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[bookmark: _Toc514061523]Introduction
This report will critically examine marketing strategies of Zara which aim to keep brand awareness and customer satisfaction at high via communication channels. Then it will present recommendations about the company's marketing strategy.
Zara, owned by Inditex which is the largest fashion retailer in the world, is one of the most demanding retailers of the recent years. Zara was rated by Forbes as the 51st most valuable brand in the world in 2017 and its sales increased by 13% to 602.7 million pounds (Gilliland, 2018).
Zara is the flagship brand of the Inditex group. Very few clothing brands with high quality but cheap is able to keep up with the latest trends. Probably all of these qualities have led to Zara, becoming a fashion brand for everyone. Zara, which started out as a small store in Spain, is no surprise that Amancio Ortega, the founder of the world's largest retailer group, is now the fourth richest man in the world.
It all began in 1963 when Ortega founded Inditex, the garment factory. After ten years Ortega founded Zara with a thigt budget in La Coruna, Spain, and Zara, the world's favourite fashion brand, was born this way. Zara gradually extended its empire from the town of Spain to the rest of the country, and then to the rest of the world. In 1990s, stores had spread to a great extent in the US, France and Europe. Today, Zara has 6500 stores in 90 countries around the world (zara.com, 2018).
The secret of Zara's success is keeping up with street fashion with the changing time. The brand watches how fashion changes day by day. It makes new designs and it is very successful in putting them on display within a week or two. Other fashion brands spend six months their new designs to the market (girisimturkiye.com, 2017).
Zara’s integrated marketing communications and customer based brand equity model will be explained in the following sections In order to understand Zara’s marketing strategy.


1. [bookmark: _Toc514061524]Integrated Marketing Communications of Zara
In order to be able to construct a good brand communication strategy, first of all it is very important to determine who the customer is. Thus the company can find the right way to communicate with its customers. Lots of customers think that they can get more information about a brand by following company’s social media accounts and asking directly questions to companies about the brand.
Zara's target customer group consists of with mid-income group who are between 18 – 40 years old and who follow the fashion closely and prefer to wear affordable and trendy products. To reach this target group, Zara prefer to use social media platforms such as Twitter, Facebook, Youtube and Instagram to promote its new products. Because social media provides vary opportunities to develop personal relationship with its clients.
Zara prefers not to invest in advertising.  It concentrates its brand communication strategy on digital marketing, influencer marketing, word of mouth, pull strategy and real estate. 
Zara's no advertising strategy may cause missing some opportunities because advertising provides to reach larger amount of customers and increasing in sales.
1.1. [bookmark: _Toc514061525]Digital Marketing Strategy of Zara 
ZARA's integrated marketing communication strategy mainly consists of digital marketing which includes Social Media channels such as Facebook, Instagram, Twitter and Youtube. But a problem has been determined about Zara’s social media strategy; as it repeats its posts across all platforms and customers are becoming irritable because of this situation and start to unfollow of the company on social media platforms. Though, this is not a very important issue for the brand. Because even if a customer stops following Zara on a social media platform, that customer continue to follow it on another platform and keeps getting information about the brand.
Social media is seen as Zara's biggest advantage on communication with customers because Zara is constantly releasing new products and using social media as the main communication channel to promote these products. 
1.1.1. [bookmark: _Toc514061526]Facebook Activities of Zara
One of the most important social media platforms of Zara is Facebook because of the importance of photography and video in the fashion industry.
With more than a million new followers in 2017, Zara became the most successful fashion retailer on Facebook with a total of 26 million followers. In 2017, Zara posted a total of 500 contents, including more than 70% of the photo and more than 20% of the video. Zara shares its latest creations on Facebook, and these postings attract the customers and create loyalty by fulfilling their assigned tasks which is to get the most number of likes and sharings (Ravi, 2018).
1.1.2. [bookmark: _Toc514061527]Instagram Activities of Zara
Offering exceptional opportunities for brand image, Instagram is at the forefront of the most important marketing communications channels for Zara Zara posted a total of 490 contents at Instagram, including 340 photos 150 videos in 2017 and acquired more than 8 million followers, reaching a total of 24 million instagram followers. In other words, Zara has been the first among competitors by increasing the number of followers more than 50% in the last one year (Ravi, 2018). 
1.1.3. [bookmark: _Toc514061528]Twitter Activities  of Zara
With 79,000 new followers, Zara has reached 1.3 million followers on Twitter in 2017. 
Zara's twitter strategy focuses on communicate with its customers and responding to customers' questions. Zara shares 50 posts in average per day and 98% of their tweets consist of replies to the costumers. In 2017 the company replied more than 11,000 tweets and 114,000 mentions. Their reply rate was at 10%.
Customers usually tweet about delivering the wrong product, delayed deliveries, faulty products and bad customer service quality in the stores.
1.2. [bookmark: _Toc514061529]Influencer Marketing Strategy of Zara
Zara is very successful at using the influencer marketing on Instagram. The company organized a campaign that they called “timeless” by using models over 40 years old. This campaign, which shows that women can be chic, attractive and beautiful by wearing Zara’s products even if they are older than the popular ages that are forced by the fashion industry, made a sound in the social media and received a lot of praise. 
Zara also has worked with 13 different influencers. Each of these influencers has more than 1 million followers. Furthermore, the company has also worked with celebrities who have more than 2 million followers on Instagram as a part of its social media communication strategy (Ravi, 2018).
One of the Zara’s most successful campaigns was “I am Denim” campaign which is launched in 2016. Zara wanted to create a brand image which says to the customers that Zara is an affordable global trendy fashion brand. Zara decided to work with social media influencers on this campaign.  Influencers created social media content which contributes to Zara’s aim and social media results of the campaign were very successful. At the end of the campaign, Zara achieved its target with a massive increasing in sales (pmyb.co.uk, 2017).
1.3. [bookmark: _Toc514061530]Real Estate Strategy of Zara
Zara does not use advertisement as a marketing communication option. In place of this, Zara uses its prime store locations to communicate with its customers. The company focuses on providing high customer traffic for its stores.
Zara spends a lot of time and money making impressive window displays.  In line with ZARA's fast-fashioning approach, the window displays of Zara are quickly redesigned as new products arrive.
Zara chooses high-quality locations for its stores to position itself as a high-quality brand in the eyes of its customers and thus appeals to rich customers.
1.4. [bookmark: _Toc514061531]Word of Mouth Strategy of Zara 
Word of mouth is a part of the main communication strategy of Zara. This method is a very effective way to gain new customers as people tend to rely on positive comments made by friends and family about a brand. Furthermore, Zara uses its well-designed packets as a part of word of mouth strategy (Fevrier, 2017). 
Word of mouth strategy results in a high demand from the consumers and allows creating the desired reputation without any additional advertising activity.
1.5. [bookmark: _Toc514061532]Employee Strategy of Zara                

Zara, which is a customer-centered management approach, continuously develops its employees and managers with the trainings about this topic. 
Zara employees record and report every comment about the products which are made by customers. New products are designed quickly taking into account these comments and presented to the customers (martinroll.com, 2018).
Another part of employee strategy of Zara is employee uniforms. Each employee who works at Zara stores has to wear clothes of Zara collection.  The clothes of the staff vary according to the socio-economic situation of the location where the store is located.
1.6. [bookmark: _Toc514061533]In-Store Costumer Experience Strategy of Zara
Zara started to use self service check out points via kiosks. The company aims to increase customer satisfaction by resolve the check out queue problem with this new technology in its stores. These kiosks provide a user friendly experience to the customers without any unexpected item alert.
Zara began offering click and collect service in Westfield Stratford London store. This service will continue until the store is refurbished, but it is possible to say that the company is experimenting with this service to implement its all stores in the future. Furthermore, customers are able to order and pay vie their mobile phones at Zara stores (Gilliland, 2018).
Zara is one of the first retailers to start using the AR app in its stores. Customers who come to the store get a chance to see the clothes on the virtual models via an application they downloaded to the phones. And also, customers are able to buy the clothes they saw through AR app or in the store. However, Zara announced that this AR app would not be used for a long time. It assumed that this application is a new and fun experience that was presented to customers to increase customer satisfaction rather than a long-term promotional activity. Furthermore, Zara asks the customers to share AR app photos on social media because Zara wants to use the result of AR app experience on social media to 
make an overwhelming impression.
Zara has taken important steps to increase customer experience with the technological solutions it has recently implemented in its stores. Although some of these solutions have not been in operation for a long time, it is possible to say that they all are the solutions that strengthen the brand image in the eyes of the customer (Gilliland, 2018).
1.7. [bookmark: _Toc514061534]Pull Strategy of Zara 
One of the most important marketing strategies is pull strategy which is used to contribute to the company in order to attract customers to visit one of its stores by creating curiosity. Zara is a successful company which pulls customers to the brand by using vary innovative ways such as AR app, creative social media campaigns and self check out kiosks... Zara achieved success on this pull strategy by evolving to marketing’s new 4Es - Experience replaces Product; Exchange is new Price; Evangelism is now Promotion; and Every Place is new Place. Zara became more customer centric organisation by implementing this new marketing strategy to its processes. 
In addition to being a very good product supplier, Zara is constantly providing new reasons to customers to visit their stores such as affordable & fashionable collections and very good customer experience image they created.
Most importantly, in today's highly competitive retail market, customer experience has become more important than product and Zara realized this (Danziger, 2018).
2. [bookmark: _Toc514061535]Keller’s Brand Equity Model (CBBE) of Zara
Zara’s Customer Based Brand Equity model is explained below.    
2.1. [bookmark: _Toc514061536]Salience
Depth of brand awareness: There a few things that our minds automatically link with the work Zara. One is the logo; others include high street fashion stores and latest fashion. Zara rarely uses advertisement although the images of the brand seen and recognized at its stores and displays. Zara’s stores are the primary way it reaches to the public and Zara is perceived by its customers as being amongst the best high fashion retailers.
Breadth of brand awareness: Zara has various products that suit all kind of customers, men, woman and children. If someone requires latest fashion products at an affordable price, Zara is an excellent choice. Zara establishes a concept that expensive brands are not necessary to be purchased for clothes only worn not more than a couple of times, instead, Zara’s high fashion products can be bought at very reasonable and affordable prices.
2.2. [bookmark: _Toc514061537]Imagery﻿
User Profile: On a budget, young and fashion conscious are the traits for the usual Zara customer. They are concerned about the way they look and have a desire to appear stylish
Purchase situations: The displays in the windows of Zara’s stores attract passing consumers. The perception amongst its consumers in relation to the possibility of its products being sold out if they are not bought is embedded by the strategy of Zara. Zara has a quick turnaround of different styles of clothing and uses this psychological engineering to influence the buying habits of its customers so that they purchase items with not much thought being put into it.
Personality and values:  Zara is high fashion, unique trendy and modern and its character targets and attracts the young and confident individuals.
2.3. [bookmark: _Toc514061538]Performance
Reliability & Durability: Zara’s concept of high fashion and rapid consumption of its products, its quality is lower than that of luxury brands, although still of good qulaity.
Style & Design: Quick turnaround times from design to production to sales are one of the greatest successes of Zara. It can take as little as 15 days from design to sale. In this way Zara is able to always offer the latest fashion and trends to its customers who like to be individual and stylish. Fashion is extremely fast changing and evolving so the ability for quick turnaround times ensures that Zara is always ahead of its competitors to have the latest fashion items.
Service Effectiveness: Zara meets customer’s expectation with its quick turnaround process in design giving them the most up to date fashion items. Zara is very customer centric listening to the voice of the customer so if there was a product which wasn’t popular with its customers it would remove this from its stock and keep its customers happy
Price: In comparison to other luxury brands Zara’s price is low and affordable to consumers who wish to purchase the most up to date fashionable items. Customers can buy more frequently without having to spend extortionate process for single pieces from luxury brands.
2.4. [bookmark: _Toc514061539]Feelings
Self-respect: Zara does not focus on emotion, fun and security. It is more focused on making people feel unique, different, cool and chic. Its logo and decoration creates this perception.
2.5. [bookmark: _Toc514061540]Judgments
Credibility: Zara has a high customer satisfaction ratio and is a reliable brand. It has produced fashion products since 1975 continuously. Zara is expert fast turnaround clothes for men, woman and children. Even though some of its designs are copied from other luxurious brands it can be said that meets the consumers demand for the consumption of the latest fashion (Fevrier, 2017).
2.6. [bookmark: _Toc514061541]Resonance
Behavioral loyalty: Zara’s fashion products are limited and it’s not is policy to keep on replacing the same products. They can’t turn down buying the products they like. The customers are aware the new products may not be available at a later date, as a result of this when they see the products and like them they are pushed to purchase immediately. There are allotting of repetitive customers and high frequency of buying its products.
Sense of community: Zara has a unique way it interacts via social media. The only posts are for latest designs of the season or about opening of additional stores on Facebook. Customers really like Zara and its fashion products therefore they continue to follow its postings.
Active engagement: Zara keeps abreast of the latest technology and with 26 million followers on Face book it reaches out to the younger generation directly. Zara does not do much in the way of marketing as it uses the funds for investment for its supply chain in order for the customers to receive maximum satisfaction from its products (Fevrier, 2017).
3. [bookmark: _Toc514061542]Conclusion
Zara is a company that has distinguished itself from its competitors by its own marketing strategy. While other fashion retailers still carry out marketing activities on the 4p philosophy, Zara has implemented the innovative 4e philosophy to its processes.
Zara has not changed its no advertising strategy since the day it was founded but it has started to increase her brand awareness especially with its investments in digital marketing. It has been one of the most successful companies which use social media channels well. 
It has the ability to create new creations and to present it to the customers very quickly, while continuing to execute marketing practices that will awaken the curiosity of the customer.
In recent years, the pressure of online retailing on traditional retailing has become a reality accepted by all. With its innovative marketing strategy, Zara is one of the few retailers who have succeeded in attracting customers to stores and increasing their number of store visits day by day.
Zara aims to provide a well designed experience to its customers in its stores and has achieved this goal with technological applications such as AR app, self check out kiosk and with the support of customer oriented staff.
4. [bookmark: _Toc514061543]Recommendations
Although Zara is a successful company in marketing strategies, there are innovative marketing practices that must be incorporated into its processes to protect its position in the marketplace.
An effective customer experience occurs when a brand is offering a service that customers will enjoy with every stage and product of the shopping process. Pop-up stores, or temporary stores, are becoming places where retailers are able to influence customers in small areas with limited investment. Shopping centers host many alternative retailers from day to day. Zara pop-up stores in prime shopping malls could be a good idea in order to provide a different customer experience.
The companies are now wise to follow commercial gains and are looking to increase their assets in hotels and resorts rather than waiting for customers to come to them. It is not a new practice to open stores in the hotel lobbies, but this type of marketing will become a trend again in modern life. Although Zara adopts pull strategy, it may be useful to consider this practice in order to offer a new experience to its customers.
Free health and nutrition programs are now more common among the new and comprehensive customer experiences offered by physical stores. Retailers find clues from the hospitality industry and use it effectively. For example, some brands are organizing in-store cooking workshops and private yoga classes. The dissemination of such services enhances the shopping experience and strengthens links between brands and customers.  Zara should also think about this idea and find ways to offer its customers free services other than their products.
3D printing brings the consumer preference concept to a completely new level, and this trend, along with the development of technology, shortens the distance between imagination and reality. 3D printing technology provides retailers with the opportunity to offer unique, fully customized products to customers. For example, Nike has transformed customer comments, drawings and ideas into wearable pieces of art to create a unique and new shoe prototype and creating an important customer experience. Zara has the ability to produce new collections in a week so it will not be too difficult for it to produce personalized 3D printing clothes.
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