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The Company
Chanel S.A. is a high fashion house that specializes in haute

couture and ready-to-wear clothes, luxury goods and fashion
accessories. The House of Chanel is known for the "little black
dress", the perfume No. 5 de Chanel, and the Chanel Suit. Coco
Chanel revolutionized fashion — high fashion (haute couture) and
everyday fashion (prêt-à-porter) — by replacing structured-
silhouettes, based upon the corset and the bodice, with garments
that were functional and at the same time flattering to the
woman’s figure.
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” Luxury must be comfortable, otherwise it is not luxury ” – Coco Chanel
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Planning and 
organization of the 
retailer
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Mission,	vision,	philosophy,	objectives	
Mission 

Be the ultimate house of luxury, 
defining style, and creating desire, 
now and forever.

Vision 
Fashion to be functional 

Philosophy And Attitude 
Fashion changes but style endures, and 
simplicity is the keynote of all true elegance. 

Values 
• Elegance
• Luxury,
• Exceedingly good quality
• Attention to the details
• “Less is more” approach 

Objectives
• Keep long-term vision, and investment position
• Keep rarity, and exclusivity position 
• Attract younger audience
• Promote more Ready-to-wear collections
• Promote only new collections

5



P a g e 6Key Leaders
Gabriela “Coco” Chanel – founder and icon;

Karl Otto Lagerfeld – head of designer and creative director

Alain Wertheimer – co-owner 

Gérard Wertheimer – co-owner

à The two Wertheimer brothers are grandsons of Pierre Wertheimer, 
Coco’s business partner in the early 20’s
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1910:	
’’Chanel	

Models’’	on	
the	31	
Cambon	

Street,	Paris

1913:	Jersey	
garments
collection

1915:	
1st	couture	
collection	
and	1st	
couture	

boutique	in	
Biarritz

1921:	
’’Chanel	
No.5’’	by	
Ernest	
Beaux

1922:	
Partnership
with Pierre	
Wertheimer

1931:	
Hollywood	
Cooperation
requested
by	Samuel	
Goldwyn

1937:	
5	boutiques	
in	Paris	and	
prêt-à-
porter	

collection
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1939-1945:	
Out	of	5	
boutiques,	
only the	one	
in	Cambon	
street

remained

1944:	
Coco	was
arrested for	
collaboration	
with the	Nazis	
and	sent	in	
exile	to	

Switzerland

1954:	
Re-opening of	
the	’’Couture	

House’’

1955:	
Launching of	
the	iconic
Chanel	2.55	
quilted
handbag

1957:	
Creation
of	the	

legendary
two-tone
slingback
shoe

1960:	
’’The	House	
of	Chanel’’	
was wore by	
Elizabeth	
Taylor,	

Jane	Fonda,	
Jackie	

Kennedy,	
Grace	Kelly,	
Jeanne	
Moreau

1971:	
Death of	
Gabrielle	
Chanel	

(at the	age of	
87)
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1971: Yvonne Dudel, Jean Cazaubon and Philippe Guibourgé

1974: Alain Wertheimer assumed control of Chanel S.A.

1978: The House of Chanel expands with its 1st Ready-to-Wear 
collection and the worlwide distribution of accessories

1983: Karl Lagerfeld as Creative Director for Chanel Fashion, 
designer of all Haute Couture, Ready-to-Wear and Accessory 
collections

1987: 1st line of Chanel Watches and since then new fragrances, 
beauty products, jewerly and clothes.
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Marilyn Monroe for Chanel in 1955

Audrey Tautou for Chanel in 2009
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Social	Media	and	Web	Presence	
Official website 
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Analysis	of	obtained	information	
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Analysis of the 
Retailer
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Retail Image of the Company

Focus on personal and visual 
experiences

VIP service

Ready-to-wear
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Sessions of training program:

Presentation of the company and 
products

Rules and policies

Sales techniques

Information about company 
expectations and rules 
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2014– Accusation of poor working conditions 
in a Chinese Factory

2015 – Violations of California wage and labor 
law

2016 – Accusation of the use of natural fur

No community engagement in North America

Never replied any criticism

Lowest rank in sustainability 
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Brand’s name on top

Exterior:

Big shop window with 
mannequins

Small shop windows with bags
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Chic atmosphere

Good illumination

Chanel No 5 smell

Black & white colors

Logo in the carpet

Interior:
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First room:
accessories and  cashier

Second room:
latest clothes collection
shoes and fragrances

Layout:
simple and gridiron
two  connected rectangles
two doors in different directions
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Layout:
Counters and Fixtures
Linear Design
Vertical and Horizontal aisles
Efficient use of space
Simple and predictable to navigate
Brand’s Identity
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Loss Prevention Programs:

Chanel is a private, independent company: Information is not disclosed to public;

Chanel’s Website - CAREERS section: Loss Prevention Programs:

Internal (Employee) Theft: is the largest contributor to loss for most retailers, regardless of size or 
segment.

External Theft: is often caused by shoplifting, break-ins, robberies or other acts by outside sources.
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Chanel’s return policy is quite simple: 15 days from day of purchase to exchange, no
refunds.

Store Promotion
Chanel does not promote the store as much as their products;
New store opening: Big party with celebrity ambassadors, Media coverage;
New collection at store: Invitation letters are sent to loyal, regular customers.
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Conclusion

S W

O T

Strength:
high quality
one of few high-end 

luxury brand
online sales

Opportunity:
products for retired 

citizens
invest in public 

relations

Threats:
revenue and profit 

down
increased competition
closed distribution
ethical accusations

WeaknessWeakness:
low income    
expenses on              

advertising
sales are limited


