhindawi et al, 2025). This kind of realization led me to understand that business can't simply be profitable, it has to be responsible too. Digital Marketing was another key learning. A study demonstrates that, young consumers are impacted by social media (Dobre et al., 2021). This indicates that Chanel has to morph their strategy to remain relevant. I learned a lot in general from the assignment. I gained the skills to make comparisons between countries, to analyse data, and to include theory within the real business scenario.
[bookmark: _Toc235548039]Conclusion 
I know that I have grown in many great skills in this reflection. In relation to the skills in researching, I was able to use numerous academic resources to enhance my researching skills. Through work on strengthening myself in the analysis and comparison of various markets, I have also strengthened my capacity to think about the similarities and differences between the markets. I found out international marketing is not easy. It is important for companies to understand cultures, economy and customer behaviour. The key factor to Chanel's success is the exploitation of balance between globalization and localization (Xia, 2024; Long, 2025). I also learned that there is a great balance between ethical and sustainability issues in the world of business for the future success. In today's day and age, brands are expected to be responsible and transparent (Kelleci, 2022). In general, it helped me to improve academically and professionally.
[bookmark: _Toc235548040]Action Plan
	Area to Improve
	What I Will Do?
	Why It Is Important?
	Expected Outcome

	Research Skills
	I will read more academic journal articles and use trusted sources like Google Scholar
	Good research helps me find correct and strong information (Tam & Lung, 2024)
	I will be able to use better and more reliable sources in my assignments

	Critical Thinking Skills
	I will ask more questions like why, how, and what impact while writing
	Critical thinking helps me analyse deeply and not just describe (Xu, 2024)
	My work will become more analytical and achieve higher grades

	Academic Writing Skills
	I will practice writing in simple and clear English and improve structure
	Clear writing helps the reader understand ideas easily
	My assignments will look more professional and organised

	Understanding of Marketing Theories
	I will revise frameworks like PESTEL, Hofstede, STP, and 7Ps regularly
	These theories are important for analysing real business situations (Wu, 2023)
	I will apply theories correctly in future assignments

	Digital Marketing Knowledge
	I will learn about social media marketing and online branding strategies
	Digital marketing is important for modern consumers (Dobre et al., 2021)
	I will understand how brands attract younger customers

	Sustainability Awareness
	I will study sustainable business practices and ethical marketing
	Sustainability is important for future business success (Alhindawi et al., 2025)
	I will be able to include ethical thinking in my work

	Practical Application
	I will practice using case studies and real-life examples
	Practical learning helps connect theory with real world (Chang & Huang, 2021)
	I will improve problem-solving and decision-making skills
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