



MARKETING FUNDAMENTALS 
TUSHARA BALENDRAN
DUMITRITA CIUDIN (2030848)
CHANEL


Table of Contents

Introduction	3
Impact of covid-19 on Chanel	3
SWOT Analysis	4
PESTEL Analysis	5
Porter’s five forces	8
Value Chain Analysis of Chanel	11
Conclusion	14
Reference List	15


[bookmark: _gjnanu21nscr]

[bookmark: _Toc][bookmark: _qbp9v7cakcs2]Introduction 
Chanel is a fast fashion brand that was initially founded in 1910 by Coco Chanel. The headquarter of this company is in France and it is present in 310 different locations globally. Currently, it is the powerhouse of fashion brands serving with the help of its 310 boutiques globally and around 20,000 employees. Flexible functionality has been one of the main characteristics of this company. Global spread of the pandemic has resulted in an economic crisis that has affected people in unimaginable ways. This company has also been affected significantly by this pandemic. The study sheds light on the impact of this pandemic on this selected company. Moreover, the study focuses on analysis of the external and internal environment of the company. The study highlights its strengths and weaknesses in the present environment. Additionally, the study focuses on the external environment of this company along with effective analysis of the entire industry in the current situation. 
[bookmark: _Toc1][bookmark: _y4gu7al8c4m2]Impact of covid-19 on Chanel 
The covid-19 outbreak has rates in effect and impact on the business of Chanel as it has forced them to close the boutiques along with ceasing  distribution and manufacturing activities worldwide. A number of its stores have been temporarily closed, which has been having a huge impact on its productivity and profitability. 
The critical situation of covid-19 has caused an urgency and that has led this company to reduce the number of staff members by taking the employment of employees temporarily. Moreover, the pandemic situation has affected the lives severely and a wide range of people have become jobless during the past couple of years. This has deteriorated the economic condition of a huge number of people globally and it has become difficult for them to live a luxurious life. In this context, availing premium quality products at premium prices have also been a significant challenge for all. This indicates that the sales of this company have declined due to covid 19. Moreover , as per Bloomberg reports, this company has revealed a decline in sales by 18% in 2020 due to closing its stores (Bloomberg.com, 2022). The revenue of this company has dropped to 10.1 billion dollars thereby declining the profits by 41%.  
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	Strength 
	Weakness 

	· Strong presence in social media
· Leading fashion brand
· Strong base of loyal customers 
· Production quality (Marketing91.com, 2022)
· Strong brand image
· Unique and stylish products 
	· High pricing factor
· Similar product availability (Chanelhomme1.wordpress.com, 2022)
· Perceptual mapping 

	Opportunity 
	Threat 

	· Availability of Untouched market segments
· Increased technological integration 
· Latest products along with high research and development 
	· High competition 
· Counterfeits 



Table 1: SWOT Analysis
(Source: Created by Learner)
Strength 
Chanel has significant presence on the social media accounts and this company has over 80 million followers across different channels such as Twitter YouTube Facebook and Instagram. This has been effective enough for engaging its customers with the help of best possible content that makes it the most loved and followed fashion brand on social media. This selected company is a well-established and popular brand which is known to everyone and currently its value has been around 7.2 billion dollars thereby ranking 80th in terms of most valuable brands of the world. Channel provides top notch quality products to its customers and it focuses on production of premium products instead of relying on refurbished low-quality products (Fang and Zhang, 2020). This company has an existence for more than hundred years that has been helpful for 82 developing a strong identity along with brand image. Moreover, this company has a loyal base of customers that has helped to grow into one of the popular fashion brands globally. Fashionable and comfortable clothes along with perfect style are the unique characteristics of its products.
Weakness 
Channel focuses on providing high quality products at a premium price range which is a significant weakness of this company. On the other hand, its competitors have been found to provide various cheaper options without compromising product quality that can negatively impact this company (Chanelhomme1, 2022). A wide range of companies have been providing similar products that have increased the competition in the global Marketplace. In terms of perceptual mapping this company has been losing its competitors when it comes to prime focus on the brand.
Opportunity
Chanel can enhance its competitive advantage by ensuring availability of new and untouched market segments. In this regard this company can anticipate mergers and acquisitions to allow expansion of its premium market along with moving into a lower range of prices to improve its sales and market share (Zihan, 2021). This brand is loved by the new generation hence this company can invest more in research and development along with developing new products for the younger generation according to the market demands. This can be Highly Effective and beneficial for the selected company to increase sales and customer base by improving profitability in a significant manner.
Threat 
Despite being a leading brand in the fashion industry, the channel has been facing various potential threats that can have a negative impact on this company's growth (Kannan, 2020). This company has high competition and the main competitors are Gucci, H & M, Hermes and many others. These lead to minimizing the scope of market growth in the Global Marketplace.
[bookmark: _Toc3]PESTEL Analysis
Chanel the fashion company intended to expand its business, respectively Pestel analysis can be helpful to address current internal and external situations. With the presence of Pestel analysis, it would be effective to develop effective strategies and accomplish the short and long-term, goals of the organization. The factors related to political, economic, social, technological, environmental, and legal affect the respective company in many ways. Research study states that the company Chanel has demonstrated immense resilience across all the products during 2020. During the pandemic era sales trends have been influenced effectively, despite the effect of covid-19, the fashion industry has availed doubled sales record as compared to the year 2019. Following are the PESTEL factors that affected the fashion company, Chanel, during a pandemic. 
Political factors
Based on the research study, it can be said that Chanel has been eagerly intending toward innovation and creativity, that intention of being different from other companies has supported the organization for growth and development effectively. Respectively the organization has gained an operational profit of $2049 million, however, this figure was down as compared to 2019 (services. Chanel, 2021). Among the UK the fashion industry has shared £32 billion to the national economy. Furthermore, with the presence of political stability, the nation must face many challenges after the pandemic along with the issues of Brexit. This political factor has been affected economic instability, which created the disappearance of another trading across the UK fashion industry. 
Economic Factors
The year 2020 has marked the 20th anniversary of Chanel’s Watch icon, the company has invested around $1,120 million in terms of capital expenditure (services. Chanel, 2021). To provide effective customer services, the company has invested the heaviest investment for its retail distribution. With the global spread of covid-19, the economic crisis has been affecting so many people in many ways, however, the organization Chanel had a stand and fought effectively through this pandemic era and earned effective revenue compared to the previous year’s marketing. It was only possible due to the distance of effective marketing strategy digitalization. This is the only mode through which an organization can avail as expected. According to a research study, it has been noticed that the foundation of Chanel has been working with around 80 non-profit organizations across the US (Chanel, 2021). Beyond this present organization reveals worldwide support through delivering their genuine customers during this pandemic.  
Social factors
With the presence of the developing era along with social media platforms, the fashion industry now changed the perception of marketing toward their customers. The company Chanel has adopted certain social media platform strategies throughout its digital marketing campaign (Guseva, 2021). Those factors allow customers and marketers interaction within the same channel in terms of creating awareness regarding the brand and product quality and related queries. 
Technological factors 
Environmental: research study states that the company Chanel has committed toward sustainable business across the world by considering a mission of 1.5°. The present sustainable business strategy was science-based targets to reduce carbon throughout its operational functions. 2020 has showcased requirements in terms of climatic ambition with the decreased value by 27.1% (scope 1 and scope 2) and scope 3 results decreased the value of emission by 24.9% as compared to the year 2019 (services. Chanel, 2021). In September 2020, the organization has initiated a new bond related to sustainability through adapting the new ICMA principle of the sustainability-linked bond. Based on research study those bonds support join with the luxurious industrial transition. 
Legal
Since the pandemic has disrupted the entire industry badly, most of the industry has changed its terms and policies. Apart from that due to exit Britain from the UK, this has changed lots of business perception and legal factors for sustaining business effectively. In the present case of the Fashion industry, the UK government has undertaken certain legal concerns. Pandemic and Brexit has already affected the market environment of the UK since 2019, based on the effects the government has taken certain initiatives

[bookmark: _Toc4][bookmark: _bvj5f2v2a5kt]Porter’s five forces 
	Factors 
	Impact 
	Likelihood 

	Bargaining power of buyers 
	Bargaining power of buyers is moderate for Chanel as similar products at variable prices are available in the global marketplace. Producers of ready to use clothes are huge in the market such as H&M, Zara, Gucci and many others. However, product quality is important for buyers and they are less price sensitive (Comparably, 2022). Moreover, This company has achieved a huge customer base from all around the world thereby having a loyal customer base. Therefore, it is effective and helpful for this company to expand its growth. 
	Moderate 

	Bargaining power of suppliers 
	Bargaining power of suppliers is low for Chanel as it manufactures its products on its own. Sourcing of raw materials is easy for this company as it has developed an effective relationship with its suppliers that has resulted in availability of resources regularly. 
	Low 

	Threat of new entrants
	Entry in a fast fashion industry is difficult as it needs huge financial resources, hence the threat for this company regarding new entrants is low (Deloitte, 2022). Moreover, there are some strict rules that need to be followed by the companies, therefore, very few businesses can afford such challenges. New entrants in this industry are discouraged due to restricted distribution channels. 
	Low 

	Threat of rivalry 
	Threat of rivalry is moderate for Chanel as there are a limited number of brands and companies that have been providing similar products (Rockett, 2019). However, growing trends and changes in fashion need immediate adoption in order to stay up to date. 
	Moderate 

	Threat of substitute
	Threat of substitutes is high for Chanel as there is availability of similar products at a similar precise range from H&M, Zara, Gucci and many other renowned brands that have global presence (Comparably, 2022). This threat has been existing and can be dealt with easily by emphasizing more on quality along with lowering the price range. 
	High 



Table 2: Porter's five forces
(Source: Created by Learner)
Discussion 
This question concludes that the bargaining power of bios is moderate for the company and the customers of this industry are limited and they are not sensitive to price range. Moreover, since the company has been serving its customers for more than hundred years, it has been helpful for the company to obtain a huge customer base along with receiving their loyalty with a brand that has been helpful enough to adopt sustainable practices in the Global Marketplace. However, this company needs regular Innovation and creativity in terms of its products and services to stay updated and help feathers to grow significantly (Deloitte.com, 2022). Moreover, the bargaining power of suppliers in this industry has been low as the suppliers are limited in number. In this regard the company has already been using raw materials and manufacturing its products on its own hence it can benefit the company significantly to increase its productivity.
The threat of new entrants in this industry is critical and very difficult as there is requirement of substantial financial resources which is not possible for all kinds of businesses. therefore, the threat for new entrants is low and some strict rules have been imposed in the industry that are difficult for new entrants to abide by. The distribution channels of the industry are limited, which also discourages new entrance (Yrjölä et al. 2018). The threat of rivalry for the selected company is moderate as there are a limited number of brands that provide similar products. However, this trait can be lowered with the help of increasing Innovation and creativity in products and services as this can be helpful enough to increase customer attraction along with increasing competitive advantages (Yoga et al. 2019). Threat of substitution for channel please bhai due to availability of similar products at similar price ranges from a number of companies such as Gucci, Zara, H and M, herpes and others. In this regard moderating the prices along with improving product quality can be Highly Effective for this company to increase competitive advantages.

[bookmark: _Toc5]Value Chain Analysis of Chanel
Chanel is a premium brand known for its fashion accessories, jewellery, timepieces, cosmetics, perfumes, and skin care products, among other things. Chanel's cosmetic products are known for providing its consumers, particularly women today, with a sensual, gorgeous, and sophisticated appearance. As compared to other foundations, Chanel's foundation is without a doubt one of the finest available on the market. The Value Chain analysis will help Chanel to better understand its market and business algorithm.	
Primary activities of Chanel are discussed below:
Firm infrastructure
General management, quality management, finance & accounting, planning, and legal services are all included in the firm infrastructure of Chanel. Chanel's value chain is completely supported by these operations. Because Chanel is a broad organisation within the sector, the extent of all of these operations varies (Word Nerd, 2020). Unlike other companies, Chanel's planning and finance strategies are developed at the corporate level; legal services, accounting, and quality control are handled at the business unit level. There are many areas covered, including first-class management, strategic planning, and custodial services. There are also financial and accounting areas covered as well. Chanel contribute significantly to the success of Chanel's value chain by performing a variety of tasks. 
Human Resource Management
Employee recruitment, selection, and hiring, training, people planning, skill evaluation, development, and pay are all important aspects of any organization's performance. Human resource management supports these activities at several business levels, including unit level and corporate level (Riley and Lacroix, 2003). In Chanel, this specific support action has the potential to either influence or define the competitive edge. Among the many services provided by Chanel's human resource management are assistance with recruiting and selection of personnel, analysing and developing employee talents, human resource planning, training, and reimbursement of employees' salaries.
Technology
Today, technology is regarded as the most important feature in every organisation since it facilitates practically every aspect of its operations. Field testing, technology selection, component and feature design, and process engineering are all part of the tech-development process at Chanel (Li et al. 2013). Once it comes to Chanel, the era is the most notable feature since it is responsible for practically all of Chanel's operations. Chanel's generation development covers a wide range of sports, as well as technology selection, process engineering, discipline-testing, and problem and feature design, among other topics.
Procurement
Raw materials, mechanical requirements, lab equipment, supplies and office basics, as well as building acquisitions are all made by Chanel via its procurement efforts. Technology is also used to analyse the ongoing performance of Chanel in procurement support tasks (Schembri et al. 2010). Because most women prefer to purchase online rather than visiting brick-and-mortar shops, Chanel offers rapid product delivery, which is a significant benefit for the firm. Shopping online is also more convenient for women in terms of time savings and cost savings.
Secondary activities of Chanel are discussed below:
Inbound logistics
Shared, received, and stored inputs of merchandise are all part of the logistics process. For the purpose of retaining the Chanel customer database, material handling, warehousing, and architecture are all covered by this (Carr, 2013). The majority of these activities have been outsourced by Chanel. Specifically, this logistics pertains to product inputs being shared, received, and stored. For the purpose of maintaining the Chanel customer database, material handling, warehousing, and architecture are all included. The majority of these activities have been outsourced by Chanel.
Operations
The raw materials are transformed into finished goods during the operations process. Chanel's café is home to a diverse range of activities. It also includes customer information gathered from Chanel's database for the purpose of developing new business strategies based on the purchasing habits of customers (Chiquet, 2013). In Chanel's shops, there are a plethora of things to do. Chanel's database contains information about customers, which is used to develop new strategies for the organisation in accordance with the purchasing habits of those customers.
Outbound logistics
This is associated with the distribution of Chanel's final goods to customers and channel partners. This applies to retailers, wholesalers, and other distribution channels (Doran, 2013). Specifically, this is concerned with the distribution of Chanel's finished goods to customers and channel partners. This includes retailers, wholesalers, and distribution channels, among others.
Sales and marketing
Creating an income medium through which capability customers of the agency can purchase the agency's products is the primary goal of sales and advertising activities in the Chanel business model (Areddy, 2011). There are numerous activities in this class, including pricing strategies, promotional activities, advertisement campaigns, and channel selection, among others. At Chanel, the primary goal of all sales and marketing efforts is to establish a sales channel through which potential customers can purchase Chanel's products. 
Services
Chanel can keep a close eye on information pertaining to post-sale data through the use of various activities, which are detailed below. It is also employed in the preservation of information for future use in connection with the progress of its goods (Chabot, 2014). Purchases, orders, payments, and other services are provided by Chanel through a variety of customer service channels including email and patron care. Customers' grievances are also addressed through a grievance mobile that is available.


[bookmark: _Toc6]Conclusion
This study is an analytical report on Chanel fashion. The global spread of the epidemic has sparked an economic catastrophe with far-reaching ramifications for civilization. The epidemic has also had a significant influence on this industry. The study focuses on the pandemic's effects on the company in question. The researchers also concluded about the company's exterior and internal environments. The study highlights the study's benefits and drawbacks in the current climate. Furthermore, the research focuses on the company's external environment, as well as a thorough examination of the present situation of the industry. Based on the findings of the study, it can be stated that variables affecting Porter's five forces are at the bottom of the priority list of threats. This research has also shed light on value chain analysis.
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