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  Executive Summary
A company's success rests on how well it understands its customers' needs and wants. If it doesn't, it will fail and go out of business. Customers are what keep businesses going. CRM technology is used to manage relationships with customers. By building ties with customers and streamlining processes, you can increase sales, improve customer service, and bring in more money. They influence every choice that an organisation makes. Any business's returns are directly tied to the number of customers it has. Also, companies need to keep good relationships with their clients while staying focused on their goal and mission. The study ends with a detailed talk of CRM, a look at the different things that affect Zara's CRM, and some suggestions for the company.













Contents
Introduction	3
Company Environment	3
Zara PESTEL ANALYSIS…………………………………………………………………………………………………………………….4,5
Identification of internal and external factors that contribute to CRM	5
The Ansoff Matrix	5,6
Porter's five forces examination	7,8,9
Models Review	9
The IDIC design	9,10
QCI model	11,12
Selection and Implementation of Models	12,13
Customer value chain model	13,14
The chosen method is analysis of the customer value chain 	14,15
Strategy for customer profitability	15,16
Recommendations	16,17
Conclusion	17,18
References	18,19






[bookmark: _Toc140781349]Introduction
Every company in the market and business world meets the needs and wants of its customers. Profitability in the market depends on how well a company can please its customers. (Nurainun, 2019) A customer's opinion of a company is based on how they interact with a brand and its goods. This is called the customer experience. As a customer, you will meet a business's name, product, employees, and other parts of the business at some point in your life. You may hear advice or use a certain channel that puts you in touch with these parts directly. TQM is the only way to build up good ties with customers. Total quality management includes things like making sure employees are trained and improving customer service. Focusing on improving internal processes is the key to keeping the quality of a company's goods and services high. It's a good idea to choose Zara as the group. After reading this report, a person will know how CRM affects Zara, what things affect Zara's CRM, and what Zara should do to improve its CRM.
[bookmark: _Toc140781350]Company Environment
[bookmark: _Toc140781351]The clothes store has more than 3,000 stores, including stores for kids and stores for the home. It is a top brand from the Inditex Group and has stores in 96 different countries. The company is known for making products quickly and getting them to store quickly, which can take as little as two weeks compared to six months at other places (Oladeinde, 2022). The biggest market is for Spanish Zara stores, which include Zara Kids and Zara Home. This is followed by 225 Zara stores in China, 145 Zara stores in France, 144 Zara stores in Russia, and 134 Zara stores in Italy. As of January 2019, there are 98 shops in the U.S. Rosalia Mera, who was 69 years old when she died in 2013, helped start the clothing company Zara with her ex-husband, Amancio Ortega. She was the world's richest self-made woman, with a fortune of $6.1 billion when she died. In contrast to standard marketing ideas that focus on the product, price, promotion, and place, Zara's 4Es approach to marketing is based on the customer's experience, exchange, evangelism, and every place strategy. Psychographic study of Zara customers shows that they are very picky about what they wear, know a lot about technology, and value how unique and different each person is. (Galetto, 2021) They also want a personalised viewing experience because they want to keep up with the latest trends while still being themselves.

Zara PESTEL ANALYSIS
[image: A picture containing text, businesscard

Description automatically generated]
Political: Zara, which sells clothes worldwide, faces political security, trade policies, labour regulations, tax policies, government activities, and global dangers. Stable political environments boost growth, but unstable ones disrupt supply chains and increase investment risk. Tariffs and trade barriers can affect Zara's supply chain and expenses. Zara's profits are also affected by minimum wage and labour conditions. Zara's company might benefit or suffer from government subsidies or restrictions. 
Economic: Zara's sales and revenue are impacted by economic growth, changes in inflation, interest rates, unemployment, and consumer trust. When the economy grows, individuals have more money to spend, and exchange rates may hurt businesses. Labour, rent, and raw materials might rise due to inflation, making it more expensive to produce items. Unemployment reduces spending and changes recruiting, while interest rates impact borrowing costs and money management. Consumer trust—a critical factor in spending—can also affect Zara's sales. These factors may seriously affect Zara's operations and profits.
Social: Fast-fashion shop Zara must adapt to changing client tastes, demographics, ethical and environmental issues, cultural diversity, health and well-being trends, and digitization to be competitive. Zara must consider social factors, demography, ethics and sustainability, cultural variation, health and well-being trends, technology, and social media. The corporation must deal with social issues, promote safety, and understand about its global clients' cultures. Zara can engage with clients and learn about their likes and trends using social media and digital technologies.
Technological: Zara must adapt to e-commerce and online shopping for by boosting its online presence, employing modern supply chain management and logistics technologies, and using digital marketing and social media. Artificial intelligence and robotics improve productivity, lead times, and product quality. Smart and recyclable materials can inspire new ideas. Finally, AR and VR enable buyers to try on items and browse multiple styles before buying, making shopping enjoyable. These methods can boost client satisfaction and decrease repeat visits.
Environmental: Zara may reduce its environmental impact by prioritizing eco-friendly materials, production processes, and waste reduction. Waste management and recycling can lower Zara's carbon footprint and shipping pollution. Cleaner production methods can help fashion consume less water and waste. Climate change may affect Zara's supply chains and customer tastes. Environmental regulations and standards in Zara's business nations are important. If not, it might be fined, sued, and lose its brand.
Legal: Zara, which sells clothes around the world, must obey several employments, consumer, IP, foreign commerce, environmental, data protection and privacy, and corruption laws. To minimize legal issues and damage to Zara's image, follow minimum wage, working hours, overtime pay, employee benefits, and workplace safety standards. Protecting designs, trademarks, and other IP assets is crucial in the competitive fashion industry. Zara must also comply with international trade regulations including import/export and customs fees to avoid supply chain issues and fines. Zara must follow EU privacy and data security laws like the GDPR.


Identification of internal and external factors that contribute to CRM
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Market Penetration: Its commitment to market penetration is seen in its collection of funds and opening of new stores. The corporation had over 3,000 stores in 2018 and grossed 18.9 billion dollars worldwide in 2017. How valuable and significant a firm feels it is determining its ability to enter the fashion market. Without market exposure, the company would have lost money and failed. The corporation would not have been competitive and a world leader without market penetration (Delhen, 2020).

Product Improvement: Zara makes new goods often because it believes sustained growth is vital in many ways. The company has expanded due to new ideas and improved products. The company collects information and releases products faster than other fashion labels to demonstrate its commitment to product development. Zara consumers always get new goods because the process takes 30 days. The clothing brand introduced new products. The company's shoes, luggage, swimsuits, cosmetics, and scents captivate ladies and men from all around.  This growth-oriented product development strategy (Delhen, 2020) has helped Zara become more successful.
Market Development: Mo (2015) says that Zara's continuous improvement depends on market expansion. If a company doesn't develop in overseas markets, it cannot succeed. If we didn't develop new markets, our competitors could defeat us. The Spanish clothes shop expanded to Portugal after growing in Spain. The organization continued beyond Portugal. Instead, it expanded globally quicker and is today one of the world's most recognized brands with shops in 96 countries (Stoffels, 2019). Zara expanded into Asia after growing in Europe and the US.  Zara's long-term overseas expansion was driven by populous nations like India.  This market expansion helped the company create its international brand image and provided a strong foundation for growth. Its success in Asian markets is due to its strong European brand (Stoffels, 2019).
Diversification: Zara Home Décor shows the company's transition away from fashion and clothes. Rao (2014) attributes this to unrelated industrial expansion. The company's unconnected diversification strategy explored new products and markets for its growing business. Expanding into house décor, which is unrelated to the initial firm, expands product offerings. When things go wrong, the company's broad business can protect it and support its primary business. Strategic decisions and growth have given the corporation confidence, not its multiple business lines (Miller, 2021).

[bookmark: _Toc140781353]Porter's five forces examination
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Threat from New Competitors
Zara Porter's Five Forces Analysis views new competitors as threats: Despite selling fast-fashion items, it cannot face much competition from new companies. Because of how it serves consumers, builds its brand, differentiates its products, and leverages economies of scale, new competitors struggle to enter. Competition from new players decreases as product costs decrease. This is because supply-side economies of scale cut product costs. Zara's value proposition is to make it easy for customers to receive trendy labels at low prices, even if switching costs are modest. Zara may increase consumer loyalty and differentiate itself from new competitors by delivering these services (Bacile, 2020).
Its enormous market share helps it compete in a low-demand, few-copies market. Marketing, branding, distribution, and supply chain investments have made it popular worldwide. Zara's unique business model is threatened by new competitors (Bacile, 2020).

Threat of Alternatives
In Zara's Porter's Five Forces analysis, retailers offer different goods, prices, and quality. The clothing market is small, so it's rare that there will be other options.
So, Zara is not in danger of being switched out. "Substitutions" in the fashion business are mostly just different ways to compete. Also, different sets let people wear the same style all year (Deming, 2023).
Customers' negotiating leverage
In the Zara Porter Five Forces Analysis, this is how the bargaining power of customers is described: There isn't a lot of power in negotiations between buyers and sellers. This indirect bargaining power influences Zara and other fashion stores because it changes how they interact with their customers and what they can offer to draw and keep them. Different customers have different bargaining power because they don't all come from the same market. Zara's main goals are to keep prices low and stay current, since it's easy for customers to switch brands. Customers are the most important part of their business, and they try to give customers a better total experience so they can compete with other companies. Zara is using a vertical integration approach in its supply chain to make sure that its customers always have access to new, trendy clothes. Deming (2023) says that there are no backward integration risks for users.
Price cuts can't be changed directly, but customers have indirect buying power because there are many places to buy clothes.

Power to Bargain of Suppliers
Zara's Porter's Five Forces study shows suppliers' negotiating power: Suppliers are unlikely to satisfy customers. Zara manufactures most of its items in India, Morocco, Bangladesh, Spain, and Portugal. It has several suppliers, although most are nearby. That means suppliers have little negotiating power with a company. Zara and other clothing companies hide the fact that they set pricing and suppliers make just a small profit. Companies have a benefit over competitors since suppliers don't differentiate their items. If big capital investments are needed, supply forward integration is safe. Forward integration offers the brand buying power by replacing other providers. Its own factories allow Zara to create its clothing without outside help. However, emerging-country suppliers are crucial to the company's strategy. Because cheap labour is easy to find in these countries (Deming, 2023).

Competitive Competition
The Zara Porter Five Forces Analysis describes how its primary competitors impact it. Zara competes with GAP, H&M, UNIQLO, Mango, and Forever 21. Since there are many small and large fashion retail enterprises in this sector, competition is high, and individuals are price sensitive. Zara can compete with its rivals because its items are unique, and its clients are loyal. The name is important. Worth over $14 billion. However, this notion brings unique fashion trends to the high street at modest rates, giving it an edge. Zara wants to maintain selling attractive new clothing inside its supply chain strategy. Vertical integration in its supply chain approach boosts customer satisfaction. Fast fashion expects to be worth $1 trillion by 2025 (Boulton, 2019), thus they must compete hard to make their items stand out and give brand value propositions.

[bookmark: _Toc140781354]Models Review
CRM stands for Customer connection Management. It is a software management system that makes it easy for business owners to keep track of all communications with current and potential customers so they can build a good connection with them that will last. Many companies use databases, spreadsheets, and applications to keep track of client information, but some companies prefer to use CRM software for small businesses to automate their processes. Some examples of CRM models are given below:
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The model helps businesses figure out how to meet customers' needs by figuring out what they want and how important they are to the business (Michel, 2022).
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Determine client expectations: The first step in customer relationship management is to find out what a customer needs, wants, and likes. Nestle's market study looked at the countries where people drink the most caffeine to find out who their customers are. People in the West thought that coffee was the best way to wake up, while people in the East thought that tea was better. The company brought Nescafe coffee to the western world as a brand. The company not only made coffee-flavoured chocolate goods, but also sent them to eastern countries to see how people liked them (Michel, 2022).

Distinguish client expectations: To meet market expectations, you need to know what customers want and what they value. Because of this difference, customer-focused strategies will help the company reach its goals and meet customer standards.
Customers who are loyal to a brand should be given more attention based on their value. When customers are divided into groups based on their wants, promotion planning is made easier. Along with figuring out which customers added value to the brand, the company also thought about how other customers needed personalised, good customer service.
Customer engagement: When a company talks to its customers, it can learn more about what those customers want and how those wants to connect to its products and services. Along with getting comments, opinions, and wants, the interaction is based on what the consumer values and needs. We accept ideas and feedback from Unilever's sales representatives and customer service representatives about how to improve our product line. By putting the customer first, they were able to make products that met their wants (Smith, 2021).
[bookmark: _Toc140781356]QCI model
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Method for managing consumers using QCi. QCi model's client acquisition and retention. How to attract and keep clients is covered. Technology can assist individuals support each other under this scenario. QCi plans company behaviour based on customer relationships and the outside environment. We must consider the customer experience while building, assessing, and managing a compelling consumer offer. Quality Competitive Index measures client acquisition, retention, and penetration. This strategy manages customers, not partnerships. The QCI model assesses customers' ability to buy or interact with your sales team based on their problems issues, company goals, and other criteria. Customer treatment influences what they desire and how they are managed. The larger inner circle displays client acquisition and retention tasks. QCI runs this system with people and technology. QCI has replaced "relationship" in CRM, although individualization remains (Smith, 2021). This model contains 4 parts:
Analysis and planning: The first steps in consumer management are to look at how customers act and come up with a plan to increase the value of the company. Then, a plan for customer management that is based on engagement can be made. REAP, which stands for Retention, Acquisition, Efficiency, and Penetration, is used to look at and plan customer management actions.
Proposition: When customers and their needs are considered, analysis and planning lead to good planning. QCI also has a part for proposition creation. As a result of figuring out what the customer wants in the previous step, the plan has steps that can help bring in new customers. Consumer needs are divided into groups so that different offers can be made. Because of this, better customer experiences and engagement tactics can be made (Kinnett, 2017).
The information and technology (IT) sector: With the help of technology and information, it is easier to keep track of data and information about consumers. Through technology, customers can share important information with businesses and organisations. It is important to keep IT systems up-to-date so that people and customers can be better managed based on their changing needs. This part is made up of the following sub-processes:
• To find out about the business,
• A look at how quality management and technology processes are changed and updated.
4. People and organisations: Customer relationship leaders are very important to keeping customers happy. The QCI model says to put together and keep a team of responsible people to: • Help customers with their requests,
• Feedback that isn't good
• Questions and problems (Kinnett, 2017).
[bookmark: _Toc140781357]Selection and Implementation of Models
The Zara name, which is the focus of this assignment, can be made more valuable in several ways. One way is for the company to make sure that customers get the most out of their purchases. By giving customers enough benefits, the company will be able to increase its productivity and profits, which will increase the company's profits in the long run (Kinnett, 2017). There are many things that can affect an organization's ability to give customers the most value for their money: are many things that can affect an organization's ability to give customers the most value for their money:
1.  Sales: Zara needs to increase the amount of money it makes from each customer if it wants to keep and grow its profits over the long run. This will help the company capture the market structure and increase its profit margins.
2.  Loyalty: Customer Retention: One way for Zara to increase the total value of a customer is to keep them for a longer time. It can be hard to get new customers, and it costs a lot to keep them once you've earned their trust. On the other hand, keeping clients you already have is easy and costs less money. If a business wants to make more money in the long run, it should work harder to keep the people it already has (Yang, 2022).
3.  Cost: Reduce the prices of your goods and services for people who are already buying from you. There are many ways for a company to cut costs, but the two most important ways are for marketing to stop lowering the value of the customer and for consumers to buy things through channels that cost less. Costing is an important part of a company's strategy for meeting its goals (Nemati & Weber, 2022). This is because it helps the company get customers' attention and meets their wants.
[bookmark: _Toc140781358]Customer value chain model
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Using the value chain model for Customer Relationship Management (CRM), businesses can come up with and use CRM strategies. Several things have been done to help make it happen. The main goal of this plan is to help a business make more money by integrating its internal and external processes. Even though they are different sizes, both business-to-business (B2B) and business-to-consumer (B2C) businesses will gain from the paradigm (Nemati & Weber, 2022).
It's best to look at a customer's portfolio to see if there are any chances for good CRM. You can do this by evaluating the long-term potential of their relationship and figuring out how well an organisation interacts with its customers.

• There should be networking attempts. 
• Value propositions should be made and shared. 
• Customer management is the process of taking care of customers.
Also, the model focuses on building long-term connections with customers by recognising and meeting their needs, writing down data, and using IT processes to keep track of customers' needs (Nemati & Weber, 2022).

[bookmark: _Hlk142685610]The chosen method is analysis of the customer value chain.
Enablers help the work of three Core Processes. It is defined by data and analytics. These techniques help with marketing, sales, and helping customers. Enabler 3: CRM works when the company builds long-term relationships with its business network. Culture in an organisation may also help it do well. Companies that focus on CRM are likely to do better. People are the last thing that helps. AI has a big impact on CRM, but the most important part is still the people. Nemati and Weber (2022) say that in this sector, people build and use customer management software, talk to customers through shopfronts and chat rooms, and do sales and service in person.
Customer profit margins: Getting and keeping customers who are good for business. Profitability of a customer is measured by the profit margin that customer brings in compared to the costs of getting, keeping, and getting that customer.
Commerce-to-commerce relationships: Businesses that sell to other businesses (B2B), especially those with a small number of customers, have generally known more about customer-related costs than businesses that sell to consumers (B2C). B2C companies, on the other hand, have been able to figure out how profitable each customer is because of the rise of online marketing, which makes direct sales possible. Nemati and Weber (2022) add that this group also includes websites that sell physical things.
Consumer-to-business relationships: When it comes to B2C users, most of its marketing, sales, and customer service operations are set up by market, segment, or cohort. When looking at a company's earnings, it is usually not possible to give margins and costs to each customer. One big exception to this rule is the pure-play online store, which has a firm grip on the profits that customers bring in with each purchase (Fauzy et al., 2021).
Even if B2C companies can't put costs on specific customers, they may still be able to put costs on certain groups or categories of customers. If a marketing campaign is meant to bring in new customers in a new market area, for example, the costs of the campaign can be split up based on how many new customers were brought in. The company can figure out the net margin or profitability of the sector if it figures out the gross margin from these new customers and the costs of selling and servicing them. Still, CRM practitioners tend to focus on processes and activities that lead to a high gross margin when it is impossible, hard, or too expensive to figure out the net margin (Nemati & Weber, 2022).
[bookmark: _Toc140781360]Strategy for customer profitability
With the rise of digital marketing and mass customization technologies, businesses can now make their deals fit the needs of specific groups of customers or even just one person. From a CRM point of view (Chen, 2017), it is essential to analyse and classify customer groups, clusters, or people.
The CRM One CPA method uses the value of present and future customers to figure out how profitable a customer is. CRM divides people into four groups based on what you want to do with them: clear out/divest, invest, reengineer, and foster. Maybe they can work together to find answers to improve their relationship in the long run (Yang, 2022).
Using the CPA process, businesses can find customers who are important to their strategy. Regarding size and reach, the Strategically Significant Customer (SSC) can be put into five general groups. The first person to think about is the customer whose total value is likely to be the highest. This customer is very important financially, so efforts to keep him or her must be focused on him or her. Businesses often think, wrongly, that customers who buy a lot have a high CLV. If they must pay for these ways to serve them, their CLV will drop by a lot. Activity-based costing showed that two of the top three customers who brought in the most money was not profitable. This was because their marketing, selling, and service activities were not profitable. So that the company could better serve these people, a new production and logistics process was made just for them, and the price was also raised. Relationships can be very different depending on who is in charge, how much they know, and how much power they have. Customers who know more than their suppliers and can use that knowledge to their advantage can change the way customers and suppliers work together (Chen, 2017).

The second type of SSC is high-volume customers who may not always be profitable but can become SSCs if they help other customers in their organization become profitable (Cordell & Thompson, 2019). They can keep unit costs low even though they have a lot of fixed costs and high fixed costs. One reason for this is economies of scale. For example, a business that makes oil from seeds has two major customers: a company that makes snack foods and gets oil in bulk from the company, and a retail chain that buys oil from the company. They take up 85% of the fixed costs of preparing oil seeds, but only 60% of the time. This means that secondary clients can make money from their services (El Sawy & Entingh, 2021).
It is important to learn how to use Customer Value Analysis (CVA) to gain a competitive edge in the market. With Customer Value Analysis, Zara and its competitors are compared based on how their customers see them and how that compares to how their customers see their rivals. For Zara to do well, it also needs to figure out what its customers need most. By figuring out what makes people want to buy from Zara, Crosby et al. (2022) say that the company can improve customer value even more.
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· Zara's problems with customer relationship management mean that the quality management method should come before customer relationship management (Lynch, 2021).
· A business needs to set up and use a quality management system to grow and develop in the UK market.
· A Quality Management System helps a company write down its tasks, handle them, and keep them up to date so that it can reach its goals (Aleen, 2022).
· Putting in place a quality management system is good for an organisation in many ways.
· The QMS affects how the organisation grows and changes, as well as everything it does.
· As a result of this QMS system, customers will be happy, and employees will have faith in the organisation.
· The organisation will also be able to meet its needs to ensure compliance with regulatory requirements and to deliver quality products and services at a cost-effective and resource-efficient rate, which will allow it to grow and expand.
· Zara needs to set up a good quality management system so that it can run its business easily and effectively.
· Zara can't set up and use a quality control system until it knows that its customers will be happy with it.
· Plan-do-check-act (PDCA) is used to set up a quality control system and keep making goods and services better (Rahman & Manap, 2022).
· Implementing and setting up quality control systems should follow these steps: Design and Construction: With the help of planning and construction, a good quality control system is put together.
· The help of the management makes it possible for the system to grow and improve (Rahman & Manap, 2022).
· To deploy: During deployment, workers get training and a way to help each process by breaking it up into smaller steps.
· Control and Measurement: These two places must be looked at to make sure that the QMS is set up and kept up properly.
· To do this, different methods are used, such as systematic processes and QMS checks.
· Review and Enhance: Auditing will be easier for the company if they do reviews and make improvements.
· Each QMS process in the company is analysed to find out how well it works.
· In addition to helping make some practises and procedures, the Quality Management System (QMS) gets audit data, which is mostly used to make these practises and procedures (Rahman & Manap, 2022).
· These steps can be taken to improve quality management at work (Rahman & Manap, 2022).
· This will help Zara keep a stable business on the UK market.


[bookmark: _Toc140781362]Conclusion
The customers are the most important part of any business. The power of a business to make money is always tied to how happy its customers are. To grow and build a business, you must make sure that all your customers are happy. So, the only people who can make it happen are the customers. Profit is the major reason why every business exists and tries to be successful. This hasn't always been the only goal of every business, but it is still one of the most important goals. The most important things to measure are customer happiness and quality. There are many things that affect how a customer feels about a business, such as quality, price, number, happiness, the customer's sense of value, and different ethical concerns. To keep people coming back, a business needs to think about these things. The reader hopes that after reading this report, they will have a better understanding of how CRM works, what factors affect Zara's CRM, the different models and how they are used, and what Zara suggests as an alternative CRM.
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