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OZET

Tiiketicilerin geleneksel reklam modellerine kars1 gelistirdigi direng, koklii liiks markalarin1 kendi
kurumsal mitolojilerini iiretebilecekleri Ortiikk ve hikaye odakli mecralara yoneltmistir. Bu
dogrultuda, liks moda endiistrisinin en koklii temsilcilerinden biri olan Chanel markasinin
kurumsal kimlik ingasi, Anne Fontaine tarafindan yonetilen 2009 yapimi Coco Before Chanel
(Coco avant Chanel) filmi retro pazarlama kavrami i¢in mevcut literatiirde 6nemli bir yapit olarak
goriilmektedir. Bu arastirmanin temel amaci, sinema endiistrisinin liiks tiiketim pazarinda bir retro
pazarlama enstriimani olarak nasil konumlandirildigini ve biyografik nitelikteki filmlerin "marka
miras1" (brand heritage) ile "sahicilik" (authenticity) algisini giiniimiiziin yogunluklu tiiketicisi olan
Z kusagr konumundaki hedef kitleye aktarmadaki roliinii ortaya koymaktir. Bu genel amag
dogrultusunda, Coco Before Chanel filmi odak noktasina alinmis ve filmdeki sinematografik
ogelerin Stephen Brown’in (2001) 4S modeli baglammda Oz ve Sadelik, Sembolizm ve K&ken
Bulgusu, Hikaye ve Kurucu Miti Bulgusu (Service, Substance, Symbolism, Story) ¢ercevesindeki
karsiliklar1 aranmistir. Aragtirmada kalitatif arastirma yontemlerinden vaka analizi gergeklestirerek,
fokus grup arastirma teknigi kullanilmistir.

Arastirma sonuglart Coco Before Chanel filmi 6rneginde sinematik anlatilarin koklii liikks markalar
icin etkili bir retro pazarlama araci olarak iglev gordiiglinii ortaya koymustur. Bulgular, filmin
Stephen Brown’in 4S modeli kapsaminda markanin 6ziinii (Substance), sembolik degerlerini
(Symbolism), kurucu hikayesini (Story) ve topluluk/hizmet anlayisini (Service) basariyla
aktardigini gdstermektedir. Ozellikle Z Kusag: tiiketicileri, film araciligiyla Chanel’in tarihsel
mirasini, 6zgiirlesme felsefesini, zamansiz estetik kodlarini ve kurucu mitini daha anlamli ve ¢ekici
bulmus; bu durum markaya yonelik hayranlik, aidiyet ve satin alma istegini giiclendirmistir.
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Sonug olarak sinema, geleneksel reklamlarin 6tesine gecerek litkks markalarin kiiltiirel mirasini geng
kusaklara aktaran, duygusal bag kuran ve marka degerini zamansizlastiran giiclii bir retro pazarlama
mecrasi olarak degerlendirilmistir.

Anahtar Kelimeler: Retro Pazarlama, Sinema, Marka Mirasi, Z kusagi, 4S Modeli, Chanel.

ABSTRACT

The growing resistance of consumers to traditional advertising models has led well-established
luxury brands to seek story-driven and implicit communication channels through which they can
construct and disseminate their own corporate mythologies. In this context, Coco Before Chanel
(2009), directed by Anne Fontaine and portraying the corporate identity formation of Chanel—one
of the most influential brands in the luxury fashion industry—constitutes a significant example of
retro marketing. The primary aim of this study is to examine how cinema functions as a retro
marketing tool within the luxury consumption market and to explore the role of biographical films
in conveying perceptions of brand heritage and authenticity to Generation Z consumers. Adopting a
qualitative case study design, the research employed focus group interviews as the primary data
collection method. The cinematographic elements presented in the film were analyzed within the
framework of Stephen Brown’s (2001) 4S Model, namely Substance, Symbolism, Story, and
Service.

The findings reveal that Coco Before Chanel functions as an effective retro marketing medium for
established luxury brands. The film successfully communicates Chanel’s historical heritage,
philosophy of liberation, symbolic values, and founding narrative to Generation Z consumers,
thereby strengthening admiration for the brand, a sense of belonging, and purchase intention. The
results further demonstrate that cinematic narratives can effectively transmit a brand’s cultural
legacy while fostering emotional engagement among younger audiences. Consequently, cinema can
be regarded as a powerful retro marketing instrument that transcends conventional advertising by
preserving and revitalizing luxury brands’ cultural heritage, establishing emotional connections
with consumers, and reinforcing the timeless value of the brand.

Keywords: Retro Marketing, Cinema, Brand Heritage, Generation Z, 4S Model, Chanel.

U This article is based on the thesis titled “CINEMA AS A RETRO MARKETING TOOL: THE
CASE OF COCO BEFORE CHANEL” conducted under the supervision of Assoc. Prof. Dr. Emel
TOZLU OZTAY at Istanbul Gelisim University, Institute of Graduate Studies, Public Relations and
Promotion Master’s Program.

1. INTRODUCTION

The modern marketing paradigm is undergoing a radical transformation as a result of the
information overload brought about by globalization and digitalization. In the marketplace of our
day, consumers have developed a high level of advertising blindness and cognitive defense
mechanisms against brands’ commercial messages due to the aggressive advertisement
bombardments they are exposed to at all times and through all mediums. And the group in which
this resistance architecture is most clearly and prominently seen is Generation Z consumers, who
were born into the digital world, have the ability to quickly decipher information, and directly reject
conventional propaganda techniques. Reaching this most dynamic, selective, and hardest-to-build-
loyalty segment of the market forces established luxury brands to develop macro-level strategies
that go beyond the limits of the traditional marketing mix (4Ps). At the heart of this strategic pursuit
lie “brand heritage” and “retro marketing” practices, which draw on the brands’ historical roots,
philosophical depth, and past achievements (Brown, 2001). Retro marketing is the art of
reconstructing the aesthetic dignity and nostalgic sense of trust of old times through mixing them
with today’s technological performance standards and the modern consumer habitus.
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However, implementing this strategy through direct commercial advertisements targeting
Generation Z, which is the group with the highest levels of ad resistance, remains methodologically
inadequate. At this point, movies serve as a highly persuasive, implicit retro-marketing medium that
transforms a commercial message into an artistic, cultural, and ideological text, thereby completely
lowering the consumer’s rational defenses (Martland, 2016). Cinematographic narratives transform
brands from static objects in store windows into dynamic mythologies interwoven with the
tragedies, rebellions, and social revolutions of their founders. The primary motivation behind this
study is to understand how established brands preserve their own myths as luxury ceases to be a
luxury and becomes a mass-market consumer good. In this context, this study focuses on the
biographical film Coco Before Chanel (2009), which explores the early life of an icon who
revolutionized fashion and pioneered a shift in the concept of luxury. This study aims to examine
the structural and semantic effects of the historical, sociological, and biographical elements depicted
in the film on Generation Z’s perception of luxury brands, awareness of brand heritage, and
ultimate consumption intentions, within the framework of Stephen Brown’s 4S model (Substance,
Symbolism, Story, Service), thereby to fill the interdisciplinary (cinema and marketing) gap in the
literature.

2. CONCEPTUAL FRAMEWORK: RETRO MARKETING & STEPHEN BROWN'S 4S
MODEL

In postmodern consumer culture, the longing for the past and nostalgia have become strategic
positioning levers for brands. In this context, retro marketing is the discipline of reintroducing
aesthetic codes, iconic symbols, brand stories, and designs of the past by blending them with
today’s technological performance standards and the expectations of modern consumers (Brown,
2001). Stephen Brown (2001) attributes the ability of a retro marketing strategy to create a
successful process of retention and connection in the consumer’s mind to four fundamental
structural components. These components, conceptualized as “Substance,” “Symbolism,” “Story,”
and “Service/Community,” constitute the framework of the “4S Model.”

The biographical film, Coco Before Chanel (2009), employs these four components by blending
them into an artistic whole to implicitly transfer the heritage of established luxury brands into
modern consumer frameworks. In the focus group interviews conducted as part of this research, the
perceptual coding and distribution patterns exhibited by Generation Z participants regarding these
four components have been systematically examined.

2.1. Substance and Simplicity

The first pillar of the model, Substance, argues that a retro brand is not merely a superficial
imitation of the past, but must embody, at its core, a historical quality, a revolutionary philosophy,
and a standard of functional performance (Brown, 2001). In luxury marketing, this element fosters
the sense of “authenticity” that consumers seek in a brand (Beverland, 2005). The historical
elements depicted in the film Coco Before Chanel build this substance through a cinematographic
contrast between the aristocratic and restrictive corset usage in that era and Coco Chanel’s flexible,
comfortable, and simple designs made from jersey fabric.

2.2. Symbolism and Origin

Symbolism in retro marketing refers to the use of iconic and visual symbols to trigger consumers'
brand memories and support their identity formation and pursuit of status (Baudrillard, 1981). The
monochrome (black-and-white) color palette, rendered with aesthetic precision throughout the film,
along with the disciplined lines reminiscent of her years in the orphanage, simple pearl necklaces,
and masculine straw hats, constitute Chanel’s brand schemas (Kardes et al., 2011).
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All of the participants (P1-P12) stated that these visual symbols instantly evoked in them the luxury
market’s highest-level abstract values, such as “elegance,” “exclusivity,” “prestige,” “nobility,” and
“timelessness.” By transforming commercial logos into historical cultural symbols, cinema makes
the brand’s sign value unshakable (McCracken, 1986).

2.3. Story and Origin Myth

The third pillar of the model, Story, involves dramatic narratives and the “Origin Myth” which
humanize the brand, moving it beyond being merely a commercial entity, and evoke feelings of
empathy and friendship in consumers (Herskovitz & Crystal, 2010). The tragic death of Boy Capel,
featured in the film Coco Before Chanel, and the philosophy of mourning and rebellion embodied
by the “Little Black Dress” which emerged from this profound grief represent the cinematic
pinnacle of this component. Cinematic biographies build “Parasocial Interaction” and deep
emotional equity among the audience by depicting the personal tragedies of the founders (Martland,
2016).

2.4. Service and Community

The final component of the model, “Service,” involves positioning the consumer not merely as a
customer, but as a member of an exclusive community that transcends rational boundaries (Cova,
1997). The scenes depicting the first hat shop in Paris, as portrayed in the film, show that, in
contrast to Chanel’s traditional ‘“customer-focused/accommodating” service language, the brand
projected a confident and ““authoritative” persona that educated and guided customers. The majority
of the focus group (P1-P10) argued that this approach, which makes customers feel like members
of an exclusive community (brand community), maximizes their sense of belonging and brand
loyalty. Although some participants (P11, P12) described this structure as “distant and
exclusionary,” in the sociology of luxury consumption, this “unattainability” and elitist barrier serve
as the most strategic lever for boosting a brand’s desirability and abstract value (Beverland, 2006;
Veblen, 1899).

3. METHODOLOGY

This study was designed using qualitative research methodology to decipher the complex, abstract,
and profound world of meaning in the consumer’s mind through the transfer of brand heritage via
cinematic narratives. Qualitative research offers a flexible and powerful paradigm that allows for an
in-depth examination of how individuals make sense of social and cultural phenomena and how
they structure their experiences using symbolic codes (Denzin & Lincoln, 2011). Since the
conceptual focus of the study is based on a single film (Coco Before Chanel) and a single brand
(Chanel), the “Case Study” pattern was adopted from a methodological perspective. Case studies
enable a multifaceted and in-depth analysis of the current phenomenological dimensions within the
real-life context of a bounded system (Yin, 2009).

3.1. Study Group and Sample Selection

When determining the participant pool for the study, the “Purposive Sampling” technique, one of
the non-probability sampling approaches, was used, in accordance with the nature of qualitative
research (Patton, 2015). Purposive sampling serves to select individuals or groups who are the focal
point and can provide the richest, most relevant, and most in-depth information regarding the
research question. In this context, 12 participants who have a minimum level of interest in luxury
consumption culture and brand codes, actively consume cinematic content and digital streaming
platforms, and fall within the Generation Z demographic definition (young adults representing the
core consumer segment of the generation as of 2026) were identified. To ensure that participants
could engage in a homogeneous and open discussion environment and to maximize data quality, the
study was structured around the concept of study groups (Merriam, 2009).
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The participants were coded from K1 to K12 during the analysis process in accordance with ethical
guidelines and listed in accordance with the principle of confidentiality.

3.2. Data Collection Tool and Process

In order to collect the primary data for the study, the “Focus Group Interview” method, which
allows participants to draw on each other’s ideas to create a collective perception map, was
employed. Prior to the interview, participants were shown the biographical film Coco Before
Chanel (2009) in the focus group room, with full concentration. Next, an interactive discussion
process was initiated under the moderator’s guidance, using the “Semi-Structured Focus Group
Questionnaire” developed through a literature review to directly test the theoretical dimensions of
Stephen Brown’s 4S model (Substance, Symbolism, Story, Service) (Stake, 2005). Throughout the
interview, the participants’ verbal statements, facial expressions, and intonations were recorded
using two audio recorders to prevent data loss, and a total of 185 minutes of raw audio data was
obtained at the end of the discussion.

4.2. Research Questions

To ensure that the research could be conducted within a scientific framework in line with its
purpose, the following research questions were identified:

1% Research Question: How do movies serve as a retro marketing platform for Generation Z, which
is the primary consumer group in today’s market for established luxury brands?

2" Research Question: How do the historical and biographical elements featured in the film Coco
Before Chanel tfunction within the context of “Substance and Simplicity” among the Generation Z
target audience, in line with Stephen Brown’s 4S model?

3 Research Question: How do the historical and biographical elements featured in the film Coco
Before Chanel function within the context of “Symbolism and Simplicity” among the Generation Z
target audience, in line with Stephen Brown’s 4S model?

4™ Research Question: How do the historical and biographical elements featured in the film Coco
Before Chanel function within the context of “Story and Origin Myth” among the Generation Z
target audience, in line with Stephen Brown’s 4S model?

5t Research Question: How do the historical and biographical elements featured in the film Coco
Before Chanel function within the context of “Service and Community” among the Generation Z
target audience, in line with Stephen Brown’s 4S model?

4. FINDINGS AND DISCUSSION

The content analysis of data collected from Generation Z focus group participants who watched the
film Coco Before Chanel has revealed that cinematic texts have achieved a macro-level success in
transmitting luxury brand codes that exceeds expectations. The findings are discussed in the
following depth within the framework of the theoretical basis: Findings on the “Substance”
Dimension: The way participants perceive the visual contrast between the scenes in the film
featuring heavy, suffocating traditional corsets that make it difficult even to breathe, and Coco
Chanel’s flexible, masculine, and supremely comfortable clothing designs made from jersey fabric
directly confirms the brand’s philosophical essence. The majority of participants (P1, P3, P6, P10)
interpreted these scenes not merely as a display of luxury, but as “women’s freedom,” “rebellion
against traditional norms,” and a “revolt” against gender roles. This demonstrates just how
flawlessly Grant McCracken’s (1986) Cultural Meaning Transfer Model functions on screen;
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Table 1. Distribution of Participant Perceptions along the Substance/Philosophy Component
Theme Scene/Element Participants’ Views Emerging Theoretical
in the Film Meaning Meaning
Women’s The design of |Pl: " 1 felt how | The Desire for | McCracken's
Freedom traditional restricted women | Liberation Cultural
corsets, were." Meaning
constricting  the | P6: " Corsets Transfer
female body immobilize women." Model
Rebellion Coco's  designs | P3: " I've seen a |Rebellion and | Brand Essence
against inspired by men's | woman trying to break | Transformation
Traditional clothing the rules." P10: " She
Norms rejects the role that the
society  assigns  to
women."

Comfort and | Comfortable P1: " For the first time, | Functionality Brand
Functionality | clothing made of | I have seen luxury | and modernity | philosophy of
jersey fabric being associated with Chanel
comfort." P3: " Style
and comfort can go
hand in hand."
Masculine Trousers and | P6: " It made me think | Questioning of | The Feminist
Design simple cuts that women could be | Gender Norms | Perspective on
Language as free as men." Consumption
Redefinition Simple  designs | P10: " I felt that luxury | A New Concept | Cultural

of the Concept | instead of fancy | isn't about looking | of Luxury Meaning

of Luxury clothes expensive, but about Transfer

being free."
Origin of the | Evolution of | The majority of | Brand heritage | Brand Heritage
Brand’s Coco's Design | participants viewed | and authenticity
Identity Philosophy Chanel not merely as a
fashion brand, but as a
philosophy.

When examined, Table 1 reveals that Generation Z consumers do not interpret the brand’s
revolutionary essence (Substance) in a uniform manner; one group perceives it as a purely
sociopolitical “rebellion,” while another group views it as rational “functionality.” This dual
perspective fully validates the retro philosophy, which blends the spirit of the past with today’s
standards of functionality. Through the film, the brand’s philosophical authenticity is sealed in the
minds of Generation Z (Beverland, 2005). On the other hand, participants such as P2, P4, P5, and
P9, representing the utilitarian nature of this generation, interpreted the situation as a matter of
rational “functionality and everyday comfort.” This dual perspective (rebellion vs. functionality)
fully upholds the principle of balancing the revolutionary aesthetics of the past with today’s
performance standards, as proposed by Stephen Brown (2001) for the Substance dimension.
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Table 2. Distribution of Participant Perceptions along the Symbolism Component

Theme

Symbolic
Element in the
Film

Participants’ Views

Emerging
Perception

Theoretical
Relationship

Black
White
Color
Palette

and

The predominant
black and white
tones throughout
the film

All participants
associated these colors
with Chanel.

Elegance,
nobility,
exclusivity,
timelessness

Baudrillard's
Theory of Sign
Value

Geometric
Window
Patterns

The  geometric
lines on  the
windows of the
Aubazine
Orphanage

Participants ~ viewed
these patterns as a
powerful symbol of
the brand’s origins.

Brand heritage,
authenticity,
historical
origins

Brand
Schemas

Pearl
Necklaces

The plain pearl
necklaces worn

by Coco Chanel

Participants  viewed
this as a low-key form
of luxury.

Prestige,
sophisticated
lifestyle

Cultural
Capital
(Bourdieu)

Straw Hats

Plain and simple-
designed hats

Participants noted that
these accessories
embody the Chanel
aesthetic.

Simplicity,
refinement,
authenticity

Brand Heritage

The Double
C Logo

The
Development
Chanel’s Logo

Historical
of

In particular, P5 and
P9 stated that they
viewed the brand
differently after
discovering the
meaning of the logo.

Strong  brand
recognition,
symbolic value

Baudrillard's
Sign Value

Historical
Narrative

The story of the
origins of
symbols  being

Participants indicated
that they felt closer to
the brand.

Emotional
connection,
brand

Cultural
Capital and
Authenticity

transferred
through film

authenticity

When examined, Table 2 reveals the following findings regarding the Symbolism Dimension: The
interviews explored the connotations of symbols such as the black-and-white color palette
predominantly used throughout the film, the geometric lines filtering through the windows of the
Aubazine orphanage, and the simple yet elegant pearl necklaces and plain straw hats. Without
exception, all participants stated that these visual elements immediately evoked in them a sense of
“elegance,” “prestige,” “nobility,” “exclusivity,” and “timelessness.” In particular, P5 and P9 noted
that these symbols create a “very strong brand memory” and highlighted how brand schemas
become permanent through cinematography. In the context of Jean Baudrillard’s (1981) theory of
“sign value,” the film transforms a commercial logo (the double-C logo) into an artistic cultural
icon. When Generation Z consumers watch the historical origin story behind these symbols, they
develop a desire to consume objects not only for their physical functions but also for the high
cultural capital (Bourdieu, 1984) and symbolic prestige that they embody. As shown in Table 2,
cinematic storytelling creates a strong emotional pull on Generation Z, making the brand
memorable and appealing (Merchant & Rose, 2013). Although the minority group with a rational-
pragmatic orientation (P11, P12) states that these dramatic elements will not influence their
purchasing decisions, they certainly acknowledge the existence of the deep “mystery” and
captivating aura created by the story.
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Table 3. Distribution of Participant Perceptions along the Story Component

Theme

Narrative
Element in the
Film

Participants’ Views

Emerging
Effect

Theoretical
Meaning

Emotional

Breaking Point

The death of Boy
Capel in a traffic
accident

P1: " I really felt bad
for Coco in this scene."
P5: " I could feel her
pain."

Empathy and
affection

Parasocial
Interaction

The Birth of the

Little
Dress

Black

Transformation
of Pain into a
Creative Design

P2: " Once I learned
the story behind the
dress, its meaning
changed." P7: "It
wasn’t an ordinary
design. "

Attributing
symbolic
meaning
the product

to

Cultural
Meaning
Transfers

Humanization

of the Brand

The narration of
Coco's personal
losses

P3: " It makes the
brand appear more
humane." P8: " It’s not
only the story of a
company, but also the
story of real people."

Sincerity and
authenticity

Brand
Sanctification

Building

an

Emotional Bond

Conveying  the
founder’s
struggle

survival

for

P1, P6, and P10 stated
that they felt closer to
the brand.

Emotional
Equity

Brand
Storification

Transformation

of
Perception
Luxury

the
of

Presentation  of
an elite and
exclusive brand
through a
personal

narrative

P5: " The brand feels
warmer now."
P7: " Doesn't seem
unattainable."

Brand
accessibility
and warmth

The Theory of
Authenticity

Creating
Mystery
Allure

and

The personal
stories behind the
designs

P11: " It won't affect
my purchasing
decision, but the story
is compelling." P12: "
The brand seemed
more interesting  to
me."

Mystery and
allure

Brown (2001)

Parasocial
Intimacy

Detailed
narrative
Coco's life

Participants stated that
they felt as though they
knew the founder.

One-sided
emotional
bond

The Parasocial
Intimacy
Theory

When examined, Table 3 reveals that the film’s narrative dimension had a strong emotional impact
on the participants. In particular, the tragic death of Boy Capel and the “Little Black Dress”
narrative that emerged in the wake of this loss have led participants to perceive the brand not
merely as a commercial entity, but as a formation shaped by human experiences and emotions. The
statements of P1, P2, P3, P5, P6, P7, P§, and P10 demonstrate that the brand’s story fosters
sincerity and emotional connection. Participants empathized with the losses that Coco Chanel
suffered and, in the process, developed emotional equity toward the brand. This finding supports
Martland’s (2016) approach to brand sanctification.
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By contextualizing the Chanel brand not only through its products but also through the life story of
its founder, the film enhances the brand’s cultural and emotional value. Furthermore, it appears that
a significant portion of the participants experienced parasocial interaction. Although consumers did
not know Coco Chanel personally, they felt connected to her life’s struggles and developed a one-
sided emotional bond with her. In contrast, participants such as P11 and P12, who took a more
rational approach, stated that the story did not directly influence their purchasing decisions.
However, even these participants acknowledged that the story added mystery, appeal, and cultural
depth to the brand. This demonstrates that storytelling is an important retro-marketing element that
strengthens brand image, even if it does not generate purchasing intent.

Table 4. Distribution of Partici

ant Perceptions along the Service-Community Component

Theme

Scene/Element in
the Film

Participants’ Views

Emerging
Meaning

Theoretical
Meaning

Understanding
of Guided
Service

Coco criticizing
customers' flashy
hats and
suggesting  her
own designs

P1: " It seemed like a brand
that knew what it wanted."
P4: " She had a strong,
guiding  attitude toward
customers."

Authority and
Expertise

Herskovitz &
Crystal (2010)

A Self-
Confident
Brand Identity

Coco
uncompromising
in her approach to
fashion

P2: "Instead of Instead of
adapting to the customer,
she shapes the customer."
P7: " Her self-confidence
makes the brand appealing."

Charismatic
leadership

Brand
Personality

A Brand That
Educates  Its
Customers

Introducing a new
aesthetic concept
to high-end
clients

P5: " It was as if she were
giving her customers a
lesson in fashion " P8&:
"She's teaching them what's
stylish."

Guidance and
Cultural
Leadership

Cultural
Capital

Becoming Part
of the
Community

Chanel customers
becoming an
exclusive group

P3: " People who use this
brand appear to be part of an
exclusive group." P9: " It
fosters a sense of
belonging."

Community
and Linking

Linking Value

Brand Loyalty

The establishment
of a strong bond
between the
customer and the

brand

P1-P10 stated that the brand
fosters a strong sense of
loyalty.

Loyalty  and
Commitment

Brand
Communities

Exclusivity
and Privilege

Chanel's
acceptance of
those who
embrace a
particular sense of
aesthetics

P6: " It doesn't seem like it
appeals to everyone." P10: "
And that makes it even more
special. "

Privilege and

Prestige

The Theory of]
Luxury
Consumption

Distance and
Exclusionism

The selective
approach of the
brand

P11: " I found it a bit
exclusionary." PI12: " It
gives the feeling that not
everyone can be a part of
it."

Unattainability
and Distance

Veblen's
Theory of
Conspicuous
Consumption
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When examined, Table 4 reveals that participants perceive Chanel’s service philosophy as distinct
from the traditional customer-focused service approach. Coco Chanel’s approach of seeking to
transform her customers’ aesthetic preferences rather than simply catering to their demands was
interpreted by participants as a “guiding,” “self-assured,” ‘“authoritative,” and “educational” brand
stance. In particular, the participants K1 through K10 noted that this approach lends the brand
expertise and charisma, transforming customers from mere product buyers into members of an
exclusive community.

This finding supports Herskovitz and Crystal’s (2010) strong brand identity approach. In the film,
Chanel is positioned not as a brand that passively responds to its customers’ desires, but as a
cultural authority that shapes their tastes. Participants stated that this situation increased their
linking value toward the brand and strengthened their brand loyalty. In contrast, P11 and P12
viewed the brand’s selective and guiding attitude as distant and exclusionary. However, even this
critical approach demonstrates that the perception of exclusivity and privilege, one of the
fundamental characteristics of luxury brands, has been successfully conveyed. This finding is
consistent with Thorstein Veblen’s theory of conspicuous consumption. In participants' perceptions,
Chanel is positioned not merely as a brand that sells products, but as a symbolic institution that
opens the door to an exclusive community representing specific values, a lifestyle, and cultural
capital. Thus, by reinforcing the brand’s service and community dimension, the film effectively
conveys Chanel’s legacy as a luxury brand to a new generation of consumers.

5. CONCLUSION AND RECOMMENDATIONS

This study was conducted to examine how biographical cinema functions as a retro marketing tool
in conveying the brand heritage and corporate identity of luxury fashion brands to a new generation
of consumers. Data obtained from focus group interviews conducted as part of this study based on
the film Coco Before Chanel revealed that the film strongly reflects the key dimensions of Brown’s

(2001) Retro Branding Model: Substance, Symbolism, Story, and Service. Findings regarding the
“Substance” dimension revealed that participants clearly perceived the values of freedom,
functionality, and rebellion against traditional norms that form the essence of the Chanel brand. In
particular, the visual narrative presented through the contrast between corsets and jersey fabric
allowed luxury to be interpreted not only as an indicator of economic power or status, but also as a
symbol of individual freedom and social transformation. This finding confirms that McCracken’s
(1986) Cultural Meaning Transfer Model functions effectively through cinematic narratives. In
terms of the Symbolism dimension, the black-and-white color palette, pearl necklaces, plain hats,
and Chanel’s iconic symbols used in the film were associated by participants with the concepts of
elegance, prestige, nobility, and timelessness. The findings indicate that the brand’s symbolic
capital is reproduced not only through its products but also through its cinematographic aesthetics.
This situation is consistent with Baudrillard’s approach to sign value and Bourdieu’s concept of
cultural capital and demonstrates that Chanel has been repositioned as a cultural icon.

Findings regarding the Story Dimension revealed that dramatic narratives, such as the story of Boy
Capel’s death and the origin story of the Little Black Dress, had a powerful emotional impact on
participants. Participants perceived the brand as more sincere, more humane, and more accessible;
by empathizing with the founder, they developed an emotional commitment to the brand. These
results suggest that biographical films are not merely tools for conveying information but can also
enhance brand value by fostering parasocial relationships between consumers and the brand. In
terms of the Service Dimension, Chanel’s customer-guiding, educational approach, which invites
customers to embrace specific aesthetic standards, was viewed very positively by participants. The
majority of participants stated that the brand’s positioning of its customers not merely as consumers
but as members of an exclusive community enhanced their sense of belonging and brand loyalty.
Although some participants found this approach distant and exclusionary, it demonstrates that the
perception of exclusivity and unattainability inherent in luxury brands was successfully conveyed.
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The overall findings of the study reveal that biographical cinema serves not only as a
communication tool for luxury brands, but also as a strategic retro-marketing platform that
reproduces brand heritage, reinforces corporate mythology, and fosters emotional connections with
consumers. In particular, it has been observed that Generation Z consumers, who are often referred
to as “digital natives”, respond more positively to story-based content with cultural depth than to
traditional advertisements. In this context, the film *Coco Before Chanel* may be regarded as a
successful example of corporate storytelling that conveys the historical origins of the Chanel brand
to today’s consumers while also reinforcing the brand’s elements of authenticity, cultural capital,
emotional value, and prestige. In conclusion, the study reveals that biographical films are a
powerful retro-marketing tool for luxury brands and play a significant role in passing on brand
heritage to new generations. Future studies that examine the long-term effects of cinema-based
brand communication by conducting similar analyses on different luxury brands and different
generations will make significant contributions to the literature.

Recommendations for Future Studies

This is a qualitative case study and is limited to a focus group of 12 members of Generation Z. In
future studies, these powerful effects of cinematic narratives on brand heritage could be examined
through comparative analyses across different generations, such as Generations X and Y (in the
context of the distinction between cognitive nostalgia and vicarious nostalgia). Additionally, in
order to test the generalizability of qualitative findings, the structural effects of movies on luxury
brand value, brand loyalty, and purchase intention can also be examined within broader sample
contexts, using quantitative and empirical methods, such as Structural Equation Modeling (SEM).
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