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[bookmark: _Toc5377090]Introduction
Marketing is a process which deals with selling as well as buying the products. It is a business process to create a good relationship with customers. Fundamental analysis of marketing deals with the main three stage of marketing. These are economic, industry and company analysis.  
This essay focuses on different stages of marketing in the international company ZARA headquartered in Arteixo, Spain. In addition this, fundamental analysis of marketing procedure of ZARA has been evaluated along with their pricing strategy related to clothing, cosmetics, household products. Apart from these different stages and role of marketing, marketing role for customer value adopted by ZARA has been explained and stakeholder engagement of ZARA has been discussed.   
[bookmark: _Toc5377091]Task 1A
[bookmark: _Toc5377092]Marketing Process
[bookmark: _Toc5377093]1. Marketing Process and Stages   
Zara has adopted some procedures in order to ensure effective marketing of its product which not only to increase their customer’s base but also enhances their profit as well. Zara has executed their marketing strategy which is discussed below. 
Framing Marketing Strategy
In order to identify customers need Zara has evaluated their customers effectively. Since Zara’s proem products include female clothes, the organization has planned its marketing strategy accordingly. This company has provided high-quality fashionable dress at a reasonable price (Bahadir et al. 2015, p.25). 
Using Online platform  
Zara marketing strategy is mostly online based which also enables it to evaluate the preference of their customers. The customer can be male, female or a teenager who is interested in fashionable, traditional or modern clothing's. Zara always fulfils its customers need through designing clothes for all customer range. 
Zara branding strategy
A stock of clothes on Zara is increasing rapidly. Zara always prefers to market their high-quality brands such as Paris Avenue and New York Fifth Avenue. According to Petersen (2015, p. 60) in the marketing industry, Zara has become a successful brand in the world. Furthermore, Zara also designs new clothing and take only 10-15 days to produce a finished material.
[bookmark: _Toc5377094]2. Situation Analysis
Marketing is a management system to maintain a relationship between employees and customers. Zara’s main advantage is on its fast development in technology. In order to understand Zara’s marketing and business framework SWOT and PESTLE analysis has been used to evaluate internal as well as the external market of Zara (Karjaluoto et al. 2015 p.705).
SWOT analysis
	Strength
●        More than 2000 stores
●       One of the biggest European retailer
●    A famous brand is known for its fashionable clothing
●        Low cost and higher profits

	Weakness
●        Generalized collection
●        Lack of advertising
●        Low safety stock
 
 

	Opportunities
●        Online e-commerce
●        Backing some flagship design
●         Developing market
	Threats
●       High-end fashion merchandisers 
●        economic downturn
●        fake imitation can decrease the sale 



Table 1: SWOT analysis of ZARA
(Source: Influenced by Zara.com, 2019)

 
PESTEL analysis
 
	Political factors
	●        Politically stable 
●        FDI rate of 2.47%
●        Corporation Tax of 19% (Ons.gov.uk (2019)  

	Economic factors
	●        Increased GDP by 6%GDP 
●        A rate of inflation in the UK is 3.1%
●        Interest rate 0.5% (Ons.gov.uk, 2019)

	Social factors 
	●        Large population 65.6 Million 
●        high availability of skilled labour

	Technological factors
	· Advanced technology 
· Technological investment of £28 billion (Ons.gov.uk, 2019)
 

	Environmental factors
	· Economic activities have a significant impact on environmental factors
· Initiatives were taken by the government to reduce the negative impact on Environment 

	Legal factors
	● The Employment Act in 1996 (Legislation.gov.uk, 2019)
● The Equality Act in 2010 (Legislation.gov.uk, 2019)


Table 2: PESTEL analysis
(Source: Inspired by Karjaluoto et al. 2015 p.705)
[bookmark: _Toc5377095]3. Segmentation, Targeting, and Positioning
Segmentation Strategy
A market can be segmented in many different ways such as geographical segmentation, demographic segmentation, and behavioural segmentation. Zara divides its market through demographic segmentation. It enables Zara to divide its customers on the basis of four that is age, life cycle stage, income level, and social classes. According to Charter (2017, p.55), Zara prefers the female customers from the age group of 6 to 45 belong to medium to high-income level.   
Targeting strategy
The company’s target customers are interested in the latest fashion trends at a reasonable price. Zara target the female customers belonging to the age range of 06-45 years. Zara provides fashionable as well as comfortable clothes for teenagers and women as well. The company has released a variety of high-quality fashionable clothes at a reasonable price according to customer needs (Johansen, 2016, p.60).
Positioning strategy
A positioning strategy of Zara is highly effective in nature. In order to maintain their position, Zara launches its new market on high profile area. Zara also promotes high-quality brands in order to secure a prominent position in the global market.
[bookmark: _Toc5377096]4. Marketing Mix
Zara's marketing mix can be analyzed by four categories that are the product, price, place, and promotion which are discussed below.
Product:
Zara is a famous fashionable company which offers jeans, shoes, tops, T-shirts, trousers, handbags for male, female and children. Besides that Zara has started more than 10000 new designs in the year 2017 (Stephen, 2016, p.20).
Price:
Zara has set an effective pricing strategy by rendering its highly fashionable products at low prices. Zara provides the latest fashionable dresses and brand at a much lower price. Zara has set reasonable price which fulfils customer needs in an effective manner. 
Place:
The stores of Zara has scattered in around 88 countries including the UK. According to Bauer (2015, p.671) In addition to the retail store, the organization also sells its products through an online platform.  
Promotion:
Zara promotes its marketing through advertising. Zara advertises its product on social media platform which includes Zara's official site, and Twitter. The organization has more than 2 million followers on its Facebook page. 

[bookmark: _Toc5377097]Role of marketing in creating customer value
[bookmark: _Toc5377098]1. Social marketing
Social marketing involves marketing through digital media used to promote its activities. Zara follows the social marketing strategy to promote their products by advertising on its social media site.
Advantage:
Social marketing adopted by Zara is highly advantageous as it enables a broad customer’s range to know about Zara's marketing strategy and products through various social networking sites such as Facebook and Twitter. Besides, Zara also launches its new brand products through its online website (Stephen, 2016, p.20).
Disadvantage:
However, one disadvantage of social marketing includes huge investment process which is a major concerning factor for ZARA. 
[bookmark: _Toc5377099]2. Branding
Zara is a famous fashion clothing industry with different types of products. It has numerous fashion brands such as H&M, Mango and Gussi. Zara sells the fashion brand products at a reasonable price so that customers are able to buy this product.
Advantage:
Customer prefers the product of Zara as those are very reasonable but good in quality. 
[bookmark: _Toc5377100]3. Branding strategy adopted by Zara
The following branding strategy adopted by Zara:
Umbrella branding:
Umbrella branding also known as family branding which represents marketing involves many products under a single brand. It makes after a huge brand. To increase the merchantable of products is the basic idea of this strategy.
Range branding:
Range branding also the formation of a brand. Range brands stand for more than one product is under a single product.
Individual product branding:
Individual product branding is a process of marketing strategy which every product has its own brand. This helps to make a product under a particular brand (Stephen, 2016, p.20). 
[bookmark: _Toc5377101]4. Relationship marketing on Zara
Relationship marketing is an attachment of attracting, maintaining and improving between the customers and the employees. Zara also attaches with relationship marketing. The terms which are related to the relationship marketing are the internal market, influence markets, recruitment markets, supplier markets, referral market, and customer market.
[bookmark: _Toc5377102]5. Ansoff matrix strategies
Ansoff matrix strategies consist of four different concepts that are discussed below 
	Market penetration strategy:
Zara motivates their customers to buy more products. This is done by Zara when the company followed the weakness in the marketing process. Along with this Zara introduces new products every week which help to increase their financial activities. 

	Market development strategy:
Highly fashionable clothes are produced by Zara. Zara launches a new market in different locations. Indicted is the parent company of Zara. Indicted is the fastest manufacturer company.

	Product development strategy:
Zara develops a new product and launches as soon as possible as this is a highly developing company. Zara's fashionable dress showing that it is not a splendor brand, its target to increase their customers. 
	Diversification strategy:
Diversification strategy makes a scene about when a good chance comes. The industry is highly influenced try to involve mix business. 


Table 3: Ansoff matrix strategies
(Source: Inspired by Stephen, 2016, p.20)
[bookmark: _Toc5377103]Stakeholder engagement and its impact on ZARA
ZARA is an international fashion retail company well known for its quality products since 2007. This company mainly deals with clothes and fashion items. This company’s production and distribution processes are very effective which enables the organization to fulfil customers demand. One of the major reasons for the success of ZARA is its efficient stakeholder engagement (Grzegorczyk, 2017, p.100). 
[bookmark: _Toc5377104]1. Stakeholders 
Stakeholders are those who are involved with the company and are concerned about its activities. Major stakeholder of any organization includes is manager, employees and its customers. The nature of the stakeholders is different and their interest also differs so that a mutual understanding can maintain every stakeholder of ZARA. As a result, the marketing of ZARA become develop since last few years. Along with the relative position of stakeholders is more important than its interest. According to Novikova (2015, 141), the main four stakeholders on ZARA are supplied manager, house designers, store manager, and manager. Other stakeholders are employees in different post and customers. ZARA involve stakeholders properly.
[bookmark: _Toc5377105]2. Internal and external stakeholders
Basically, two types of stakeholders are belonging in an organization which is internal stakeholders and external stakeholders. Internal stakeholders are those groups who are concerned about the organization and include owner, manager, employees, and stakeholders who belong to the management system.  
Along with external stakeholders are those individuals who come from outside of a company. Such stakeholders are customers who purchase the product from a company and the suppliers from whom the company purchases the products (Lidstone, 2016, p.55). 
[bookmark: _Toc5377106]3. Communicating and engaging with the stakeholders
Customer engagement is a process of business management between an organization and an external customer. Zara engages its customer through both offline as well as online mode. Since customers are one of the major stakeholders for ZARA the organization focuses on them who are commonly related to the source of revenue. Customer engagement is very effective for the company as it increases the economic status of the company. Customer engagement refers to the engagement of customer with employees. Furthermore, ZARA also ensures that their customer is not only engaging the brand but also receives quality product as well. It also ensures to receive customers acknowledgment as well. According to Moorman (2016, p.35), crustier renders positive as well as negative feedback which proves to be valuable for ZARA and assist them to overcome their problem. 
Hence, Zara makes sure that whenever a policy or any new product is launched by the company a notification is sent to customers through online medium. This strategy ensures that all customers feel valued and engaged with the organizational activities of ZARA. Zara not only involves the customers as well so they also give an advertisement for irregular customers. Actually, ZARA wants to increase their business. For advertising, such new policy or brand company use their website as well as the social site such as a company's Facebook page and Twitter page. Besides since customers are well known and before engagement any social activities they always know about the whole thing. So the company should ensure this (Chong et al. 2017, p.5150).
On the main thing is to involve customer with the company so that to realize the importance of customers the true value of the company as customers always-on touch with the company. Without client and their engagement company cannot improve. A customer always looks out the branded products. If the company is not able to meet the needs of customers then it may result in customer’s turnover. Before start up any new policy, the company should ensure that they give the best support to customers.  
[bookmark: _Toc5377107]4. Impact of stakeholders on marketing activity
Stakeholders are groups of member those are associating with an organization. Social impact like the internet and mobile technology has given a big effect on an organization. According to Guido (2016, p.6050), Customer uses online marketing through the company's marketing app as well as offline marketing. Along with employees has to entertain the external stakeholders. 
[bookmark: _Toc5377108]Task 1B
[bookmark: _Toc5377109]Reflection on tactical communication
I have made a project on marketing strategies on ZARA. To develop my project I use tactical communication
[bookmark: _Toc5377110]1. Tactical communication
In the communication process language is a very important thing to understand. Tactical communication is one of the most important communication processes. Tactical communication is such a communication process which is transmitted through electronic equipment. As an example join tactical information distribution system is a tactical communication system which is used by the United States Armed Forces. This communication allows a different kind of information, any order from one place or anew person to another which belongs in tactical forces (Fill et al. 2016 p.60). 
[bookmark: _Toc5377111]2. Different types of promotions strategy
One of the most important strategies of daily business activities is promoting. Promoting becomes an increase in the sale of products. Different ways are available for promoting. For promoting my research I have used social media platforms, advertising and public relation, direct marketing and sales promotion.
Social media marketing- I mainly use a social media platform to promote products. It is a very large and famous platform. I leave an advertisement on my Facebook and twitter page. And I also leave a status about the marketing on WhatsApp. 
Advertising- I also use traditional advertising techniques like radio, newspaper magazine. I want to inform people as much as possible.
Public relation- I contact with all my friends and relatives to tell about my marketing process. They give me positive feedback about this. They also encourage me to develop my business as well. Some of my friends give me such idea about marketing. I also hang a poster in front of my house.   
Direct marketing- Direct marketing is also a form of advertising procedure (Fill et al. 2016 p.60). With the help of direct marketing procedure organization communication directly to the customer through the variety of media such as mail, message cell phone. I also use such a strategy to advertise my marketing idea with customers.
Sales promotion- sales promotion is a process of inducing a customer to buy the product. It is one of the pull marketing techniques. Different types of an e-commerce site are available and these websites give 10-20% discount on the product According to Guido (2016, p.6050). I also use such type of website for marketing. 
[bookmark: _Toc5377112]Conclusion
Thus it may be concluded that many factors are associated with the marketing process. In this assignment, the marketing strategy of ZARA is highlighted. The process of marketing such as different stages the role of marketing, customer value and stakeholder engagement of ZARA. ZARA use social marketing with other organization. Their engagement with the customers is very friendly and so that their marketing business become develop day by day. The employees are very good in behaviour so customer's engagement is also huge with this organization. The production planning, marketing strategy, and role of marketing and promoting strategy also highlighted on this assignment.       
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