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INTRODUCTION

All businesses seek expansion, and the reason is obvious, increased profit and a strong customer base. And with the expansion of businesses across borders, international marketing has become an integral part of any organisation’s marketing mix. International marketing or global marketing can be understood as an organisation’s marketing activities that take place across borders. International marketing is not different from domestic marketing, it is just an extended form of marketing as the former is done on a global scale.

A new market means serving a new customer base which will expose the organisation to several new challenges. The primary reason that even successful brands have a hard time in markets is because of the cultural changes in the markets. All places have their own culture and environment, and to be successful, organisations must make room for that. Therefore, reading the environment of the new market, realising who your new customer base is, and understanding what their needs and wants are, are the core of a viable international marketing endeavour. 

International marketing is not very different from regular or domestic marketing. It is also a three-step process, realise who your target customer base is, create a demand for your product in the audience, and deliver the product to the target customer. Therefore, international marketing is just regular marketing by an organisation, it is just on an internal scale. But it is crucial to understand that even when the basis of the international marketing is similar to that of domestic marketing, the campaign of international marketing is generally personal and exclusive for each market (Baack et al., 2018). 

Let’s say a fast-food organisation from America wants to venture into Japan. In that case, the company will need to ensure to customise its menu as per the cuisine of the nation, the ingredients present or readily available there and the eating habits of Japanese people. This means, the portion sizes will be smaller and will include various Japanese options. 



The same is the case for the fast fashion brand ZARA. Being a fast fashion brand with a multinational presence, ZARA’s major campaigns are universal, focusing on several exclusive place-oriented marketing strategies. ZARA, without having a monopoly, rules the fast fashion industry internationally. But how does ZARA do it? How does it rule the international market without investing fortunes in the advertisement? What are the marketing strategies which helped ZARA acclaim such massive international fame? How does ZARA behave in different markets? What international marketing strategies are the contributor to the long-lasting success of the brand in all the international markets?

ZARA: A FORWARD-THINKING FASHION FORCE

When in 1975, Amancio Ortega, with Rosalía Mera decided to open a family business in downtown Galicia of northern Spain, he could not name it Zorba as the name was already taken. He eventually named his fashion boutique ZARA, which a few decades later became a cult favourite. In its initial stage, ZARA produced economical replicas of high-end popular fashion and clothing. The products were made keeping the Spanish consumers' likes, dislikes and need in mind. With the positive response to his first store, Ortega eventually opened nine more stores in the top cities of the country (Zara, 2022).
	
Eventually, to manage the production and distribution of the products more efficiently, Inditex was incorporated in 1985 as the holding company of ZARA (Zara, 2022). The main goal was to make instant or fast fashion possible, which meant responding to the market trends of the fashion industry very quickly. What Ortega created was a manufacturing and distribution mechanism that brought the trends from the runway to shelves in an instant, that too with an affordable price tag. 

Though ZARA’s growth in Spain can be termed a “cautious expansion,” Ortega opted for an aggressive approach when capturing the international market. In the next decade, ZARA entered Portugal, New York (USA), Paris (France), Mexico, Greece, Belgium, Sweden, Malta, Cyprus, Norway and Israel. Currently, the brand has around 69,000 stores in more than 85 countries around the globe. It sells around 450 million items annually and has opened around 400 stores on average in the past half-decade. 

Undoubtedly, ZARA today is the biggest retailer in the fast fashion industry globally. Unlike its competitors, ZARA has a “No Ad Policy” and spends around 0.3% on its marketing activities. Despite that, it has clear dominance in its sector and has never suffered a loss throughout the decades. ZARA also has a strict policy against discounting, and 85% of its products are sold on price instead of an industry average of 65-70%.
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Fig- 1: Inditex Total Annual Sales (Source: Statista) (Smith, 2022)

Given its apparent success, ZARA is not only the most significant revenue generator amongst its peers, but also 70% of the total revenue of Inditex is contributed by ZARA, which makes it Inditex’s flagship brand. In the post covid era, when other brands were facing problems increasing prices to cover the increased cost of materials, ZARA raised its price by an average of 10% against a 4.2% of the industry average in new and old markets (Smith, 2022). The trick was simple, ZARA implemented a market-oriented strategy for the various international markets it operates in while staying true to its vision of delivering fast fashion at affordable prices.


HOW DIFFERENT ARE THE UK AND ITALY’S 
FASHION INDUSTRIES?
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Fig- 2: The big four of the fashion industry (Joy. 2014)

Fashion can be highly influenced by the cultural colours of a place. Designers since ever always taken note of the trends of the market when designing a collection for it. What may be considered fashionable in France may not make any sense for the customers in Africa. But with a rise in globalisation and internationalisation, the differences among different markets are decreasing. The same is the case with the fashion industry of the United Kingdom and Italy (Joy, 2014). 

Both London and Milan, the capitals of the United Kingdom and Italy, are part of the Big four of fashion. New York, Paris, London, and Milan, this where the fashion trends are established, which the globe follows (Joy, 2014). 




THE FASHION ON THE STREETS OF ITALY.

[image: ]
Fig- 3: Milan, the fashion capital of Italy (Prada, 2020)

What defines the fashion industry in Italy is the famous saying, "speak English, kiss French, drive German, and dress Italian." Though Italy has been renowned for its top-notch craftsmanship, fitting tailoring, and luxurious designs for more than ten centuries, the global journey of the country’s fashion started in the 20th century, which is somewhat four centuries later than France. The reason is that one of the primary fashion weeks takes place in the city (Prada, 2020). 

Interestingly, the Italian fashion industry is a top producer of fabulous apparel and a massive consumer of the same (Prada, 2020). It is estimated that the consumption in the apparel industry will amount to US$59.02 billion in the year 2023, with women’s apparel alone amounting to US$27.88 billion. The expected annual growth in the sector is forecasted to be at 0.14% from 2023 to 2027. 

It is estimated that the average volume of apparel consumption per person in Italy in 2023 would be 37.7 pieces of garment, and 90% of these would be non-luxurious goods. The reason is simple: fast fashion growth in the streets of Italy. All these factors combined make Italy an excellent market for a global, fast fashion retailer like ZARA. 



WHAT DOES FASHION MEAN IN THE UNITED KINGDOM?

[image: ]
Fig- 4: Vogue’s Best London Fashion Week Street Style (Source: Vogue, 2022)

A fashion capital is defined by the influence of its fashion week on global trends, which has put London on the map as a fashion capital. But long before that, the United Kingdom was still an iconic destination for all things fashion and style. One of the primary reasons for the fashion-forwardness of the land is the diversification of cultures it has witnessed for a long time, with almost barrier-free communication. Being the land of royals has also greatly contributed to the high-end fashion industry. 

The estimated consumption in the United Kingdom’s apparel industry will be around US$85.08 billion in 2023, with women’s apparel alone amounting to US$47.11 billion (Market Research Reports & Consulting | GlobalData UK Ltd., 2021). The expected annual growth of the sector is forecasted to be 3.46% from 2023 to 2027. It is calculated that the average volume of apparel consumption per person in the United Kingdom in 2023 would be almost double that of Italy at 61 pieces of garment, 94% of these being non-luxurious goods. All the more reason for ZARA to invest here.

INTERNATIONAL MARKETING


[image: ]
Fig- 5: Advantages of International Marketing (Jain, 2020)

International marketing is marketing a product or service outside an organisation’s domestic borders. Brands in international markets continuously promote their products in new markets. By moving beyond the boundaries of their local audience, brands can enter into untapped markets.  But when doing so, it is crucial to be sensitive to the environment and needs of the target audience while being quick in responding and improving. 

It is also crucial to note that international marketing goes beyond sales and includes after-sale services. Therefore, it is crucial to dive deeply into the industry's cultural expectations, including the pre-and post-sales expectations of the target customer base (Jain, 2020). In that sense, international marketing is the answer to the following:




How to ensure a responsive and effective after-service experience?
What is the correct way to enter the targeted market?



Are there any communication or cultural barriers? 
If yes, how to overcome those?





ZARA’S MARKETING IN THE UNITED KINGDOM AND ITALY
What is the same? What is different? What is to be done?

The brand has various tricks up its sleeves when it comes to ZARA and its international expansion. Here is a thorough comparative study of various international marketing strategies the brand has opted for in the markets of the United Kingdom and Italy:


SEGMENTATION, TARGETING, AND POSITIONING

Segmentation, targeting, and positioning-based marketing models are excellent for developing a communication solution for the entire marketing endeavour of an organisation. Through the STP marketing model, the organisation ensures that the message delivered is exclusive to and in tune with the needs of the audience receiving (Schlegelmilch, 2022). 

The STP marketing model is an audience-based planning tool. This means, in STP:
· the primary focus is on the audience;
· only planning about the marketing strategy is done, and nothing is implemented.

What happens in an STP Marketing model:STEP 3: POSITIONING
Positioning refers to the positioning of the product in the selected market segment and deciding how will it be introduced and promoted.
STEP 2: TARGETING
Targeting is very important as here the managements decide the actual potential of the various segments and select or reject them on the basis of their commercial viabilities.
STEP 1: SEGMENTATION
Segmentation means dividing the large segments of markets into smaller ones based on their different features and their importance.


















SEGMENTATION IN ZARA
There are at large for segmentation in ZARA’s marketing mix:

· Demographic Segmentation

[image: ]
Fig- 6: Age distribution of ZARA’s customers against the population (Source: Ailon.io)

The demographic segment that ZARA tries to reach is young adults and mid-age adults. More than 35% of the total customer base of ZARA is 21 to 30 years of age. ZARA targets this age group because they are looking for trendy clothes at affordable prices. The products that ZARA markets are straight off from runways and magazines. But because it is fast fashion, they are meant to be worn only a season as the quality though good, is not at par with the luxury brands. The demographic segment of ZARA remains the same irrespective of the country it is dealing in, and the same was the case for the markets of the United Kingdom and Italy. There also ZARA targeted young and mid-age adults who were aged between 21-30 years (Zara customers: age distribution | AIlon Statistics, 2022).





· Geographic Segmentation
ZARA has been an ambitious brand, and after capturing the markets of Spain, it gradually entered Portugal, the US, and Europe and then steadily captured the rest of the world. Today ZARA has stores in around 96 countries, with the most significant number of stores in its home country Spain, with 547 stores in total (Zara (Spain), 2016). What is interesting is that the way ZARA entered each market has been different from the others (Popović-Šević et al., 2021). 

· Behavioural Segmentation
ZARA is typically the brand of more vocal and technologically advanced youth. They are the forward-moving generation who believe in trends and enjoy fast fashion. Despite this, the customer base of ZARA is very loyal and returns to the brand 2x to 3x more than the customer base of its competitors. The primary reason behind this is that ZARA gives them what they want and makes them want what it gives. 

· Psychographic Segmentation
The customer base of ZARA is highly active on various social media platforms (Bera, 2018). Therefore, ZARA has also endeavoured to stay proactive and reactive as the need may be. ZARA currently has around 30 million followers on Facebook, 53.1 million on Instagram and 3.9 million on TikTok, which is a considerable fanbase. The psychographic segmentation of ZARA and its customers is slightly different in the United Kingdom and Italy. The sole reason for it is that there are more internet users in the United Kingdom (92.6%) than in Italy (65%).


TARGETING IN ZARA

Based on compatibility elements, a brand should develop segment profiles to define its target users. The organisation should choose the market segment that can co-relate with its products. The product features should be compatible with the busing habits of the target audience. ZARA has successfully cracked the code; therefore, it sticks to the target audience with the same features in every market segment it enters (Popović-Šević et al., 2021). Here is a list of the features of the brand along with its target audience:

	ZARA PRODUCTS
	TARGET CUSTOMERS

	· Fast Fashion Brand
· Deliver new trends instantly
· Does not repeat styles
· Affordable prices
· Average to good quality products
	· Young and mid-age adults
· Busy people with an eye for fashion
· Average to high-income group
· People who buy on impulse
· People interested in modern vouge




ZARA mostly ignores the minor differences in the different market segments and mostly goes for undifferentiated market segmentation. It makes sense for ZARA as the features of its products generally readily co-relate with the target customers. The same was the case in the United Kingdom and Italy, where the target customer base was nearly identical for the brand in both markets.


POSITIONING IN ZARA

In 2015, a young lady asked for a pink scarf at a ZARA store in Tokyo. Following that, several young females asked if there were any pink scarf on sale at ZARA’s stores throughout the globe. The brand quickly responded to the high demand for the pink scarf internationally. It produced around half a million oink scarfs within seven days and delivered them to all the stores. The scarfs were sold out within three days, and the brand could monetise the presented opportunity (Fashion Law Journal, 2020). 

This is precisely how the brand positions itself as the top brand that delivers instant fashion with good quality at affordable prices. ZARA’s primary marketing strategy is delivering what it has promised. It has positioned itself similarly across the globe and delivered the same internationally. And the same can be seen in the fast fashion industry of the United Kingdom and Italy.


THE SEVEN P’S OF THE MARKETING MIX

[image: ]
Fig- 9: The marketing mix (Source: BMS.co.in)


The marketing mix is a methodology that uses the basic Seven P’s, i.e., product, price, place, promotion, people, process, and physical evidence, to develop the perfect marketing solution for an organisation. Targeting them aims to differentiate itself from its competitor while creating a positive brand image among its targeted customer base (Richter, 2012). 


PRODUCT IN ZARA’S MARKETING MIX

When Ortega established ZARA in 1975, it did not introduce its product as fast fashion, but that was the plan. ZARA created high-end replicas of luxurious fashion and clothing from the top brands and marketed them at reasonable prices (Bhasin, 2019). Fast forward to the current scenario, ZARA is the most significant international fast fashion retailer. Unlike its competitors, ZARA does not produce in bulk and sells throughout the season. Instead, it produces in limited quantities and introduces new collections regularly. 

This way, the brand:
· Does not rely on heavy discounts to clear its stock;
· Provides various options to the customers;
· Creates a sense of exclusivity among customers;
· Keeps the customers engaged with constant new launches;
· Ensure the fastest fashion and trends.

What is astonishing about ZARA is that it has delivered fast fashion equally to all its customers across the globe, irrespective of the market segment. But it does have different clothes in different markets, as per the cultural structure and environmental factors of that particular market, while following the same trends. This means that the trend in the stores in the United Kingdom and Italy will be the same, but the clothes will have some differences.


PRICE IN ZARA’S MARKETING MIX

The main motive behind the fast fashion retailer is to ensure instant fashion at affordable prices. The brand’s target audience is young and mid-age adults who belong to the average earning group. But the brand also promises high-end fashion without compromising on quality. Therefore, ZARA adopts various competitive pricing strategies to cut the cost of producing goods while maintaining the high quality it is known for. Though it may sometimes not be affordable for the ordinary shopper, ZARA’s affordable may still be very expensive for them (Dawar, 2020).

What ZARA did to overcome this hurdle was set different market pricing strategies. ZARA has different profit margins for other markets. They decided to keep in mind the spending habits of the target audience, the economic conditions of the said market segment and the type and quantum of competition present in the market. For instance, what would be sold in Spain for 100 would be sold in Italy for 124 and for 147 in the United Kingdom. This is because the per capita income and spending habits of the consumers of all three markets differ. 
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Fig- 9: ZARA’S selling price in different economies (Source: AlphaWise, Morgan Stanley Research)




Differentiation in pricing makes sense from a business point of view, as the living standards and economic conditions differ a lot over the internal markets. A one size fit all policy would only result in massive losses, as if the price were set as per an economy whose per capita income is high, smaller economies would not be able to afford it. Similarly, too low a price would mean reduced profit margins. 

PLACE IN ZARA’S MARKETING MIX

ZARA has its flagship stores in all the big four of fashion, Paris, New York, Milan, and London, with over 2,200 physical outlets in over 88 countries (Bhasin, 2019). ZARA also has a prominent online presence. The brand is on all major social media platforms with a massive following. And from a selling point of view, the brand is on all online e-commerce platforms, with its website, “ZARA Online,” and mobile apps for iOS and Android. 

However, just like its pricing policy, ZARA also has a selective placing policy. The primary deciding factor behind it is how much of the population enjoys online shopping vs physical shopping. For instance, ZARA has around 101 physical stores in Italy, almost double the 62 in the United Kingdom. The reason behind, the customer base of Italy enjoys physical shopping. 

The difference between the population of Italy and the United Kingdom is not vast. Still, only 30% of Italy’s population (around 19 million) are online shoppers, as opposed to 79% (around 43.5 shoppers) in the United Kingdom. The reason is simple, only 65% of Italy’s population uses the internet, whereas more than 92% of the people in the United Kingdom use the internet. 


PROMOTION IN ZARA’S MARKETING MIX

Being a fast-fashion brand ZARA has still maintained the element of luxury & exclusivity. The products at ZARA are not made in bulk and are not repeated, which means everything is a limited edition. This factor makes it highly attractive among young adults who have an eye for fashion and want to stay in trend yet be exclusive. Hence, as a part of its marketing strategy, ZARA follows a strict “No Ad Policy” to grave the image of it being a luxury brand in the minds of its customers. 

But a “No Ad Policy” does not mean no marketing either, instead the brand is diligent about its marketing solutions and has resorted to an indirect advertisement and technology-based marketing. Instead of investing in direct advertisements, ZARA invested in its customers and created a massive fan following, observing all its moves 24*7. If ZARA has to launch a new collection or make any other announcement, all it has to do is, make a post on its social media account and leave the rest to its followers, who will make it go viral in a blink of an eye (Dawar, 2020).


PEOPLE IN ZARA’S MARKETING MIX

People at the store become the face of the brand. This is because sales representatives are the ones consumers directly interact with. Therefore, ensuring that your employees align with your brand’s image is crucial. And with time and technology, bots have joined forces with employees to provide customer services. As Zara has always marketed itself as an affordable luxury brand, it has trained its employees to provide its customers with an exclusive shopping experience. 

The brand also highly invests in technology, like bots or models in Augmented Reality, to attract and interact with its customers. Though, sales representatives are just some of the people ZARA focuses on. The brand highly focuses on all its employees and staff, as the supply chain of ZARA –the secret of its success - is complex and fast-moving. And none of it will be possible without a capable and satisfied workforce.



PROCESS IN ZARA’S MARKETING MIX

ZARA is a fast fashion brand, which means it copies the trends of the runway and delivers them in record time. It restores all of its stores every 15 days while updating its online site and mobile apps with similar options and launching a new collection every 3 to 6 months. This is enabled by a high-functioning delivery process, which heavily relies on technology, among other factors. What ZARA does is:

· First, to ensure delivery of bulk clothing material, it only purchases a few types of fabrics from manufacturers, and does their designing, cutting, dying, etc. in house.
· Next, only a segment of the manufacturing (50-60%) is not done in advance, which means they have a lower stock ratio than competitors.
· They have flexible and agile labour policies to match their flexible manufacturing process, as the quantity of the product is quickly reduced or increased, keeping in mind the trends of markets.
· Finally, instead of spreading the manufacturing at several locations, they manufacture in bulk at a few.



PHYSICAL EVIDENCE IN ZARA’S MARKETING MIX

ZARA has been very vigilant about what physical evidence it gives its customer to ensure that it has a positive lasting impact on its consumers. This is because the physical evidence is what consumers personally witness and base their opinion on. Starting with its physical stores, ZARA ensures they are always at the prime location to establish its image as a luxury brand. The interior of the stores is also always sleek and clutter-free to show off richness. 

The brand is also very particular about the material used for the interiors or the packaging and only chooses premium quality goods. And follows the same trend over its online presence, whether its web store, mobile apps or multiverse presence. The aim is simple; no matter how a customer approaches the brand, luxury and richness should be evident. 

ZARA’S SWOT ANALYSIS

An analysis of a brand's strength, weaknesses, opportunities and threats help it decide the right course of action to enable growth and ensure stability. The upside of doing a SWOT Analysis as compared to other marketing strategies is that it simultaneously focuses on both internal and external factors, unlike others which only focusses on one at a time. 

It is a strategic analysis of the company to determine its current strengths, weaknesses, opportunities and threats, where strengths and weaknesses are internal factors while opportunities and threats are external. As a global retailer of fast fashion, ZARA has its fair share of strengths, weaknesses, opportunities and threats that need analysis to enable the brand to make strategic decisions. Here is the SWOT Analysis of the brand:

	STRENGTH
	WEAKNESSES

	· It delivers what the consumers want.
· It has created a global presence for itself.
· The brand has made investments in viable technology.
· It produces luxury clothes at low cost yet maintains a decent profit margin.
· The barns have large retail outlets at prime locations.
· ZARA is an environment-friendly brand with toxic-free manufacturing.
· It has a massive online presence.
	· ZARA copies famous designers and does not design its clothes, which is a significant weakness.
· The brand’s reliance on Fast-Fashion means it has to launch new lines within weeks on the go.
· Applying Ethical Work Practices in various international locations is not always possible or viable.
· The brand has yet to fully explore big apparel markets like US and Asia-Pacific




	OPPORTUNITIES
	THREATS

	· Investment in an online e-commerce presence will reap good profits.
· ZARA can try to expand its customer base from young and mid-age adults gradually and include others.
· The brand should also invest in developing its business and more products.
· Launching specific flagship designs in apparel and accessories like other luxury brands can be a good opportunity for ZARA.
	· Though the brand has followed a strict no-ad policy, low advertising can be a potential threat as it can result in an out-of-sight, out-of-mind situation.
· The brand faces intense competition from brands like H&M, Uniqlo, Shean, etc.
· Currency Fluctuations are also a significant threat to the brand as it operates in a global market.
· Movements like “vocal for local” and government initiatives to aid local manufactures can also hinder the brands growth.







DIRECTIONAL DEVELOPMENT STRATEGY

Having a clear direction to move into is very important for short-term success and long-term stability. When you move in the right direction, even at a slow pace, you eventually will reach your destination. Same stands true for the fast fashion retailer ZARA. The brand was introduced in 1975 but only gained momentum in the last decade internationally. 

Many factors contribute to the massive success of the brand, and its clear and conscious directional strategy is one of them. Directional strategy is an organisation's core framework, providing the people working with it with a clear direction to move it. A well-defined directional strategy will work as a framework to guide the employees and other stakeholders in making operational decisions time and again (Zhu, 2022). 

The most effective type of directional strategy is an organisation's well-defined vision and mission statement. A mission statement defines the business's purpose while setting the overall tone of an organisation’s strategic direction. While the vision statement defines what is the ultimate business goal that the organisation wants to achieve while working towards its mission.
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Fig- 7: The vision and mission statement of ZARA (Edrawsoft, 2022)




The brand’s mission is crisp, clear, and precise, as it should be. It states "to give customers what they want, and get it to them faster than anyone else." This defines two tasks:
(i) Give customers what they want; and
(ii)  Get it to them before the competitors.

With a clear and precise mission, anyone can understand what is to be done. It gives the organisation and its employees a clear direction in to work in. And the brand has delivered on it by being the biggest and fastest instant fashion brand in whole wide world.

The vision statement of the organisation is also very precise and straightforward. It states that “to contribute to the sustainable development of society and that of the environment with which we interact." The vision statement of ZARA defines the organisation’s long-term goals, while it also reflects on the moral standings of the brand and its active engagement in social and environmental welfare.

As discussed earlier, the vision and mission statement of the organisation are very well defined and on as broad end of the spectrum as they can be. This makes them an allrounder and suitable for each market segment irrespective of their differences. And upon investigating the directional strategies of ZARA in the markets of the United Kingdom and Italy, it was found that the company has moved forward in the same direction at both places.

BCG GROWTH-SHARE MATRIX
[image: ]
Fig- 8: The BCG Growth-Share Matrix (Source: Managementconsulted.com)

The BCG growth-share matrix is popular among marketers to analyse their brands or product positioning in the market and decide what stays and what goes. It also helps brands decide the amount of effort to be put into various products based on their current status and potential growth. On analysis of ZARA in various markets, its matrix looks like this:

· THE CASH COW OF ZARA
A cash cow is a mature product that has already reached its peak. As the product already dominates the section, it has a high market share and low growth rate. The goal is to encash the cow without killing it. The cash cows of ZARA are the Trafaluc cloth range, Jeans, shoes and skirts, which have bagged ZARA 45% of the market share. 




· THE STAR AT ZARA
Stars are products that are relatively new, with high market share and high growth rates. With enough investment and correct marketing, have the potential to become a cash cow. The deserve the most focus as they will produce the most revenue. Fashion denim, a Fashion jersey, and a unique collection of bags and accessories are the star product of ZARA, as they have shown the fastest growth in the recent past.

· THE DOG OF ZARA
When a product shows a low growth rate and market share, it becomes a dog. A dog does not produce any profit; it is a liability that shall be ridden off to minimise losses. At ZARA, maternity wear and underwear can be termed as the dog as these produce the lowest sales with high inventory among all the products the brand offers. 

· ZARA’S QUESTION MARK
As the name suggests, a Question mark offers equal reward and risk. With correct investment and marketing, it can become a start product, while a mistake can make it a dog. This product has a low market share but a high growth rate. Pull & Bear, Bershka and Stradivarius are the question mark of ZARA, which the brand is trying to turn into a star.












CONCLUSION

ZARA has a marketing strategy that is as straight as an arrow and always hits the mark without any misses. Surprisingly, the marketing strategy is simple and easy to understand, but its implementation is different. It developed a system of instant fashion at affordable prices while maintaining the quality of the products. Even being a global retailer of fast fashion, ZARA kept its marketing strategies the same to make it make sense in the different market segments. ZARA is not known for its massive expenditures on advertisement and marketing; instead, it spends as little on it as possible. 

Zara focuses on one-fit strategy approaches for its marketing solutions. The brand's market segment and target audience are somewhat identical across the globe, meaning product placement can be done similarly. Time and again, ZARA choose different entry points and strategies for new markets. The same was observed when the fast-fashion apparel market in the United Kingdom and Italy was investigated. 

But that does not eliminate the brand’s importance to international marketing. It is to be understood that while ZARA might have yet to develop exclusive international marketing strategies for its different international markets, it identified its audience. It then created a marketing solution to approach and attract them, irrespective of the market. This way, it was able to gain customer loyalty while having the edge over its competitors.
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