products, promoting those products, estimating sales, and allocating resources. Businesses can make educated decisions that will allow them to maximise their profitability and 
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1.Introduction

Background

The stages that a product goes through can be described using a marketing concept known as the product life cycle. This cycle begins with the product's introduction to the market and continues all the way through the product's decline and eventual removal from the market. In most cases, the product life cycle is broken down into four primary stages: the introduction stage, growth stage, maturity stage, and decline stage. Evaluating and analysing these stages properly allow companies to increased profitability and return. Those who are unable to do so may see an increase in the costs of marketing and production, which will ultimately result in a shorter shelf life for their products. (Kopp, 2023)

Significance of the topic

It is essential to conduct research studies that make evaluations of the various experiences in application the product lifecycle stages. This report will be focused on Zara’s product life cycle it will contribute to allow other retail companies to make well-informed choices throughout the product’s life cycle. 
Furthermore, it will support companies in developing a more effective pricing strategy. Research into the product's lifecycle can inform businesses of the best way to set prices at each juncture. This can help businesses maximise profits by preventing them from offering discounts at inopportune times. (Armstrong and Kotler, 2016)

Purpose of the research

The purpose of this research is to investigate and assess the effectiveness of the product life cycle model in forecasting and managing the performance of Zara's items across the various stages of their life cycles. The purpose of this study is to investigate the ways in which Zara incorporates the notion of the product life cycle into product development, marketing, and sales choices, as well as how this impacts the product's overall performance in the market. (Choi, 2019)

Collecting and analysing data on Zara's products, market trends, consumer behaviour, and sales performance may be part of the study. The goal of the study is to find patterns and gain insights on the many stages that a product goes through during its life cycle. (Lee, 2017)

Research aim

The aim of this research is to analyse Zara’s product life cycle in order to determine the company's most successful strategies and approaches. In particular, the research will examine Zara's product portfolio management at each stage of the product life cycle and how the company has used marketing, supply chain management, and innovation to extend its products' life cycle and maintain its fashion industry competitive edge.





Research Objectives

To identify the internal factors that influence the product lifecycle of Zara UK.

To identify the external factors that influence the product lifecycle of Zara UK.

To determine how Zara can alter their strategies to capitalise on emerging opportunities and mitigate risks.



Research Questions

What are the internal and external factors that influence the product lifecycle of Zara UK?

How can Zara UK alter their strategies to capitalise on emerging opportunities and mitigate risks?






2. Literature review 

Product life cycle refers to the phases a product goes through during its lifetime, beginning with its introduction to the market and ending with its eventual withdrawal. The concept of the product life cycle suggests that a product's sales and profitability follow a predictable pattern over time, with each stage requiring a distinct marketing strategy. (Kotler, 2016)

Usually, there are four phases in a product's life cycle:

Introduction stage - This is the introductory phase in which the product is launched and introduced to the market. During this phase, sales are typically minimal because the product is still being introduced to consumers.

Growth stage - As the product gains broader acceptance and more consumers become aware of its benefits, sales begin to accelerate, and the product enters the growth phase. This is a crucial stage for businesses to capitalise on the success of their product and expand their market share.

Maturity stage - When a product reaches its peak level of sales, it enters the maturity stage, where sales begin to stabilise. During this phase, companies must maintain market share and profitability by modifying prices, enhancing quality, and identifying new markets.

Decline stage - As the market becomes saturated and new products are introduced, sales begin to decline, and the product enters the decline phase. Businesses may contemplate discontinuing or repositioning the product in order to find new markets and extend its life cycle. (Kim, 2018)
The product life cycle is a useful idea for organisations as it lays out a structure for recognising and responding to the changes that occur throughout a product's lifespan. Some of the many benefits of the product life cycle include:

When it comes to developing new products or bettering old ones, the product life cycle is a useful tool for organisations. Knowing where a product stands in the development process helps companies allocate resources effectively. (Ranganathan, 2019)

Various marketing approaches are called for at various points in a product's life cycle. During the introduction phase, for instance, a company may aim to raise product profile and interest. In contrast, when a company reaches maturity, it may seek to preserve both its market share and profitability. Companies that take the time to learn about the phases of a certain product's life cycle might create marketing campaigns that are more likely to succeed. (Perreault, 2019)

The product life cycle is a useful tool for predicting future sales and revenue for a product. Businesses can forecast future product sales by examining historical data on the performance of similar products. We may use this data to estimate future sales and income.

The product life cycle can be used to better allocate resources within an organisation. In order to meet customer demand during the expansion phase, some companies may need to increase their manufacturing capacity or establish new distribution channels. During the decline phase, on the other hand, companies may have to cut back on production and concentrate on selling off their remaining stock. (Perreault & Cannon, 2016)

The notion of the product life cycle is critical to the success of organisations because it lays out an itinerary for the process of developing new extend the life of their products when they have a thorough understanding of the product life cycle. (Kotler & Keller, 2016)





3. Research Methods and Methodology



Research Philosophy

The research philosophy that will be used in the study is Epistemology because it determines how to approach the process of gaining and validating information, epistemology is an important consideration in research because it plays a role in the research process.
An epistemological method could be helpful in the study of Zara's product life cycle. This is because an epistemological approach can help to define the assumptions and constraints of the research, as well as ensure that the research is founded on a clear and coherent understanding of the nature of knowledge and how it is obtained. (Saunders,2016)




Research Paradigm

Interpretivism paradigm will be used for this study, this research paradigm is based on the notion that knowledge is a product of social construction and that the purpose of research is to gain an understanding of the meanings and experiences that are unique to each individual participant. An interpretive method will involve using qualitative data to investigate how customers perceive Zara's products and how those perceptions change over time in the context of researching the product life cycle of Zara. This would be done in the context of the study of the Zara product. (Denzin, 2005)


Research approach

An inductive approach is a methodology for conducting research that entails gathering and examining evidence in order to generate a theory or explanation of a phenomenon. This strategy begins with the acquisition of data, followed by the identification of patterns, themes, and linkages that emerge from the data. These recurring themes and patterns are analysed in order to generate a hypothesis or an explanation for the phenomenon that is the subject of this research. (Creswell, 2014)

Because it makes it possible to find patterns and trends that aren't necessarily obvious at first glance, an inductive technique might be helpful for researching the product life cycle of Zara's clothing line. It can be helpful in identifying new and unexpected insights on the way Zara's items vary over time and the way customers react to those changes.


Research Method – Qualitative

One sort of research methodology is known as qualitative research, and its primary focus is on investigating the subjective experiences, attitudes, and behaviours of individuals. Rather of merely measuring and quantifying the phenomenon under investigation, it is utilised to get an in-depth understanding of the topic under investigation. When conducting qualitative research, it is common practise to collect data through methods such as interviews, focus groups, observations, and the examination of documents. The information is subsequently put through a series of analyses, including content analysis, grounded theory, and thematic analysis, among others.
The product life cycle at Zara can be better understood with the use of rich and thorough insights provided by qualitative research methods. (Creswell, 2014)








Research Methodology - Interview

Interviews It is possible to gain insights on customer experiences and perceptions of Zara's products over time by conducting interviews with, staff, and other stakeholders. This could be useful in identifying shifts in customer preferences, purchasing patterns, and product design. (Creswell,2014)




Research Strategy

Exploratory studies will be applied in the study of Zara's product life cycle since they can help to generate new ideas, hypotheses, and insights that can be further explored using techniques of research that are more rigorous. Exploratory studies, in general, can be a helpful beginning point for the study of Zara's product life cycle since they can help to develop new ideas and insights that can inform subsequent research. This is because exploratory studies can assist to generate new ideas and insights. Nevertheless, it is essential to make certain that the exploratory studies are carried out in a methodical manner and that the insights gained are validated by the application of further research techniques.




Conclusion

The study of Zara's product life cycle can provide useful insights into the ways in which the corporation manages its products and adjusts to shifting fashion trends, as the following conclusion will demonstrate. The research questions, objectives, and the data that are currently accessible all play a role in determining which research philosophy, paradigm, technique, and data collection methods should be utilised. However, the interpretivist attitude and the inductive methodology, along with qualitative data collection methods including as interviews, focus groups, and observations, can provide deep insights into the experiences and impressions that customers have had of Zara's products over the course of time. Exploratory investigations, which can include things like literature reviews, case studies, and observations, can be helpful in generating new ideas and hypotheses, which can then be tested using more rigorous research methodologies. It is essential to make certain that the procedures followed are proper and stringent in order to guarantee that the conclusions reached are useful and trustworthy. In general, the investigation of Zara's product life cycle has the potential to contribute to the company's performance in the fashion business by shedding light on product development and marketing tactics.
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