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[bookmark: _Toc237383768]Section 1
[bookmark: _Toc237383769]Introduction 
When a firm interacts with businesses in their local market, they are aware of the effects of consumer demand and marketing trends; however, this is not the case when the company expands into a new nation. This report will analyse an international brand, which is Chanel, and analyse their marketing strategy and marketing mix. It is a prime example of a global luxury brand because it successfully maintained its prestigious image, and consumers are so fond of the brand even in different international markets. Along with that, this report will compare its operations in France and in Japan. France is the company’s origin country, and Japan is one of its largest international markets, so comparing both of these countries' market dimensions will be a great idea because they have totally different cultures and customer demand. In France, Chanel has a very favourable environment because the customer here loves luxury fashion, and the country has highly developed retail infrastructure, a global reputation, and luxury brands like Chanel; having the home country be France is totally justified. Japan has also presented favourable opportunities for the country because even if Japanese people do not like to purchase unnecessary and luxury products, they like quality products and are mature enough in luxury buying, as they appreciate craftsmanship. However, both of these countries face unfavourable situations sometimes. Some phenomena like supply chain bottlenecks, rising interest rates, and geopolitical uncertainty cannot be predicted or avoided. Chanel may face these conditions at any time in either of these countries; in addition, changing consumer preferences, demand for affordable products, and competition are all issues. People in France and Japan have different cultures, so their choices, demands, and needs are also different. So contacting both of these countries for Chanel needs some strategies. The way Chanel promotes their product in France, it cannot do in the same way in Japan. Hofstede's cultural dimensions analyse the cultural differences among different markets and countries, so companies identify the areas to improve. 
Overall, this study will examine Chanel's market strategy in France and Japan, provide an overview of Chanel, and conduct a comparative analysis of Chanel's external and internal environments in both countries using PESTEL, Hofstede's cultural dimensions, and STP analysis. This paper will also look at Chanel's market entry strategy and ethical difficulties in Japan. Finally, this report will make recommendations for resolving the difficulties.
[bookmark: _Toc237383770]Company selection and background information.
This report selected Chanel, and it will analyse the company's marketing strategies. Chanel was established by a French designer, Gabrielle Bonheur Chanel, or Coco Chanel. With his financial assistance, she opened Chanel Modes, a tiny millinery shop at Cambon, Paris, in 1910 (Peishan and Yufei, 2021). Chanel is a privately held company owned by Alain Wertheimer and Gérard Wertheimer, who were early business partners of Coco Chanel (Peishan and Yufei, 2021). Chanel is a luxury brand that provides high-end fashion and beauty products like clothing, perfumes, handbags, and watches. The product portfolio of Chanel is huge, and today it is regarded as one of the most luxurious brands, especially in Europe, Asia, and the Middle East (Simonsen, 2024).
The mission of Chanel is to make the brand one of the top fashion houses by continuously inventing and launching new designer products. Along with that, they also want to keep the distinction of their past and maintain their legacy. The mission of Chanel has always portrayed an image of elegance, grace, and style from the beginning of the brand up until modern times (Sugimoto and Nagasawa, 2017). 
Japan is one of the host countries of Chanel, and the company expanded its business into Japan during the latter half of the 20th century. Chanel successfully established a presence in the Japanese market; especially, they opened several boutiques in major Japanese cities so they could easily control product quality and customer service and strengthen their brand image. They started their journey in Japan very limitedly, but today Japan is one of Chanel’s largest luxury markets because the Japanese demand is aligned with Chanel's products, and they appreciate premium craftsmanship.  Along with the strategies, the company has some experienced craftsmanship and emotional value that attracts the consumer in the most effective way (Yusop, 2018).
[bookmark: _Toc237383771]Comparative analysis of the market in both countries
[bookmark: _Toc237383772]PESTEL analysis 
PESTEL analysis is a strategic framework that is used to identify the macro forces that an organisation is facing. The letters stand for political, economic, social, technological, environmental and legal (Yusop, 2018).
                                [image: ]
https://speakingnerd.com/strategy/strategy-models/pestel-analysis
Figure: PESTEL framework
· Political factor
Favourable: France has a stable democratic government and no political crises, so luxury and fashion companies. The political situation in Japan is also steady. Furthermore, this country fosters international investment. 
By analysing the political condition of Japan, it can be said that the political factors are favourable for Japan.
Impact on Chanel
 In both countries, Chanel may operate in a secure atmosphere for the long term, so both countries have 5 points.

· Economic factors
Favourable: France is a high-income country with strong domestic demand; thus, its steady economy fully supports luxury sales. Japan's economy is likewise solid, although growth is modest; despite this, Japan remains one of the firms' top luxury markets.
According to the report, in 2015 Chanel's global revenue increased by 2%, which means US$19.3 billion, because in 2023 the revenue of the company was US$19.7 billion (Global Banking & Finance Review, 2026). However, the company faced a little downfall in 2024, but in European sales their revenue increased almost 6.7% to US$6.1 billion (Global Banking & Finance Review, 2026). Chanel didn't disclose Japanese sales revenue, but it is for sure that their Asia-Pacific sales were stable, as the decline was only 0.6.
Impact on Chanel
Both countries’ economic conditions support Chanel to operate in France; the economic condition is better than in Japan.
· Social Factors 
Favourable for France, moderately favourable for Japan. As the French prefer fashion, tradition, and premium brands. These are also a part of their status and culture. The Japanese people do not bother with luxuries or status; rather, they appreciate high quality, craftsmanship, and exceptional customer service.
Impact on Chanel
Chanel understands their customers, so they are well aware of maintaining the quality craftsmanship while also maintaining the luxury identity, so both of the countries are in a similar position.

· Cultural Factors
Hofstede’s Cultural Dimensions Theory is a framework used to understand the differences in culture across countries and the ways that business is done across different cultures (Helen, 2020). Chanel's cultural dimension in both countries can be analyzed by Hofstede's cultural theory, where he mentioned six categories of cultural behavior in consumers.

(Bornstein et al., 2013)
Power distance: Power distance means the extent to which a society accepts the fact that power in institutions and organizations is distributed unequally among individuals. (Helen, 2020). In France, people respect the hierarchy culture, where they follow the authorities. But in Japan, they follow the hierarchy culture, but it is relatively lower than in France.
Individualism: It emphasizes personal achievement and rights, prioritizing the needs of oneself and one’s immediate family (Minkov and Hofstede, 2016). Chanel got a more favorable environment in France because the culture of individuality is very high here, whereas in Japan it is moderate. But in Japan, they often put society first because maintaining social harmony and group expectations is their top priority.
Masculinity: It encompasses how a person or a group of people give priorities to success, achievements, and status (Nickerson, 2022). France has a low masculinity impact. The French purchase luxury products only because they want to be themselves; they want to show others their style and unique choices. But in Japan, masculinity has the greatest impact because people purchase luxury products. After all, they give priority to achievement and success. So channels can turn all their unfavorable conditions favorable by a simple promotion. 
Avoiding uncertainties: Consumers do not want any unexpected events or unpleasant experiences; thus, they are more likely to purchase luxury products due to their quality. Chanel can conduct business in both nations smoothly since consumers in both countries admire established brands like Chanel. Both of the countries' people do not want to take any risk in buying fashion attire, which is very favorable for Chanel.
Long-term Orientation: It is tied to society, and they priorities long-term orientation over instant achievement due to future outcomes. In Japan, this has a significant impact since people value brands that have an established and long history and good craftsmanship, and the product should last long because of its higher quality. 
Indulgence: This indicates that the society purchases the product because they want to enjoy their lives or have fun. The French consumers have a culture of high indulgence, as they are willing to purchase luxury goods for personal enjoyment, but in the case of Japan, this is totally different because they have a restrained society where they buy luxury products for long-term investment and because of their quality.












Advantages and disadvantages of the Hofstede model
	Advantages 
	Disadvantages 

	This approach helps organizations comprehend cultural differences.

	This paradigm does not describe all customers, and it implies that people in the same country share cultural values. However, cultural attitudes and practices may differ between individuals and areas.

	Companies can use this framework to develop effective marketing strategies and communicate more transparently.
	Consumer preferences might change quickly as a result of growing globalization, which necessitates constant adaptation.

	Their market entry strategy will also be simplified and improved by recognizing cultural differences before entering a new market.
	When gathering data, he used a pre-existing collection of employee attitudes surveys from IBM subsidiaries located in 66 countries between 1967 and 1973 (Venaik and Brewer, 2016)



Technological factors 
Favourable: In France, they have adapted digital technologies, and the e-commerce platform is very famous here. In Japan, the technology is very high, and the consumer wants to know how digital payment systems and innovative retail experiences work.
Impact on Chanel
Chanel invests significantly in improving their digital marketing and adopting new technologies in both markets. But in terms of technology, Japan is more advanced than France, so it creates more opportunities for Chanel.
· Environmental factors
Favourable for both countries, but particularly for Japan. In this country, consumers are well aware of sustainable business practices, and severe environmental rules drive firms to use sustainable production and packaging. The Japanese are also conscious of the importance of sustainability and environmental responsibility; thus, the organisation must do everything possible to ensure it.
Impact on Chanel
Chanel continues to adapt numerous techniques to lessen their environmental effect, with an emphasis on sustainable procurement, which is crucial to follow in both of the countries, but in Japan, people are environmental conscious more.
· Legal factors
Non-favourable: Legal compliance in France is also highly tight, since they have strong intellectual property regulations that allow premium businesses like Chanel to exist, but they also have several additional laws that the company must adhere to. In Japan require trademark protection and consumer protection rules; otherwise, they risk being barred from doing business in the country.
Impact on Chanel
Chanel adheres to strict legal processes because their goal is to safeguard their brand image while increasing their business. Chanel must adhere to regulations in both nations, which have stringent trademark, copyright, consumer protection, and labour justice laws.

https://geofactbook.com/compare/france-vs-japan?utm_source=chatgpt.com (Data used from this site)

This chart shows a comparison of the two countries. The comparison is graded on a scale of 5 points. Five is excellent, four is good, three is moderate, two is awful, and one is extremely bad. 
Similarities: Both in France and Japan, the political conditions, economic factors, and technological advancement have similarities and provide favourable conditions for Chanel. Along with that, both of the countries enforced strict legal protection, so Chanel need not worry about trademarks and intellectual property rights, as the legal factor is also favourable for Chanel in both of the countries.
Differences: There are strict environmental regulations in Japan compared to France; that is why Chanel is required to adjust its environmental practices differently in each market. Both of the countries have technological advancements, but compared to Japan, France is less advanced and limited in digital innovation.
[bookmark: _Toc237383773]Comparative STP analysis

                                              
https://www.kelvinindia.in/blog/what-is-stp-segmentation-targeting-positioning-how-to-use-stp-model/
· Segmentation
Demographic: the segment consists primarily of domestic high-net-worth individuals, luxury tourists, and fashion-forward professionals, or clients who enjoy wearing luxurious clothing (Xiao, 2023).
Geographic
· In France, the corporation has a substantial presence in Paris and other important cities.
· In Japan, Chanel focuses on major cities, particularly Tokyo and Osaka (Populin, 2018).
Psychographic: VALS—short for Values and Lifestyles—is a psychographic segmentation system that classifies consumers based on their motivations and resources (Kendal et al., 2015).
· Achievers—highly relevant for France
These people are attracted by the status, recognition, and achievements, so they purchase products even if they are so expensive.
· Innovators—highly relevant for Japan
These people love new ideas, experiences, and products because they believe innovative products make them confident. In Japan people seek craftsmanship, exclusivity, and innovative design with limited editions.
Behavioral: Consumers in both countries desire premium quality and exclusive design. As a result, Chanel receives repeat business in both France and Japan, where consumers appreciate social standing, trust, and long-term value.
· Targeting Strategy 
Chanel uses a differentiated targeting strategy, serving multiple sorts of consumers with varying tastes. They do not rely on delivering similar products; instead, they aim to serve all types of consumers with varying wants. The corporation also targets younger consumers in the country with its cosmetics and scent items.
France 
France's principal target clients are upper-class consumers with high incomes, as well as visitors attracted to luxury products.
Japan
In Japan, elite professionals and affluent women search out genuine and safe cosmetics or fragrances. Japan primarily targets both younger and mature customers: younger purchasers of color cosmetics and mature shoppers of skin care and fragrances (Miao et al., 2023). 
· Positioning
France
Chanel positioned themselves in France as French legacy luxury, ensuring that customers receive the heritage, exclusivity, and handcrafted excellence they demand.
Japan
Chanel positioned itself in Japan as unique craftsmanship with timeless elegance, providing clients with top luxury while also catering to local tastes (Wang, 2022). This positioning strategy ensures the product has efficacy and refined packaging, and that consumers receive authentic items. 
The perceptual map 
                             [image: ]
https://www.researchgate.net/figure/Brand-positioning-map-Source-Liu-2019-p16_fig1_369845758
Figure: Perceptual map for luxury fashion Industry
This perceptual map is based on the leading fashion brands, and it focuses on two dimensions, which are price and exclusivity. According to this map, Chanel is based on the upper part and classic quadrant, which indicates that consumers think of Chanel as a prestigious luxury fashion house with timeless elegance (Liu, 2019). This map also showcases several competitors' positions, such as Dior, Louis Vuitton, and Gucci, but their main focus is on maintaining high-quality products.
Similarities and differences of STP
	STP factors 
	Similarities 
	Differences 

	Segmentation 
	Chanel separates consumers in both nations based on demographic, psychographic, regional, and behavioral criteria.

	The key sectors in France are consumers looking for fashion heritage, haute culture, and a premium lifestyle, but the company is likely to expand in Japan emphasis on individuals who respect craftsmanship, product quality, and so on.

	Targeting 
	In both nations, the corporation uses a differentiated targeting technique.

	In France, the primary target market is high- or ultra-high-income consumers, with an age range of 25-40, whereas in Japan, beauty-conscious consumers, both young and mature, will have a moderate to high income.

	Positioning 
	Position themselves as one of the best and most high-end luxury companies, known for their superior quality and craftsmanship.
	In France, their positioning approach is mostly focused on fashion leadership. And iconic design, while in Japan the company mainly emphasizes craftsmanship and authenticity.


[bookmark: _Toc237383774]


Comparative International Marketing Mix
Product
Chanel's products are all exceedingly rich and exclusive, with high-quality craftsmanship that extends to haute couture (Cattani et al., 2023). 
Width - brand extension
Chanel initially started through fashion, which means clothing items. Gradually, they included handbags, fragrance, makeup, skincare, watches, etc (Cattani et al., 2023).
Depth - line filling
This means including several additional product variants within a single product line. In the case of Chanel France, the line fillings for fragrances are COCO MADEMOISELLE, COCO, CHANCE, BLEU DE CHANEL, and ALLURE (Sugimoto and Nagasawa, 2017). On the other hand, the company also added several fragrance variants in Japan, like Eau de Perfume and Eau de Toilette (Sugimoto and Nagasawa, 2017). 
          [image: ]                 [image: ]
https://www.chanel.com/us/fragrance/p/116997/coco-mademoiselle-hair-perfume/
Figure: Depth - line filling of Chanel both for France and Japan. 


[image: ]   [image: ]   [image: ]
https://www.chanel.com/my/
Figure: Chanel’s product line, Width- brand extension. 


Price :
Pricing strategy is one of the top concerns because Chanel works with premium and luxury products, so they only target high-income consumers. 
· In France, Channel adopted two pricing strategies: prestige pricing and premium pricing (Morschett et al., 2025). The corporation does not compete on affordability and does not cater to low-income consumers. Their special pricing reflects their focus on workmanship, legacy, and scarcity.
· However, in Japan, they too use prestige and premium pricing methods, although their prices might fluctuate due to a variety of reasons such as taxes, exchange rates, import-related costs, and operating expenses.



Place
The distribution channels include Chanel boutiques, flagship shops, and department stores, where the brand purposely offers limited edition products to retain exclusivity and control over the consumer experience (Kou, 2024).
[image: ] [image: ]
Figure: Chanel distribution store in France, Paris (source: VisitParisRegion)
  [image: ]    [image: ]
Figure: Chanel distribution store in Japan, Tokyo (source: The Japan News)




Promotion
Integrated Marketing Communications (IMC) is a strategic approach that coordinates all marketing channels and messages, advertising, public relations, social media, direct marketing, and sales promotion, to deliver a clear, consistent, and compelling brand message across every customer touch point (Percy, 2023). Chanel's promotion strategy is more detailed and exclusive, as the company uses fashion shows, advertising campaigns, celebrity ambassadors, digital media, and experiential events to promote its products in France. For example, the company previously promoted their product on radio campaigns, but now they use social media and digital platforms. One of their radio campaigns featured nearly 80 radio spots and garnered 2.6 million podcast impressions (Fang and Zhang, 2020).
People
Chanel understands that its staff have a significant impact on how clients perceive the company. 
The staff member in Japan should have enough knowledge about the product and should have the ability to pay attention to detail. According to research and Chanel’s corporate reports, the company employs more than 38,000 people worldwide, but the exact number of employees is unknown (Kou, 2024). France is the home country of Chanel, so its workforce is concentrated mostly in France (32.0%) (Cattani et al., 2023). Among them, the company has disclosed the exact number of employees in Japan, but they have significant involvement in major cities like Tokyo and Osaka, where the company hires local employees. Among these employees in both France and Japan, the company has designer artisans, retail associates, customer relationship managers, and fashion advisors who work as a team to provide the best experience to the consumers. The company invests significantly in training their staff and almost gives proper training for 100 days to each new employee. Besides, they use Performance@CHANEL, through which the company monitors the performance of the employees and rewards them (Cattani et al., 2023).

Process
The process of conducting business should be strategic, and Chanel's processes are designed to make the buying journey feel smooth, controlled, and premium because it is the only way to attract consumers toward luxury products. 




Customer complaints process
[image: ]https://advisera.com/9001academy/blog/2014/09/16/effective-complaints-management-qms/
In order to handle the customer complaint, the company first needs to record the complaint and filter every complaint from the customer feedback portal. After that, the company will need to analyze the complaint and resolve the complaint by identifying the root cause and implementing several strategies to resolve it. If the complaint is resolved now, they are free to close the complaint, and if the complaint is not, they will further exclude the complaint for investigation.


Physical evidence
Chanel gives extra effort on packaging. Besides, visually clean retail spaces are also mandatory because the Japanese consumer notices detail and the visual presentation very carefully, because along with luxury products, they also want quality. 
[image: ] [image: ]
Figure: official Chanel Japan website   Figure: official Chanel France website (source: Chanel Japan, Chanel France Website Homepage)              
Similarities and differences 7Ps
	Marketing mix 
	Similarities 
	Differences 

	Product 
	This luxury brand's product line includes exceptional handbags, shoes, watches, jewelry, fragrances, and cosmetics, making it appealing to both younger and senior clients in both countries. 
	In France, the product portfolio is more focused on fashion craftsmanship and iconic collections because of consumer demand. On the other hand, the products made in Japan are more focused on beauty and skin care (Marber and Wellen, 2007). 

	Price 
	They follow a premium and prestige pricing strategy in both countries; therefore, they intentionally maintain a higher price because their target consumer is top-class, it will signal them exclusivity and luxury. 
	In Japan, Chanel adjusted some of their prices, especially in the beauty categories, because they want to reduce the gap between local and international pricing in Japan. But in France, pricing is not a concern for consumers because it is closely linked to the brand's origin and prestige.

	Place
	Chanel can conduct business in a variety of locations, but the corporation uses selective distribution to retain its luxury image; thus, products are offered exclusively in carefully picked locales.
	In France, Chanel varies and chooses distribution techniques since they have a strong presence in flagship luxury places where they offer limited edition products, particularly in Paris. Chanel, on the other hand, approaches the Japanese market differently since they enjoy offline shopping, personal attention, and simple product access; hence Chanel relies largely on department store counters. 

	Promotion 
	Chanel can easily invest in using celebrity ambassadors, fashion shows where they will provide their product details on digital storytelling, and social media events in magazines (Jones, 2016).

	In France, the corporation primarily relies on celebrity ambassadors to promote its products, fashion leadership, and brand identity. However, because Japanese consumers priorities quality above price, Chanel's promotional effort in Japan is more localized and frequently emphasizes product expertise and beauty benefits, ensuring the brand's credibility (Marber and Wellen, 2007).  

	People
	Chanel trains its salespeople, beauty consultants, and boutique managers thoroughly, and it motivates them via respect and open communication.

	In France, Chanel relies greatly on its employees because they are expected to provide refined, special service in order to capture the consumer's attention. In Japan, the staff needs to be more ritualized, and they need to handle the consumers with more politeness and patience. 

	Process 
	The company should carefully manage the inventory, should have premium packaging with sustainable products, and most importantly, should provide excellent service, especially after-sales service.

	In France, the process is more centered on the boutique experience and providing the consumers with very high-touch service where the consumer can get an appointment to visit the place where the staff will attend to them properly. In Japan, the process is similar, but Chanel needs to focus on their inventory control and department stores where convenience, service, discipline, and product availability are established. 

	Physical evidence 
	Every staff member has a unique uniform to represent their brand, besides the company's logo, and the visual presentation is also very attractive.

	In France, physical evidence is strongly connected to the consumer's purchasing power because premium quality should be attractive. In Japan, Chanel should not only focus on premium packaging, but sustainability is also crucial. 



[bookmark: _Toc237383775]





Market entry strategy of Chanel in Japan
France is the home country of Chanel, where it was established, and it entered the Japanese market as part of its global expansion strategy, as the company works with luxury products; establishing a strong presence globally is one of their major targets (Marber and Wellen, 2007). The Japanese people do not always purchase luxury goods; it has long been recognised as a key destination for luxury brands because they have the money but do not expand into low-class products. The market entry strategy of Japan is provided below.
[bookmark: _Toc237383776]Mode of entry
The Chanel at first formed a partnership with local distributors in Japan. Besides the company, it also directly invested in wholly owned subsidiaries so they could protect the brand image while focusing on scaling distribution.
[bookmark: _Toc237383777]Rationale
· In Japan, consumers value premium cosmetics, and forming a partnership with the local distributors will provide a channel for distribution knowledge, and soon after, they could invest directly to control pricing, merchandising, and focus on luxury positioning (Guseva 2021).
· After creating the brand image and protecting the luxury positioning in the Japanese market, the company established the Tokyo-based Chanel KK, and all of these initiatives reported growth in unit sales after pricing adjustment (Kourouma, 2021). Soon after, the company could track a significant increase in consumer visits and the consumers' greater liking to purchase beauty products.




Advantages and disadvantages of wholly owned subsidiary
	Advantages 
	Disadvantages 

	In a wholly owned subsidiary strategy, Chanel can have full control over the operations even in foreign markets.
	The initial investment is too high.


	Chanel’s can protect the brand reputation and intellectual properties more effectively.
	Complexities in different cultures and regulations pose a significant risk.

	In this strategy, the company will not have to share its profits, allowing it to keep all revenues generated from foreign markets (Morschett et al., 2025).
	This strategy is sometimes inappropriate due to slower market expansion.




[bookmark: _Toc237383778]Ethical issues evaluation of Chanel in Japan:
Examples of ethical marketing based on product: 
· Use of sustainable products, such as Chanel using sustainable packaging material.
· Maintain the quality of the product, such as Chanel focuses on ensuring that their cosmetic products and fragrances meet high safety and quality standards (Bignardi, 2024).
Examples of Unethical marketing: Chanel has limited supply chain transparency and frequent price increases, both of which are unethical practices. 
 Chanel is one of the world’s leading luxury fashion brands, but achieving this position was not easy because, despite that, Chanel has faced increasing scrutiny regarding the ethical implications of its marketing mix. The company needs to focus on several ethical concerns, but in recent years, two top concerns are sustainability and environmental responsibility. The stakeholders, such as consumers, governments, and non-governmental organisations, all expect luxury brands to operate sustainably and ensure yyethical sourcing (Kourouma, 2021). Chanel needs to maintain transparency in pricing and fairness to customers across markets because they are ethical domains to monitor, but they also need to focus on their quality because of reputation and risk (Fang and Zhang, 2020).
[image: ]
https://africauncensored.online/blog/2025/02/24/chanels-eco-friendly-silk-suppliers-from-china-have-a-questionable-environmental-record/
Figure: Chanel’s sustainability initiatives
Maintaining a transparent supply chain is another important ethical consideration because nowadays consumers are very demanding about understanding where raw materials originate, how products are manufactured, and whether workers receive fair wages. 
[bookmark: _Toc237383779]





Recommendations
	Recommendation 
	France 
	Japan 

	Chanel needs to invest significantly in sustainability and transparency.
	In France, the company needs to meet the EU consumer and regulatory expectations (Jones, 2016). 
	On the other hand, sustainability is mandatory for Japan's quality-conscious consumers.


	The company needs to localise communication by cultural dimensions. 
	In France, they should focus on maintaining the quality and luxury image.

	In Japan, their main focus should be emphasising product efficacy and craftsmanship; 

	They also need to adopt multiple and selected marketing activities in order to maintain the global brand identity. 
	In France, Chanel can 
Emphasise the design and originality in their products.
	In Japan, the company can conduct marketing campaigns where they will showcase the craftsmanship, heritage, and perfection of their product.
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Section 2
A reflective account using the reflective cycle. This cyclical model, as opposed to a linear one, emphasises the importance of continuously revisiting experiences, analysing them from different angles, and using the insights gained to inform future actions and improve decision-making (Galli and New, 2022).
                              [image: ]
Figure: Gibbs reflective cycle, source: https://www.simplypsychology.org/gibbs-reflective-cycle.html
Description
For the previous section of the assessment, at first I read the assignment brief very carefully and researched Chanel’s international market entry strategy and marketing mix across two countries, which are France and Japan. I selected Chanel as the brand for this report, and through several research studies, I gathered information on the brand's product, price, place, promotion, people, process, and physical evidence strategies so I could easily analyse the microenvironment using the PESTEL framework and do a detailed analysis. We can say it's a comparison of cultural differences through Hofstede's cultural dimensions in both of the countries. 


Feelings
It is unusual for me to be nervous at times, but at the start of the project, I was very confident in choosing Chanel because it is one of the world's leading luxury brands that has already reached the top, but as I learned more about the company, I realised that obtaining detailed information about Chanel's international marketing strategies was a little difficult. However, it was more difficult than anticipated because it is clear that the corporation does not openly divulge the specifics of its marketing approach. 
Evaluation
During this stage, learners describe the experience, both good and bad (Adeani et al., 2020). One advantage I gained from this technique was that I used numerous sources rather than a single website because each one provided distinct information. Using many sources provides me with more accurate and transparent information that supports my views with evidence. However, I encountered a few issues. The company did not provide detailed information about their financial performance. So I had to rely on industry reports and academic interpretation, and I’m not sure about the true data.
Analysis
Through this report, I enhanced my understanding of international marketing strategy. It helped me to understand deeply the importance of adapting different strategies to sell the product in different markets because international marketing strategy is not only about selling a product in another country, but it is also about adapting to cultural values, as different countries have different cultural values and different consumer expectations, and the overall market structure is also different. 
Conclusion
As a whole, after reflecting on this assignment, I believe that I learned several new experiences and developed a strong understanding of international marketing strategies. Before this assignment, I thought that international market expansion was a great idea, and I cautioned myself, "Why doesn't every organisation try to penetrate the global market, as it would be the best initiative for companies to reach a broader consumer base and enhance their revenue. But after doing this assignment, I came to the conclusion that penetrating a foreign market is not so easy because different countries have different cultures, customer demand, and policy issues. 
Action plan: 
The action plan is the stage where I will describe how I would deal with similar situations in the future or general changes you might find appropriate (Nurlatifah et al., 2023). I gained valuable knowledge and experience while working on this task, and for future assignments, I intend to start my research early. The most foolish thing I did when creating this assignment was to believe that it would be too simple to study, but after researching and beginning to work on it, I wished I had more time. So I'll start researching earlier so I have more time to examine different sources, and I'll also work on improving my academic writing because there are various styles. 
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Figure 7.1: Official Chanel France Website Homepage
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