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Chanel is a bestselling clothing brand in the world, and it is also one of the biggest fashion apparel international companies. It is a very popular luxury brand, and it is a very valuable brand as well. The company was first established in the year 1909 by Gabriel Chanel and the company is well known for their handbags, shoes, jewellery, perfumes, women's clothes and so on (Thorisdottir and Johannsdottir, 2018). The clothes of the brand are well known for several seasons such as keeping a clean architecture, creating a luxurious aesthetic and so on. Chanel can be considered as a powerhouse fashion brand today. The number of employees in the organisation is close to 20000 (Gazzola et al., 2020). The company made a revenue of 10.1 billion GBP in the year 2021 (Chanel, 2022). The products of the organisation include fragrances, jewellery, accessories, watches, eyewear, skin care and make-up and so on.  The organisation Chanel has a large presence in social media, and it has more than 80 million followers across YouTube, Facebook, and Twitter. Chanel is also a well-developed brand, and the organisation also delivers top notch production quality. A sense of trust and loyalty among the customers has also been developed by Chanel and the organisation has also maintained a strong brand image for more than 100 years (Guercini et al., 2019). [image: A store front with mannequins in the window
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Chanel is well renowned for their fashionable and comfortable accessories and clothes with classic and elegant design and style. Chanel provides specialised luxury goods and expensive clothes to their rich and famous elite class consumers (Khandual and Pradhan, 2019). Distinctive personality of the brand has distinguished and differentiated themselves from other familiar brands. Individuals who have a genuine appreciation for exclusive products can be easily attracted towards Chanel for their desirable and excellent product range. 
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Description automatically generated]Chanel is a classic bran d with a wide range of products and their products are made for wealthy class people. The organisation has made high standard products for their sophisticated customers. The pricing of the products is also high, and the products of the company are also very expensive and costly (Oniku and Joaquim, 2021). 
The products of the organisation are special for their unique and intricating design and outstanding utilisation of technology. The organisation also utilises best quality products in order to effectively provide best products for their consumers. The organisation provides elegant day wear as well as beautiful evening wear with exquisite style and proficiency (Perreault, 2021). These products have effectively added value to the reputation of the brand. The colour palette and the colour combination used by the organisation is really classic. The accessories of the organisation include pump shoes, pearl necklace, leather purse and so on (Thorisdottir and Johannsdottir, 2018). The organisation is also well known for their exquisite collection of jewelleries that contains sparkling diamonds and white gold products (Pedersen et al., 2021). 
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Description automatically generated]The jewellery products of the organisation include Comete, Ultra, camellia, Baroque and so on. The luxurious jewellery products of the organisation have hit the international market. The organisation also provides exclusive and high-quality bags for both male and females. Several makeup products are also available for the company and the organisation also provides comfortable shoes for their customers (Bertola and Teunissen, 2018). However, Chanel is mainly popular for their fragrance, beauty and fashion products. Chanel is also very much popular among the young women as they are attracted towards the simple designing of the organisation (Wang and Ha-Brookshire, 2021). Chanel is also well aware about developing new products for their organisation as the organisation always prefers to develop products for the young generation. The organisation is also investing in research and development programs in order to understand which products a particular demographic wants the most. It helps the organisation to enhance their products (Khandual and Pradhan, 2019). 
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The organisation maintains a premium pricing in their products. Pricing of products plays an essential role for deciding the product value in the market (Thorisdottir and Johannsdottir, 2018). Chanel has set the price of their products extremely high in order to increase their brand awareness and brand values. Premium pricing strategy has helped the organisation to effectively present their premium products. The premium pricing strategy has helped the organisation to increase their overall profits and it has also helped the organisation to effectively maintain a competitive edge over other similar organisation (Loureiro et al., 2019). It has also helped the organisation to effectively increase the awareness of the brand. It is extremely important for the organisation to understand the pricing strategy. Premium pricing strategy has provided hige advantage to the organisation.  As Chanel is providing luxurious products with better qualities. The products of the organisation are more expensive than the similar products (Becker-Leifhold and Iran, 2018).  The premium pricing of the organisation has helped the organisation to enhance their profits.the pricing strategy used by the organisation is absolutely justified.  
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Description automatically generated]The raw materials that are used for making products for the organisation are extremely rare and exquisite and that is why the price of the product is also very high, the final product of the organisation is also of world class quality and the design, and the making of the products are extremely stylish and elegant (Brydges, 2021). The target segment of the organisation is also very rich and that is why the customers also show desire to buy the products as it is of high quality. 
High pricing strategy also allows the organisation to add value in their products and the profit margin of the company can be enhanced. Higher pricing strategy also helps the company to enjoy higher profit (Štefko and Steffek, 2021). By adopting this strategy, the organisation has been able to target a niche market and it has decreased their competition in the market. The organisation has deliberately set high price as it will create an impression in the market  
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Chanel delivers their offering through various platforms such as ecommerce stores, multi-brand stores, exclusive stores and so on. Exclusive showrooms of the Chanel Boutique and so on. High visibility and brand equity has helped the organisation to increase their overall sales. Both direct and indirect strategy has been utilised by the organisation for their lucrative service and products. Mass distribution has not been implemented by Chanel and it has helped the organisation to increase their brand reputation. [image: Diagram
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The stores of Chanel are located in luxurious cities as well as in vibrant streets (Thorisdottir and Johannsdottir, 2018). The Chanel stores are in several countries across the globe.  An online platform has also been effectively created by Chanel and through that platform the consumers can easily place orders to their products. Through the online platform of Chanel, the consumers can easily order jewellery, perfumes, watches and so on. The organisation also has more than 310 licensed retail outlets across the world (Becker-Leifhold and Iran, 2018). The organisation also utilises multichannel distribution for distributing their products. [image: A picture containing text, person, holding, outdoor
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This distribution chain includes multi brand stores, online stores, multi brand stores and so on. This strategy has helped Chanel to increase their high volumes. This strategy also helps the organisation to effectively eliminate the risk factors associated with                                   shipping cost, labourcost, storage cost and so on (Loureiro et al., 2019). It has also helped the organisation to effectively enhance their brand promotion and these strategies have also helped the organisation to maintain top notch standards of their products. 
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The target segment of the organisation Chanel includes high class aristocratic people. The stores of the organisation are also located in big cities. The organisation also has their stores in several airports as many people travel through airports. The products of the organisationare also available in online channels (Loureiro et al., 2019).
The stores of the organisationare not located in many places that is why the organisation is currently focusing on increasing the sales of their products through online portals. The organisation is also planning to increase their skincare and fragrance products as these products are in high demand in the market. Developing their business online will allow the customers to order products from any place. In order to implement an effective place strategy, the organisation first needs to identify their target market. The organisation also needs to effectively study the location for determining the budget of their products (Brydges, 2021). The organisation also has to consult their marketing strategy for making their overall marketing strategy effective. Effective place strategy has helped Chanel to effectively diversify their distribution channel and it has also allowed the organisation to control their production (Becker-Leifhold and Iran, 2018).  For effective strategy making the organisation Chanel also needs to calculate the risk factors associated with it. 
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Chanel is widely renowned for their effective operation and for promotion effective strategies are utilised by the organisation. For example, the organisation provides Ads in several popular magazines. Chanel has also employed classy stores in order to improve their sales marketing. Chanel has also employed supermodels in order to effectively advertise their products and services. 
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Description automatically generated]The organisation also creatively utilisesmannequins in order to effectively lure customers in their organisation. The organisation also promotes their products through digital media and online social media platforms. Utilising these strategies has effectively helped the organisation to effectively reach more people. In addition to this the organisation also promotes their products through various channels such as blog posts, television magazines and so on (Becker-Leifhold and Iran, 2018). Sometimes an exclusive preview is also offered by the organisation and Chanel also conducts several social media contests in order to attract more customers to buy their products. The organisation also encourages customer reviews and it also in turn helps the organisation to effectively improve their products (Gazzola et al., 2020). 
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Description automatically generated]The organisation also provides social media posts about their products and organises several contests and giveaway programs to enhance the sales of their products. Several other strategies have also been implemented by the organisation in order to drive traffic in the online stores of Chanel. The organisation has also boosted their organic social presence in order to enhance their digital engagement. For SEO the organisation has already optimised their sites. In social media the organisation also creates interesting and creative contents so that they can keep their content attractive and engaging (Becker-Leifhold and Iran, 2018). These strategies have helped the organisation to become one of the best luxury fashion organisation in the world. 
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