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[bookmark: _Toc237448775]SECTION 1 – INTERNATIONAL MARKETING ANALYSIS
[bookmark: _Toc237448776]1. Introduction
[bookmark: _Toc237448777]1.1 Background to Chanel
Chanel is a globally recognised French luxury fashion house whose identity is strongly associated with heritage, creativity, craftsmanship and exclusivity. Founded by Gabrielle Chanel, the Maison established its couture house in 1915 and has continued to develop a distinctive luxury proposition based on design excellence and sophisticated customer experiences (Chanel, 2026). Its haute couture remains centred in Paris, reinforcing the importance of French heritage within the brand’s international positioning. Chanel’s global presence makes it an appropriate case for examining how a luxury brand balances global brand consistency with adaptation to different cultural and market environments.
[image: Chanel - Wikipedia]
[bookmark: _Toc237448778]1.2 Purpose and Scope of the Report
This report comparatively examines Chanel’s international marketing strategies in France and Japan, representing its home and host markets respectively. The analysis evaluates the macro-environments of both countries using PESTEL and compares their cultural characteristics using Hofstede’s cultural dimensions. It subsequently examines Chanel’s Segmentation, Targeting and Positioning (STP) and the 7Ps international marketing mix, considering how cultural and economic differences influence strategic decisions. Japan is selected for detailed evaluation of Chanel’s market-entry strategy because the country represents an important luxury market and Chanel maintains an established retail presence across Japanese locations, including Tokyo.
[bookmark: _Toc237448779]1.3 Report Structure
The report first compares the French and Japanese market environments before evaluating Chanel’s STP and 7Ps strategies. It then critically examines Chanel’s market-entry strategy in Japan and evaluates relevant ethical issues associated with its marketing mix. Finally, evidence-based recommendations are proposed to strengthen Chanel’s future international marketing strategy, followed by a reflective account using Gibbs’ Reflective Cycle.
[bookmark: _Toc237448780]2. Comparative Market Analysis: France and Japan
[bookmark: _Toc237448781]2.1 PESTEL Analysis of France
France represents Chanel's home market and provides a strong institutional and cultural environment for luxury fashion (Dupont, 2025). Politically and legally, France operates within the EU regulatory framework, creating strong requirements concerning consumer protection, competition, product information and environmental responsibility. These regulations can increase compliance costs but also support consumer trust and reinforce the credibility of established luxury brands. Economically, the French market benefits from its established luxury ecosystem, although slower economic growth and inflationary pressures can constrain discretionary spending. The European Commission Forecasts French GDP growth of only 0.8% in 2026, indicating a relatively subdued economic environment (EU, 2026). 
Socially, France provides Chanel with a major advantage because fashion, craftsmanship and luxury heritage are strongly embedded within the country's international identity (Calara, 2026). Recent EY research indicates that French luxury consumers place particularly strong importance on product quality and craftsmanship, with two-thirds identifying quality as their main motivation for luxury purchases. This supports Chanel's emphasis on heritage, craftsmanship and exclusivity. Technological developments in e-commerce, digital communication and personalised customer experiences create opportunities to extend luxury engagement beyond physical boutiques. Environmentally, however, luxury fashion faces increasing pressure to reduce its ecological footprint. Chanel has responded by investing in circularity, repair and restoration services through initiatives such as CHANEL & moi, which are designed to extend product lifecycles (Stern, 2023). 
[bookmark: _Toc237448782]2.2 PESTEL Analysis of Japan
Japan provides Chanel with a sophisticated host market characterised by strong purchasing power, established luxury consumption and high expectations regarding product and service quality. Politically and legally, Japan provides a relatively stable operating environment, although foreign luxury businesses must comply with domestic consumer, employment, taxation, advertising and product-related regulations (Bauer, 2026). Such requirements may create administrative complexity but also protect consumers and support a trustworthy luxury retail environment.
Economically, Japan remains strategically relevant because of its developed consumer market and established demand for international luxury brands. However, economic uncertainty and fluctuations in currency values can influence the affordability of imported luxury products and tourist purchases (Narula, 2020). Socially, Japanese consumers can place considerable emphasis on quality, reliability, aesthetics and service excellence. This creates an opportunity for Chanel because its controlled retail environment and emphasis on craftsmanship can align closely with these expectations. Technological development also creates opportunities through digital retail, social media and omnichannel customer experiences, although Chanel must preserve the exclusivity associated with physical luxury boutiques (Drettmann, 2020).
Environmental expectations represent both an opportunity and a threat. Consumers and regulators increasingly expect fashion companies to demonstrate responsible production and resource management (Thorisdottir and Johannsdottir, 2020). Chanel's global sustainability strategy includes restoring nature, protecting the climate and investing in circularity, while its Japanese operations communicate these commitments locally. Therefore, sustainability can strengthen Chanel's reputation, but failure to demonstrate credible environmental progress could create reputational risks.
[bookmark: _Toc237448783]2.3 Comparative PESTEL Evaluation: Opportunities, Threats and Implications for Chanel
The comparison indicates that France provides Chanel with heritage, authenticity and a strong luxury ecosystem, whereas Japan provides an attractive sophisticated consumer market with strong appreciation for quality and premium experiences. The principal opportunity in France is therefore to leverage Chanel's French identity and craftsmanship, while Japan offers opportunities to deepen luxury engagement through highly personalised retail and culturally appropriate customer experiences.
However, both markets present different threats. France faces relatively weak economic growth and increasing regulatory and environmental pressures, while Japan presents challenges associated with economic uncertainty, currency movements and the need for careful cultural adaptation. Consequently, Chanel should avoid complete standardisation. Its core brand identity, craftsmanship and exclusivity should remain globally consistent, while communication, customer experience and selected marketing activities should be adapted to Japanese expectations.
This balance is particularly important because Chanel's sustainability agenda already emphasises climate action, circularity and responsible relationships with people and supply chains. Thus, sustainability should be treated not only as a compliance requirement but also as a strategic opportunity to strengthen long-term luxury credibility in both markets.
[bookmark: _Toc237448784]2.4 Hofstede Cultural Comparison: France and Japan
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Figure 1: Hofsede comparison between France and Japan
(Source: Čirjevskis, 2021)
Hofstede’s cultural dimensions highlight important similarities and differences that can influence Chanel’s international marketing strategy in France and Japan. The data show that France scores higher in Power Distance (68), Individualism (71) and Indulgence (48), whereas Japan records substantially higher scores for Masculinity (95), Long-Term Orientation (88) and Uncertainty Avoidance (92). The most significant difference is therefore Masculinity, followed by Individualism and Long-Term Orientation (Čirjevskis, 2021).
France’s higher Individualism score suggests that Chanel can emphasise personal identity, self-expression and individual creativity when communicating with French consumers. The brand’s French heritage, artistic identity and distinctive designs can therefore remain central to its positioning. In contrast, Japan’s much higher Masculinity score creates an opportunity to emphasise excellence, achievement, craftsmanship and superior quality, strengthening the functional and symbolic value of Chanel’s luxury proposition. The high Uncertainty Avoidance scores in both countries, 86 in France and 92 in Japan that represent an important cultural similarity. Chanel can therefore maintain consistent emphasis on quality, reliability, authenticity and controlled customer experiences across both markets. Japan's higher Long-Term Orientation also provides an opportunity to communicate product longevity, timeless design and enduring craftsmanship.
The findings suggest that Chanel should pursue selective cultural adaptation rather than complete standardisation. Its core identity, French heritage, craftsmanship, exclusivity and premium positioning should remain consistent, while communication and customer experience should reflect local cultural expectations. Thus, France can place greater emphasis on individual expression and heritage, whereas Japan can emphasise quality, achievement, longevity and service excellence. This approach allows Chanel to preserve global brand equity while achieving stronger local relevance.
[bookmark: _Toc237448785]3. Comparative STP Strategy: France and Japan
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[bookmark: _Toc237448786]3.1 Segmentation
Chanel applies a differentiated segmentation approach across France and Japan while maintaining a consistent global luxury identity. In France, segmentation is strongly influenced by Chanel's heritage, craftsmanship and established luxury positioning. The principal segments include affluent consumers, established luxury-fashion customers, fashion-conscious younger consumers and international visitors seeking authentic French luxury. This positioning is supported by Chanel's continued emphasis on French savoir-faire; its Métiers d'art collections specifically celebrate French craftsmanship and specialist artisan skills. Consequently, French consumers can be segmented not only by income but also by their appreciation of heritage, craftsmanship, creativity and cultural authenticity.
In Japan, segmentation can be more strongly associated with consumers seeking premium quality, exclusivity, sophisticated design and highly personalised service. Chanel's Japanese retail network demonstrates this focus, with boutiques across major luxury locations and services designed around personalised customer experiences. For example, Chanel's Ginza boutique provides fashion, handbags, watches and fine jewellery alongside appointment-based services and CHANEL & moi after-sales care. 
The key difference is therefore that France offers Chanel an opportunity to leverage heritage-based segmentation, whereas Japan provides opportunities to target consumers through premium experience, quality and personalised luxury service. However, both markets contain affluent and younger luxury consumers, meaning that Chanel should retain common global segments while adapting the communication and experience delivered to each market.
[bookmark: _Toc237448787]3.2 Targeting
In France, Chanel's targeting strategy can focus on high-income consumers and luxury customers who value authenticity, fashion heritage and craftsmanship. The brand's Parisian origins provide a strong competitive advantage because French consumers can associate the brand directly with the country's luxury and fashion heritage. Chanel's Haute Couture remains centred at 31 Rue Cambon in Paris, reinforcing this connection between the brand and its French origins. 
In Japan, Chanel can target affluent and quality-conscious consumers who value exclusivity, reliability and sophisticated service. Its extensive Japanese boutique network enables Chanel to reach consumers in premium retail environments, while personalised appointments and Fashion Advisor services support a high-involvement purchasing process. Chanel currently lists 68 boutiques in Japan, demonstrating the importance of the Japanese market to its international retail strategy. 
Therefore, the targeting strategy should not be completely standardised. France should emphasise authenticity and heritage, while Japan should place greater emphasis on personalised experience, service excellence and exclusivity. This adaptation allows Chanel to respond to different consumer expectations without weakening its global identity.
[bookmark: _Toc237448788]3.3 Positioning
Chanel's fundamental positioning remains consistent in both markets: it represents premium French luxury, craftsmanship, creativity, exclusivity and timeless style (Chau and Rangaraju, 2023). However, the way this positioning creates value can differ according to market context. In France, Chanel can position itself through its historical association with Parisian fashion and French craftsmanship. This is particularly powerful because the brand's Haute Couture heritage is physically and symbolically connected to Paris. Chanel describes Haute Couture as the foundation of the Maison and emphasises the expertise of its ateliers and artisans. 
In Japan, the same core positioning can be translated into an emphasis on quality, exclusivity, detailed service and an exceptional retail experience (Welté et al., 2022). Chanel's Japanese boutiques offer personalised welcomes, appointments and after-sales services such as CHANEL & moi, demonstrating that the brand's positioning extends beyond the physical product to the complete luxury experience. 
It has been critically analysed that the comparison indicates that Chanel should pursue a “global brand, local experience” approach. Standardising its heritage, craftsmanship, visual identity and exclusivity protects brand equity, while adapting segmentation, targeting communication and customer experience to Japanese expectations creates stronger local relevance. The main opportunity in France is to deepen the value of authentic French heritage, whereas Japan offers an opportunity to strengthen personalised luxury experiences. The principal threat is excessive adaptation, which could dilute Chanel's distinctive identity. Therefore, selective adaptation rather than complete standardisation provides the most appropriate STP strategy for Chanel across the two markets.
[bookmark: _Toc237448789]4. Comparative International Marketing Mix: 7Ps
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[bookmark: _Toc237448790]4.1 Product
Chanel's product strategy is largely standardised across France and Japan because its competitive advantage depends heavily on a consistent global luxury identity. Its portfolio includes ready-to-wear, handbags, small leather goods, shoes, accessories, watches, fine jewellery, fragrance and beauty. Chanel's Japanese website demonstrates the breadth of its current product portfolio, including fashion, handbags, watches, fine jewellery, eyewear and beauty categories (Kou, 2024). 
In France, products benefit from strong associations with French heritage, Parisian fashion and craftsmanship (Belfanti, 2023). The brand can therefore emphasise authenticity and the historical significance of its creations. In Japan, the core products remain consistent, but the presentation and customer experience can be adapted to local expectations of quality and refinement. Chanel's Ginza boutique, for example, provides fashion, handbags, watches and fine jewellery alongside personalised Fashion Advisor services. Thus, Chanel follows product standardisation with selective local adaptation, protecting global brand equity while adjusting the experience surrounding the product.
[bookmark: _Toc237448791]4.2 Price
Price is a fundamental element of Chanel's luxury positioning in both markets. Rather than competing primarily on affordability, the brand uses premium pricing to reinforce exclusivity, prestige, perceived quality and symbolic value. Maintaining a high-price position also helps differentiate Chanel from mass-market fashion brands and protects its luxury status (İÇKE, 2025). In France, premium pricing is supported by Chanel's association with French craftsmanship, heritage and authenticity. In Japan, premium prices can similarly communicate exclusivity and superior quality, although currency fluctuations and differences in purchasing power can influence consumer perceptions of affordability.
The strategic challenge is therefore to maintain sufficient consistency in global luxury pricing while recognising local economic conditions. Excessive price adaptation could weaken Chanel's prestige and encourage cross-market price comparisons. Consequently, Chanel should prioritise brand value and exclusivity over price competition, while carefully managing currency and market-specific pricing conditions (Ugwuoju, 2025).
[bookmark: _Toc237448792]4.3 Place
Chanel's distribution strategy prioritises controlled and prestigious locations rather than widespread mass distribution (Gu, 2025). This supports scarcity and allows the company to control the complete customer experience. In France, Paris is particularly important because locations such as Rue Cambon and Place Vendôme connect the brand's physical presence with its heritage. Chanel's official Paris store information identifies multiple boutiques covering fashion, watches, fine jewellery, fragrance and beauty. 
Japan similarly uses strategically positioned luxury locations. The Ginza flagship provides multiple floors dedicated to fashion, handbags, shoes, watches and fine jewellery, while also incorporating CHANEL NEXUS HALL and a CHANEL & moi after-sales atelier. The comparison indicates that Chanel standardises its principle of selective distribution but localises its physical execution. France benefits from heritage-led locations, whereas Japan combines luxury retail with highly developed experiential services. This strengthens brand control and reduces the risk of over-distribution.
[bookmark: _Toc237448793]4.4 Promotion
Chanel's promotional strategy is based on storytelling, heritage, visual identity, fashion communication, celebrity associations and digital engagement rather than conventional price-led advertising. In France, promotional communication can strongly emphasise Gabrielle Chanel's legacy, Parisian heritage, craftsmanship and the cultural significance of the Maison (Liu, 2024). This provides authenticity and differentiates Chanel from international luxury competitors. In Japan, the same global visual identity can be maintained while communication and customer engagement are adapted to local expectations. Chanel's Japanese digital presence currently promotes fashion collections, handbags, haute couture, fragrance, beauty, watches and fine jewellery, demonstrating the integration of digital communication across product categories. 
The opportunity for Japan is particularly strong in combining digital storytelling with physical luxury experiences. For example, the Ginza location includes CHANEL NEXUS HALL, which hosts exhibitions, concerts and cultural programmes, extending the brand experience beyond conventional retail (Chanel, 2026a). Therefore, Chanel should standardise its distinctive visual identity and heritage narrative but adapt content, cultural references and engagement mechanisms to each market. This represents a balance between global consistency and cultural responsiveness.
[bookmark: _Toc237448794]4.5 People
People are particularly important to Chanel because luxury value is created not only through the product but also through interactions between customers and brand representatives. In France, Fashion Advisors can communicate Chanel's heritage, craftsmanship and product expertise while reinforcing the prestige of the Maison (Barrère, 2021). In Japan, the importance of personalised service is particularly visible in Chanel's boutique model. The Ginza boutique promotes a personalised welcome through Fashion Advisors and provides appointment-based services. Similar personalised service is offered at other Japanese locations, including Mitsukoshi Ginza. 
This suggests that Chanel's employee training and luxury-service standards should remain globally consistent, while interpersonal delivery should reflect local cultural expectations. Japanese operations therefore provide an opportunity to strengthen personalised hospitality, while French boutiques can continue leveraging heritage and specialist product knowledge (Sasaki et al., 2021).
[bookmark: _Toc237448795]4.6 Process
Chanel's process strategy focuses on creating a controlled, seamless and highly personalised purchasing journey. In France, customers can engage with the brand through boutiques, appointments and specialist services, allowing Chanel to maintain control over product presentation and customer relationships. Japan demonstrates a particularly developed service process (Boustani and Zielinski, 2023). Chanel's Japanese boutiques offer appointments, Fashion Advisor assistance and CHANEL & moi services covering care, repair and alterations. These services extend the relationship beyond the initial purchase and encourage long-term customer engagement.
A significant strategic implication is that Chanel should avoid treating the purchase as a simple transaction (Vas, 2025). Instead, the process should reinforce exclusivity, personalisation and relationship development. Standardised service principles can protect the Chanel experience globally, while Japanese implementation can place greater emphasis on detailed hospitality and after-sales support.
[bookmark: _Toc237448796]4.7 Physical Evidence
Physical evidence is crucial because customers experience luxury through the visual and sensory environment surrounding the product. In France, Chanel's prestigious Paris locations reinforce associations with heritage, craftsmanship and French luxury (Debenedetti, 2021). The 18 Place Vendôme location, for example, combines a flagship boutique with creation studios, a High Jewellery workshop and the brand's heritage activities. 
In Japan, physical evidence is similarly used to communicate exclusivity and sophistication. The Ginza boutique incorporates multiple floors, Chanel products, cultural programming and a dedicated CHANEL & moi atelier (Chanel, 2026a). Therefore, the physical environment is standardised around luxury but adapted through location-specific experiences.
It has been critically analysed that Chanel demonstrates a high degree of standardisation in its core luxury proposition, particularly its products, premium pricing principles, visual identity and brand heritage. However, France and Japan differ in the execution of place, people, process and promotion. France primarily leverages heritage and authenticity, while Japan provides greater emphasis on personalised service, experiential retail and long-term customer relationships. This selective adaptation enables Chanel to maintain global brand equity while responding to local market expectations. 
[bookmark: _Toc237448797]5. Market Entry Strategy: Chanel in Japan
[bookmark: _Toc237448798]5.1 Chanel's Entry into Japan
Japan has been an established international market for Chanel for several decades. Chanel's official Japanese information records that CHANEL GINZA NAMIKI opened in 1994 as the Maison's first street-level boutique in Japan, followed by the opening of the large-scale CHANEL GINZA boutique in 2004 (Chanel, 2026a). This demonstrates a long-term commitment to the Japanese market rather than a short-term export approach. The development of strategically located boutiques has enabled Chanel to maintain direct control over how its products, brand identity and customer experience are presented.
[bookmark: _Toc237448799]5.2 Entry Mode and Strategic Approach
Chanel's Japanese expansion can be interpreted as a high-control internationalisation approach centred on direct luxury retail and controlled distribution. This is particularly appropriate for a luxury brand because excessive reliance on independent intermediaries could reduce control over pricing, product presentation, customer service and brand exclusivity. Chanel's current Japanese operations demonstrate this controlled approach through dedicated boutiques, Fashion Advisors and appointment-based services. The Ginza boutique provides personalised customer experiences and offers Chanel's own repair and maintenance service, CHANEL & moi, demonstrating control across both the purchase and post-purchase experience. 
This strategy also fits Japan's luxury environment. Industry evidence indicates that Japanese luxury consumers have historically shown a strong preference for physical, experience-led luxury retail, making Chanel's offline-oriented strategy strategically relevant. 
[bookmark: _Toc237448800]5.3 Why This Strategy Was Appropriate
A high-control approach allows Chanel to protect its brand equity, exclusivity, quality standards and intellectual property (Janssens and Lavanga, 2020). Directly managed luxury boutiques enable the company to control the physical environment and deliver consistent service standards. This is particularly important because Chanel's competitive advantage depends not only on its products but also on the complete luxury experience. In Japan, the Ginza flagship combines retail with cultural programming through CHANEL NEXUS HALL and dedicated product-care facilities, strengthening experiential differentiation. 
It has been critically analysed that the strategy has significant advantages because greater control supports consistent luxury positioning and reduces the risk of inconsistent intermediary practices. It also allows Chanel to develop long-term relationships with Japanese consumers. However, direct retail expansion requires substantial investment in premium locations, employees, service infrastructure and brand experience. Therefore, the approach can increase operating costs and may limit rapid geographical expansion. Overall, however, the high-control approach is strategically appropriate for Chanel because the benefits of protecting exclusivity and customer experience are likely to outweigh the additional costs in a mature luxury market such as Japan.
[bookmark: _Toc237448801]6. Ethical Issues in Chanel's Marketing Mix in Japan
[bookmark: _Toc237448802]6.1 Exclusivity and Consumerism
Chanel’s premium pricing, limited availability and highly controlled distribution strengthen exclusivity but also raise ethical questions concerning luxury consumption and social inequality (Dion et al., 2025). In Japan, where Chanel operates through prestigious boutiques and personalised services, luxury marketing can reinforce status-based consumption by associating products with prestige and social distinction. While exclusivity is central to Chanel’s brand equity, excessive emphasis on scarcity and status may encourage unnecessary consumption. Therefore, Chanel should maintain exclusivity while communicating craftsmanship, durability and long-term value rather than purely status-oriented consumption.
[bookmark: _Toc237448803]6.2 Sustainability and Environmental Impact
Environmental sustainability is another significant ethical consideration for Chanel’s Japanese marketing mix. Luxury fashion can create environmental impacts through materials, manufacturing, transportation and packaging. Chanel has committed to achieving net-zero greenhouse-gas emissions across its value chain by 2040 and is investing in circularity and regenerative practices (Chanel, 2026b). Its CHANEL & moi programme provides care, repair and restoration services, supporting longer product lifecycles and reducing the need for premature replacement. However, Chanel must ensure that sustainability claims are transparent and supported by measurable evidence to avoid perceptions of greenwashing.
[bookmark: _Toc237448804]6.3 Supply Chain and Labour Considerations
Ethical responsibility also extends to Chanel’s supply chain. Luxury products depend on skilled workers, raw materials and specialist suppliers, creating responsibilities concerning working conditions, human dignity and traceability (Efunniyi et al., 2024). Chanel states that it focuses on dignity and opportunity across its supply chain and has supported initiatives designed to improve traceability of cosmetics ingredients and packaging. Continued transparency and independent monitoring remain important to demonstrate that ethical standards are consistently maintained.
[bookmark: _Toc237448805]6.4 Overall Ethical Evaluation
Chanel faces a tension between luxury exclusivity and responsible consumption. Its sustainability, repair and supply-chain initiatives demonstrate progress, but ethical credibility depends on implementation and transparent communication. In Japan, Chanel should therefore protect its premium positioning while increasingly linking luxury with durability, repairability, responsible sourcing and environmental accountability. This would allow ethical responsibility to become a source of long-term brand trust rather than merely a promotional message.
[bookmark: _Toc237448806]7. Recommendations for Chanel's Future International Marketing Strategy
[bookmark: _Toc237448807]7.1 Strengthen the Digital Luxury Experience
Chanel should further integrate digital channels with its physical boutique experience in both France and Japan. Rather than using digital platforms mainly for product promotion, the brand should develop personalised digital clienteling, virtual consultations, appointment booking and tailored content for high-value customers. This would strengthen convenience without undermining exclusivity. Chanel already maintains extensive digital product communication across fashion, beauty, watches and jewellery in Japan, providing a foundation for a more integrated omnichannel strategy (Drettmann, 2020). 
[bookmark: _Toc237448808]7.2 Develop Sustainable Luxury and Circularity
Chanel should make sustainability a more visible component of its value proposition while avoiding excessive promotional claims that could create greenwashing concerns. The company has committed to achieving net-zero greenhouse-gas emissions across its value chain by 2040 and is investing in circularity. In particular, expanding services such as CHANEL & moi, which provides care, repair and restoration, can reinforce the concept of timeless luxury by extending product lifecycles. Chanel should communicate measurable sustainability progress transparently to strengthen consumer trust.
[bookmark: _Toc237448809]7.3 Increase Japan-Specific Cultural Engagement
Chanel should maintain its global French identity while increasing cultural adaptation in Japan. The Hofstede analysis identified significant differences between France and Japan, particularly in individualism, masculinity and long-term orientation. Chanel should therefore tailor Japanese communication towards craftsmanship, quality, longevity and personalised service, while retaining its core brand heritage (Guntupalli et al., 2026). Cultural events and experiential initiatives can also deepen engagement without compromising exclusivity.
[bookmark: _Toc237448810]7.4 Protect Exclusivity While Expanding Customer Engagement
Chanel should carefully balance accessibility with scarcity. Expanding digital engagement and customer services should not lead to mass-market positioning. Instead, Chanel should use technology to provide greater personalisation rather than greater mass availability. Its selective distribution, premium pricing and controlled boutique experience should remain central to its competitive positioning. This approach is consistent with Chanel's emphasis on exceptional craftsmanship and long-lasting creations. The recommended strategy is standardised global brand identity combined with selective local adaptation, enabling Chanel to remain culturally relevant in Japan while protecting its distinctive luxury equity.
[bookmark: _Toc237448811]SECTION 2: Reflective Account Using Gibbs' Reflective Cycle
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[bookmark: _Toc237448812]Description
For this assessment, I researched and analysed Chanel's international marketing strategy by comparing its operations and marketing approach in France and Japan. I selected these markets because France represents Chanel's home market and Japan provides a contrasting international luxury market. I used several international marketing frameworks, including PESTEL, Hofstede's cultural dimensions, STP and the 7Ps marketing mix, before examining Chanel's market-entry approach in Japan and relevant ethical issues. I also developed recommendations concerning digital luxury experiences, sustainability, cultural adaptation and maintaining exclusivity.
At the beginning of the task, I approached the assessment mainly as a research and information-gathering exercise. However, as I progressed, I realised that the assessment required considerably more than collecting information about Chanel. I needed to compare the two countries critically and explain what those differences meant for Chanel's strategic decisions. This changed the way I approached the later stages of the work.
[bookmark: _Toc237448813]Feelings
Initially, I felt reasonably confident because Chanel is a familiar global luxury brand and I expected information about the company to be easy to find. However, this confidence reduced when I started comparing France and Japan. I quickly realised that finding information was not the most difficult part; understanding how the information affected Chanel's international marketing decisions was more challenging. I sometimes felt overwhelmed because there was a large amount of information available about Chanel, luxury fashion and the two countries, but not all of it was equally relevant to the assessment.
I particularly struggled when using Hofstede's framework. At first, I found myself concentrating too much on the numerical differences between France and Japan. I initially thought that simply reporting that Japan scored higher on masculinity or long-term orientation would demonstrate analysis. As I worked through the section, I became frustrated because I could see that this was descriptive rather than reflective or analytical. I eventually started asking myself, “What does this difference actually mean for Chanel's marketing?” This question helped me connect cultural theory with practical marketing decisions.
I also felt more engaged when analysing the 7Ps. I found it interesting that Chanel could maintain the same luxury identity while adapting aspects of its customer experience. This made me realise that international marketing is not necessarily about choosing between complete standardisation and complete adaptation.
[bookmark: _Toc237448814]Evaluation
One positive aspect of my experience was that the frameworks provided a clear structure for my research. PESTEL helped me understand the broader environments in France and Japan, while Hofstede helped me recognise that consumers in different countries may respond differently to similar marketing strategies. STP and the 7Ps then allowed me to connect these environmental differences with practical marketing decisions.
I also found that using official company information alongside academic and industry sources improved the credibility of my analysis. The assessment specification itself expects engagement with a wide range of credible literature and recommends approximately 10–15 references, including current academic, governmental and industry material. 
[bookmark: _Toc237448815]Analysis
The most important learning from this experience was that international marketing analysis requires interpretation rather than information accumulation. Before completing this assessment, I tended to think that a strong report mainly depended on finding sufficient information. Through this experience, I realised that the value of research comes from how effectively evidence is connected to theory and then applied to a real organisation.
For example, Hofstede's analysis changed my understanding of cultural differences. When I first looked at the scores for France and Japan, I mainly viewed them as numerical differences. However, analysing their implications for Chanel helped me understand the practical importance of culture. France's higher individualism can support communication around personal expression and creativity, whereas Japan's higher masculinity and long-term orientation can provide opportunities to emphasise excellence, craftsmanship and enduring value. I therefore began to see cultural frameworks as decision-making tools rather than simply theoretical models.
The 7Ps analysis produced another important learning experience. I initially assumed that Chanel would need to adapt most of its marketing mix substantially in Japan. However, the research showed me that a luxury brand can maintain a highly consistent core identity while selectively adapting the customer experience. Chanel's controlled boutiques, personalised services and repair initiatives demonstrated how the brand can preserve exclusivity while responding to local expectations.
I also became more aware of the difference between description and critical analysis. Earlier in my research, I often wrote statements such as “Japan has a high uncertainty avoidance score”. I then realised that the more useful question was how this cultural characteristic could influence Chanel's service quality, communication and customer experience. This shift improved my confidence because I felt that I was no longer simply repeating information but actually interpreting it.
Most importantly, the research made me more conscious of ethical dimensions within luxury marketing. I initially viewed Chanel's exclusivity mainly as a competitive advantage. However, examining consumerism, sustainability and supply-chain responsibility made me recognise that luxury positioning can also create ethical tensions. I now understand that successful international marketing should consider not only commercial performance but also wider stakeholder expectations.
[bookmark: _Toc237448816]Conclusion
Overall, this assessment significantly changed my understanding of international marketing. I learned that effective international strategy requires a balance between global consistency and local responsiveness. Chanel's French heritage, craftsmanship, exclusivity and premium positioning need to remain recognisable across markets, but the way these values are communicated and experienced may need to reflect cultural differences.
I also learned that frameworks such as PESTEL, Hofstede, STP and the 7Ps are most useful when they are connected rather than treated as separate exercises. If I completed the task again, I would begin by creating a research matrix linking every framework to a specific strategic question. This would reduce unnecessary research and help me move more quickly from evidence to evaluation.
[bookmark: _Toc237448817]Action Plan
My main improvement will be to develop a more systematic and measurable research process. Rather than simply setting a general goal to “research better”, I will use SMART objectives because SMART planning requires objectives to be specific, measurable, achievable, relevant and time-bound. 
	SMART Objective
	Specific Action
	Measurement
	Time-bound

	Improve source evaluation
	Assess the relevance, credibility, date and purpose of every source before using it.
	Use a research matrix for 100% of sources.
	From the next assignment and throughout the research stage.

	Strengthen critical analysis
	For every major piece of evidence, identify the implication for the organisation rather than only describing it.
	Include at least one clear analytical implication for every major framework section.
	Before completing the first draft of the next assignment.

	Improve framework application
	Practise applying PESTEL, Hofstede, STP and marketing-mix frameworks to real companies.
	Complete one comparative framework exercise per week.
	For the next 6 weeks.

	Improve reflective writing
	Record feelings, difficulties, decisions and learning during major academic tasks.
	Maintain a short reflection log after each major research stage.
	Start immediately and continue for the next semester.


This action plan gives me a clearer way of converting the weaknesses identified during this assessment into measurable improvements. In particular, I want to avoid returning to a purely descriptive writing style. My future objective is to become more confident in making evidence-based judgements, linking theory to practical situations and explaining not only what is happening but also why it matters. This reflection has therefore helped me understand that improvement in academic work requires not only better research, but also greater self-awareness about how I interpret and communicate that research.
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