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1.1 Introduction
Marketing is a research as well as a management practise. Its central tenet is that customer-focused managerial choices, such as product price, contact and delivery can produce value for their targeted audience. Since these practices are incredibly expensive, firms’ demand generating efforts may result in a good enough customer reaction, such as customer transactions, to support the cost and create income for the company. (Mizik, Hanssens, 2018)
As I am required to give industry examples while relating about marketing analysis and evaluation I will detect ZARAs’ clothing company marketing processes and marketing stages.
In 1963 ZARA company began as a small workshop producing dresses and quilted dressing gowns for distribution and in 10 years the workforce grew into 500 people. The first store was opened in 1975 in Coruña by Amancio Ortega the owner on founder of this company. The next step to their success was a fashion approach (1976) so customers could afford fashion creations at an affordable price. Our story (Inditex, 2020)
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                            Figure 1. Zara’s approach to fashion
(source: Inditex, 2021)


1.2 STAGES IN THE MARKETING PROCES

Situational analysis is the analyse of a company’s internal and external effect. It describes a company’s strengths, future, customers and market climate and the impact they have on the company. A scheme analysis is an important component of any strategies, and it can be adjusted on a regular basis to make sure that it is up to date. It is critical to do a situation analysis to assess the health of your company before designing a marketing business strategy. 
This analysis is useful for assessing the strengths and limitations of your company as well as any opportunities and risks it can be the SWOT analysis that may impact its wellbeing. The outcomes of situational analysis can change your attitude to what is really happening within your company and help to decide your company’s market strategy.
The situational analysis consists of three techniques that can help to understand the organisational environment and they are the following:
1.SWOT analysis (weaknesses, strengths, threats and opportunities)
2.PESTLE analysis (political, economic, social, technological, legal and environmental)
3.Porter’s Five Forces (entrants, competitors, suppliers, buyers and alternative services)
Also is very important to find out how the situational analyses is useful and practical. (Lake, 2020)

























Objectives and marketing goals are two different concepts. Marketing goals are long term and broad and they are often guided by a company’s vision and intent. Marketing objectives are more precise in nature and can be observable either by numbers, time frames or both. In essence marketing objectives are the steps that marketing staff take to achieve marketing targets. Without marketing objectives   company will not have the clarity in where exactly they are moving and what they have to do in order to accomplish their goals. Brad Smith (2020) described the marketing objectives.In the following figure I want to show how marketing objectives need to be.
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Figure 2. Smart Goals Work
(source: Smith, 2020)

Strategies in marketing environment are tools with which an organisation hopes to build customer value and successful customer relationships. The business must determine which clients it will serve and how it will satisfy them. There are four steps:

· Market Segmentation (splitting market into distinct classes of consumers with distinct preferences)

· Market Targeting (Method of determining the attractiveness of each business segment and choosing one or more segments to join)

· Positioning (Arranging for a commodity to occupy a specific, separate and attractive place in relation to rival products)

· Differentiation (The process of separation the business product in order to enhance consumer benefit)






Marketing mix is a mixture of tactical marketing tools such as product, price, place and promotion that a company uses to get the reaction it needs from its targeting market. The term “product” refers to the company’s mix of products and services. The cost of a good is the price paid by the byer to purchase it. The availability of the commodity is determined by its position. And lastly the promotion tool is the action that express the product’s benefits.
(Kotler and Armstrong, 2018)
Marketing Mix has a huge role in business environment it allows the business to make cost-effective campaign choices at all levels. These options support an organisation in the following ways:

1. Develop its advantages and reducing its deficiencies.
2. Increase the market competitiveness and adaptability.
3. Increase the profitability of cooperation between departments and collaborators.


In 1960 marketing mix was associated with Four Ps: Price, Product, Promotion and Place. Later on The Four Ps has been expanded to Seven Ps and this includes Evidence of People and Process. (Lauterborn, 2021)


Implementation is associated with the basic strategies choices made in an organised marketing campaign as well as the activities and resources deployments needed to turn them into a tangible series of actions. The implementations methods as (e.g., correspondence structures, budgeting, teamwork procedures, performance management and organisational framework architecture) are used to define and achieve integrated marketing campaign strategies designed to deliver marketing strategy quality choices.  (Morgan,Whitler, Feng and Chari, 2019)







Control is the last stage of marketing process and is a methodical and integrated process. When exercising power over an organization’s marketing process, marketer takes the following steps below:

1. Establishing Marketing Priorities. (first step of marketing control is to create marketing objectives that are in accordance with marketing goals)
2. Developing Performance Criteria. (Benchmark is important for streamlining the marketing process)
3. Using the regular results as a standard. (The real marketing outputs is compared and calibrated to the established benchmarks and the difference is calculated)
4. Evaluating the deviations. (This difference is then examined to determine which areas need to be corrected and if the deviation exceeds the set range it should be reported to top management)
5. Rectification and Improvements. (After identifying the source of poor results, actions are taken to close the distance between real and planned return)
The Marketing Control Process is illustrated in the following diagram:
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Figure 3. The control Process
(source: Prachi, 2019)




SWOT Situational Analyses for ZARA

This analysis will contain ZARA’s Strengths, Weaknesses, Opportunities and Threats and will help to create an overview regarding this business actual economic situation. ZARA is also a part of INDITEX group.
 
The Strengths:

1. INDITEX is a Pioneer Company among “fast fashion” and its simply clone the latest trends and harry their less costly models into shops.

2. Software contribution in such a way Zara is the first shop in the world that dedicated a room for the purchasing and collection of online orders. This section of the shop has two automated online order delivery points that are serviced by a secret area that can accommodate 2400 orders at once allowing consumers to pick up transactions made on Zara’s ecommerce sites. (INDITEX, 2018)

3. Number of stores shows that the company is highly developed as it sells their products in 216 markets through online platform and 2118 stores in 96 markets.

4. Unit of designers is highly developed with more than 700 qualified staff the customers’ needs are transformed into fashion in ZARA stores. They demonstrate flair and imagination.

5. Fast Fashion brand and strong supply chain is another company strength because the company deliver new models twice a week into shops. Normally the drawing board takes just three weeks to stock. (INDITEX, 2020)


6. Right pricing is also one of ZARAs’ strength because the average price range includes most buyers, from low-cost youth T-shirts to costly female outerwear. (Lectra,2020)



The Weaknesses:

1. Low industry penetration in some markets especially in Asia, as some countries over there are rapidly developing nowadays for example: Malaysia and India. In India there are just 22 ZARA stores in whole country and only 8 stores in Malaysia and this is an indicator of low presence. In Vietnam we have only 2 stores and 12 stores in Thailand and in comparation with Europe and USA I can see a huge difference and it can have a negative impact over the company. (INDITEX, 2021)


2. Zara has a lower profitability ratio and a lower Net Contribution percent than the sector average. (Segura, 2019)


3. A large Zara collection isn’t based on a single aspect, but rather offers something for everyone. This is a major brand weakness since customers can turn to competitors that are solely focused on a single problem. The level of acute focus in Zara is not the same.


The Opportunities


1. Fast shipping period can be an opportunity. Customers tour in ZARA’s stores has an average of 17 times a year and the reason is that ZARA reacts to new trends as soon as possible. ZARA currently generates a pattern from start to finish in just two to three weeks. On the other hand ZARA could be able to compress the intervals much more in the future.( Daly, 2015)


2. For more than a third of Millennials Gen Z opt for environmentally friendly and sustainable labels on products. The two communities combined account for half of the workforce and as a result Zara must pay attention to this rising need. (Sourcing Journal, 9th January,2020)


3. Resale sector which is currently worth $28 billion is projected to rise to $64 billion in five years. Customers will be able to buy more for less waste if the company will integrate a resale approach into their new platform. This promotes consumerism while also encouraging environmental protection. (Fashion United, 18th Nov.,2020)



 The Threats


1. Rivalry is the most dangerous threat in my opinion. For example Shein and China’s fast-fashion giant is the world’s largest online-only fashion retailer. The Shein app. Got 10.3 million downloads. Zara with just 2 million downloads in the same time span, must be cautious of its digital competitors. (Dowsett, 2020)


2. Price confrontation is because ZARA’s main focus is fast fashion, which brings the latest runway trends to customers quickly and at a low cost and in this way imitators are fighting price wars to drain off ZARA’s business however the market is vulnerable.


3. Covid-19 Pandemic had a negative impact over this business. At the beginning of 2020 INDITEX announced a 44% reduction in revenue. According to IINDITEX surveys the closing of 88% of stores dues to the Coronavirus was the primary cause of the decline in sale. (INDITEX, 2020)

































Porter’s FIVE FORCES OF ZARA

Threat of Entry – this force is Low

1. Scale economies are difficult to attain in the sector in which ZARA operates. This enables companies to gain a cost advantage, producing vast quantities of goods. The cost of development for externals is also increased. As a result, new competitor’s challenge is a weakened power.


2. Within the market, differentiation of the product is high, rather than common products, for companies selling differentiated products. Now customers are looking for special items. New competitors are a weak force in this industry due to advertising and customer support.


3. Specific licencing and legal standards in accordance with government policies must be met before a company is to be traded New companies therefore find it difficult to enter the market and cause the newcomers’ challenge to have weak power.(GOV.UK,2021)


Bargain Power of supplier - Moderate


1. In the market in which ZARA works, there are far more suppliers than customers. This mean that suppliers have less market power. The total number of suppliers is 1985 and also is low cost when switching between them. (INDITEX, 2021)


2. Suppliers in this sector do not compete with other goods. This implies that the consumer has no other options besides the ones provided by the supplier. As a result, the suppliers bargaining power becomes more effective in the industry.

Bargain Power of Buyers- Moderate

1. The number of retailers far exceeds the number of firms that produce the goods. This implies that consumers have a limited number of companies to choose from and as a result, no market power. As a result, consumers purchasing power in the market is diminished.


Industry Rivalry- High
 

1. ZARA has a limited number of rivals in the industry she works in. The large percentage of these remain extremely high. This ensures that no change from an industry organisation goes unnoticed. As a result, current company competition becomes a reactivated market factor. (Craft,2020)


Threat of Substitutes- Moderate

1. There few alternatives available for the goods manufactured in ZARA’s industry. The only replacement that are available are often made by low-profit companies. This ensures that in the market in which ZARA works there is no limit to the overall profit that a corporation can make. As a consequence of both of these reasons, the possibility of alternative products has become a weakened force in the industry.



Advantages and Disadvantages for SWOT ANALYSIS

The ability to handle or make decisions is an essential concept for managers and employees of every organisation. Businesses use SWOT Analysis as a method for strategic management and marketing. It’s a tried-and-true method of strategic analysis. There are numerous factors that affect the preferability and utility of SWOT analysis. Therefore I will list some advantages and disadvantages related to SWOT Analysis process.
Advantages
SWOT Analysis is a tool for analysing and proposing broad solutions to issues from a broad perspective. The Swot Analysis does not include details or related issues, but they are the object of the subsequent studies.
Swot Analyses are a form of interactional analysis that allows for macro evaluations.

SWOT analysis helps you to focus on the positive and negative aspects of the organization’s internal and external environments, or in other words, the variables that  add plus and minus value in this setting, all within the sense of a similar perspective.
SWOT Analysis will help corporate managers find profit opportunities. Threats can be mitigated by understanding their weaknesses. 
SWOT Analysis provides a thinking model for organisational management as a process and research tool. This model illustrates the points from which decisions are made and enables the agenda to be limited during the data collection and analysis phases. SWOT Analysis in other words, lays the groundwork for strategic decisions.
SWOT Analysis promotes the pooling of knowledge by using novel participatory methods such as `Brain Storming and group forums to promote community exploration of strategic issues and policy formulation.
SWOT Analysis aids organisational management in staring a conversation about the organisation’s future and goals by looking beyond daily problems and current situation.


Disadvantages
SWOT Analysis is a method that takes a broad view of a situation and provides broad solutions.
SWOT Analysis was developed when environmental conditions were stable, however in today’s world of change and competition it is no longer a viable strategy. Dynamic and systemic changes at the system, sub-system and supersystem levels influence the validity of entries in SWOT Matrix. According to some sources, the SWOT Analysis is badly written. Expertise and planning are needed for a systematic construction and use. SWOT Analysis is a tool that is inconsistent and limited in scope. 
SWOT Analysis can identify a variety of variables. On the other hand, quantity does not imply consistency. It is difficult  to determine the objectives of the variables identified in a SWOT Analysis, focus on them in detail, address developments and conflicts in multiple dimensions, and provide insights and recommendations based on different data and evaluations. SWOT Analysis is expensive, but the benefits are minimal. The conversation process may result in a loss of time for organisational managers and strategy consultants. (Gürel, 2017)





STRATEGIES EMPLOYED BY ZARA


The segmentation strategy used by clothing retailer ZARA is based on conventional market patterns such as gender, age and psychographics. Aside from that, the company targets customers based on their personal style preferences, such as new, sleek, vintage, grunge, Latino and so on. Zara’s retail line takes into account the brand’s nationality as well as its target audience in order to appeal to a diverse variety of preferences and settings. (INDITEX, 2018)
    Men and women between the ages of 18 and 40 with mid-range wages, make up the target market. ZARA  brand has targeted a significant void in retail industry. Customers who likes high fashion and want to be in touch with the new styles but don’t have the possibility to buy clothing and accessories from couture and high-end boutiques are targeted by the brand. (INDITEX, 2021)
    ZARA offers a much wider range of sizes and designs than other retailers, that include 450 million items sold each year. The pieces have their own fashion seasons, which come and go quicker than the rest of the fashion industry. Women who constitute up more than half of ZARA’s target market, are generally enthusiastic about the concept due to their need to switch up their looks very often. ZARA has effectively positioned itself as a stylish, inexpensive and fast-changing luxury brand for the millennial generation by recognising its potential audience and offering a fresh form of fashion. (Thomas,2021)

Product-Zara owns more than 3000 stores in UK that offers a wide range of products such as clothes (T-shirts, dresses, pants, blazers, outwear, swimwear, shoes, perfumes, candles, bags, scarfs, accessories and denim products). Every store is divided in three departments such as Kidswear, Menswear and Ladieswear and each department has its own daily target for sales. Some of stores includes Zarahome department  but products from Zara Home are mostly available online.

Price- INDITEX products target particular age groups and consumers segment in order to increase sales. The total price range caters to the majority of customers, ranging from low-cost T-shirt for teens that cost £5.99 to high-end women’s outwear that costs £ 159.99. The average price is £ 29.99.

Place Zara’s over 7000 outlets have spread across many countries. In 2015, the company opened its 7000th store in Hawaii. It sells online as well as in its shops. However, online sales are not available in all markets and restricted to a few. People in India are unable to shop on its website to see the new designs and trends. Zara is also looking to expand its online sales. ( Fortune,2016)

Promotion- Its Thousands of stores around the world are used for a variety of marketing. Customers who visit the stores, which are often located in high-traffic areas, can choose from thousands of models. Zara’s pricing and delivery policy are critical components of its promotion strategy. They have aided it in establishing a reputation as accost-effective and fashionable brand. This has aided in the growth of popularity. When it comes to promotion, however the brand has mastered the use of others platforms such as social media. As a result, those who claim Zara does not market or promote its brand may be mistaken.



CONCLUSION

As a result, ZARA has shown that its business strategy has the ability to be very successful. Her ability to rely on one approach while constantly changing and innovating has made her one of the most profitable clothing brands. But one of the most positive thing is that the economy scale in which company activates is very hard and difficult to attain and as a result is a very low chance for new competitors to appear.



RECOMMENDATIONS

I would recommend for ZARA business to focus more on opening new stores in ASIA as at the moment it has a very low presence over there. As I mentioned above about Malaysia and India the countries with a high potential at the moment as they a rapidly developing nowadays.
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