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Fashion fades, only style remains the same.
—Coco Chanel, Founder of the House of Chanel
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hanel S.A., commonly known as

Chanel, is a Parisian fashion house

founded by the late couturier Coco
Chanel, recognized as one of the most chic
in the haute couture. Specializing in luxury
goods, the Chanel label has become one of
the most recognized names in the luxury and
haute couture fashion industry. According to
Forbes, the privately held House of Chanel
is jointly owned by Alain Wertheimer and
Gerard Wertheimer who
are the grandsons of the
early Chanel partner Pierre
Wertheimer.

The company has had
many high-profile celebrities
as spokes models, including
Catherine Deneuve, Nicole
Kidman, Audrey Tautou,
and most famously, Marilyn



Monroe pictured splashing herself
with a bottle of Chanel No. 5. The
image is certainly the most famous
of all Chanel advertisements, and
continues to be one of the most

popular advertisement photos in

Chanel: A Century of Elegance I
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the history of marketing, used in
countless biographies, and still selling
in large quantities as a poster and art
piece using Marilyn Monroe as the

model.
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essons in durability and
relevance from a near century-
old brand.

We can all think of them: brands
that were once icons and that now
seem more like high street relics
(3&3iF). Flagging, they wait for a
restructure or buyout (4¢4), shadows
of their former selves: Surviving
because of who they were rather than
what they are. Others looked to have
the staggers, only to have picked
themselves up and walked across

water. The truly intriguing though

are the brands that have retained or
even grown their strength with the
fullness of time. Why do some brands
that have been around for decades
continue to captivate us whilst others
that were once considered invincible
have died or lost profile? How do
you avoid redundancy in the attention
economy?

The continuing icon status of
the Chanel brand is no accident—

and there are powerful lessons for

others in why this nearly 100 year




old brand is still a brand of choice for everyone from
worldly rappers looking to name-drop to sophisticated
fashionistas (% 8K A) looking to make a stop-the-

room entrance.
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hanel has remained true to itself. The Chanel
brand understands that the legend of Chanel is
a huge asset that it must jealously protect and
nurture. Chanel has evolved, changed, challenged, and
amazed but it is always unerringly (it % #) Chanel.
~ Those intertwined (2{48) C’s symbolize that—instantly.
| The sight of them is an immediate promise. Pierre
Cardin or Mary Quant—brands that in their time were
also hugely powerful and influential—have not fared so

well.
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One wonders whether consistent private ownership
has played some role in this successful strategy.
Reporting only to themselves, the House’s owners have
perhaps been able to retain their integrity and think
about the long-term in ways that public owned entities,
with their investors’ huge demands for instant growth,
might not have permitted.

Chanel has understood the need to be accessible and
yet specific. One of the great ironies of the Chanel brand
is that it is known by everybody, aspired to by nearly
all, and yet worn and experienced [in its couture (F 1T
#I8f3%) anyway] by very, very few.

By building its reputation, and yet restricting
its clientele, Chanel has continued to cultivate a
mesmerizing mystique and allure in the face of
unrelenting competition. They’ve also understand the
huge power of access points. Even if you can’t afford the
dress or the suit, the cosmetics and fragrance are there
for the asking. That’s because Chanel is, and always has
been very, very clear about its audience. Fads and trends
come and go—and ideas drift in and out of fashion. But
a “classic” brand like Chanel understands that timeless
appeal is much more important than whim.

Unlike others, this company has not succumbed to
“catch all” marketing. The very fact that Chanel is in the
fashion business makes this all the more remarkable,

because they have not let what they do year in, year

Chanel: A Century of Elegance
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out get in the way of defining who

they are and what they believe in the

longer term.
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Chanel has always been about
the detail. Coco Chanel herself
understood that time-proven brands
never take their eye off their image,
and that powerful brand stories
are built on substantiation and
consistency. In Chanel’s case, this
attention to detail is legendary. A true

Chanel jacket, for example, retains
its straight line through a gold chain
stitched into the hem (#814).

At a time when so many
companies are shipping what they
do off-shore, or short-cutting what
makes them unique in the pursuit
of efficiency, there’s a cautionary
tale to be drawn from not losing or
outsourcing what makes you special.
To those that care, the Chanel level of
detail is unmistakable. The detailing
itself may change, but the spirit of
meticulousness (—£ A& MAE) and
the attention to the smallest elements
are never compromised.

Chanel has a powerful story.
Coco Chanel’s humble beginnings
were also a blessing in disguise.
Most of us are aware of the rags to
riches story of Chanel’s life. Born in
lowly circumstances and raised in an

orphanage, Chanel changed her name

CHANEL



