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[bookmark: _Toc133512659]Introduction
Amancio Ortega and RosalaMera established the Zara chain of stores in 1975 in Spain. Zara has come to be acknowledged as a highly respected, heavily successful fashion retail giant on an international level(Kala, 2018). The Inditex group, among the top fashion retailers in the entire world, has made the company a flagship brand in recent times. Zara is renowned for its swift production of fashion-forward clothing, along with other products, at very reasonable prices. Being renowned for its keenness on following the latest fashion trends and great cost-effectiveness, they have made huge strides in the fashion industry, with many more than 2,000 stores distributed around the world across 88 differing countries. It’s no wonder that Zara is viewed as one of the most important and successful fashion labels around.
[bookmark: _Toc133512660]Background Information About the Company
Amancio Ortega and RosalaMera set up the cornerstones of what would become Zara in 1975. Zara's mission statement includes the concept of providing clothing at a reasonable price for women, men, and kids alike. Thanks to its imaginative modus operandi, which concentrates on responding rapidly to customer needs, cost-effective manufacturing, and the commitment to remain in advance with the most up-to-date fashion trends, Zara has turned into a fashion giant on a global level. It is currently one of the most well-renowned and prosperous fashion firms across the world and has more than 2,000 stores in 88 countries globally (“Zara is part of the biggest fashion company in the world. Meet the other brands it owns.,” 2018).
[bookmark: _Toc133512661]Definition of Communication
The term 'Marketing Communication' denotes the act of conveying details from an entity to its prospective consumer-group. This practice demands utilization of two-way communication practices, including, but not confined to, public relations, advertisements, direct mail, e-marketing and social media(Writer, 2021). This process is indispensable for bolstering customer-brand affinity, generating brand-awareness, and intensifying sales. By strategically leveraging the influence of communication, enterprises can attain greater achievements in their promotional aims.
[bookmark: _Toc133512662]Include a diagram and briefly explain a communication model
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Figure 1:https://www.wikiwand.com/en/File:Common_components_of_models_of_communication.svg
A communication pattern which is based on a framework involving parties, messages, and paths of transfer, is termed a marketing communication model. Through the utilization of this model, firms have the potential to acquire insights into the complicated communication dynamics between them and the customer. This model consists of the relayed exchange, the retransmission of information, the source of the outburst, the conveyed core content, the transmission channel, and the ultimate recipient. In this reflection, the company is the originator of the message, which could include relevant data or orders. The passage through which the language is relayed is the medium, examples of which are broadcasted television, newspapers, or digital media(“Wikiwand - Models of communication,” n.d.). The person at the end of the rope, catching the information from the company, is the consumer. The feedback cycle is the answer that the individual gives to the company in response to what was previously said. Corporate entities using this methodology have the potential to develop a comprehensive and lasting relationship with their patrons. By considering all of the elements of this model, it is conceivable to make interactions between firms and customers more profitable.
[bookmark: _Toc133512663]Integrated Marketing Communications
Integrated Marketing Communications (IMC) refers to the coordination and integration of all marketing communication tools, channels, and sources within a company into a seamless programme that maximises the impact on consumers and other end users while keeping costs to a minimum (Shimp, 2010).
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This strategy for marketing communications tries to guarantee that all modes of communication and messaging are connected together in a thoughtful and deliberate manner. Shimp (2010) explains that Integrated Marketing Communications (IMC) is commonly referred to as holistic marketing, 360-degree marketing and one-voice marketing. This includes all the efforts and activities carried out to communicate with the customer such as advertising, public relations, promotional events, direct marketing, personal selling, social media, and more.
[bookmark: _Toc133512664][bookmark: _Toc133512665]New Promotional Strategies Your Company Can Use to Raise Awareness of The Brand
Social Media Engagement
Zara has undertaken noteworthy efforts to further their reach on social media outlets, like Instagram, Facebook and Twitter, coming up with content that is both engaging and stimulating. They are expecting this approach to positively contribute to the appreciation of their brand, while also crafting user-generated output and partaking in a high-profile collaboration with industry celebrities. Besides this, they also provide giveaways as a fundamental tool to connect with the public(Amin, 2023).
[bookmark: _Toc133512666]Experiential Events
Zara is renowned for its capability to craft extravagant and captivating experiences, granting purchasers an opportunity to interact with the iconography in an intimate, first-hand manner. Customers can explore the items at the delightful pop-up stalls, fashion shows, and other occasions, gleaning an intricate comprehension of the label which can’t be gained in virtual realms.
[bookmark: _Toc133512667]Video Content
Zara has the ability to produce content for videos that go viral, which will assist in spreading the word about their items and brand. This could take the form of short videos, critiques of products, or glimpses at their creation process from behind the scenes.
[bookmark: _Toc133512668]Content Marketing
Zara is able to provide material that appeals to their target audience and assists customers in becoming more educated about both the company and the things it sells. This may take the form of blog entries, podcasts, or electronic books.
[bookmark: _Toc133512669]Paid Advertising
Zara has the ability to reach more people and raise more people's awareness of their brand through the use of paid advertising on social media, search engines, and other digital platforms.
[bookmark: _Toc133512670]Definition of Branding and Brand Equity
Branding entails establishing a personalized emblem for a commodity or amenity that deviates from related ones amongst prospective shoppers. Assessing the clout and esteemed status of a brand in the commerce sphere is known as brand equity. This is imperative for enterprises, as it is capable of granting a marked advantage compared to competitors and rides largely on patrons' recognition and adherence to the brand. It is a critical instrument for ensuring that your offerings are observed and entrenched significantly in contrast to the.
[bookmark: _Toc133512671]Keller’s Brand Equity Model
Brand salience, brand performance, brand imagery, and brand judgement are the four primary components that make up Keller's brand equity model, which is a methodology that is used to determine the worth of a brand(Hawker, 2019).
[image: Keller's Brand Equity Model — What It Is & How to Use It | by Keaton Hawker  | Medium]
Figure 2: https://medium.com/@keatonhawker/kellers-brand-equity-model-what-it-is-how-to-use-it-84e42d562299
[bookmark: _Toc133512672]Brand Salience
This particular element of a company's strategy considers how recognizable and memorable the brand is to prospective buyers. With ZARA, they can be credited with a high level of brand awareness due to the wide range of items they offer plus their existence in almost 88 nations global. Moreover, ZARA is renowned for being one of the leading labels in fashion, and their name is regularly linked with top-end and trendy clothing.
[bookmark: _Toc133512673]Brand Performance
This component evaluated the quality, advantages, and benefits delivered by the celebrated brand called ZARA. It is renowned for upholding high-quality standards and stocking a wide range of clothing, shoes, and accessories, as well as offering extremely competitive prices, increasing the accessibility of its items to a variety of customers. By doing so, they have enabled a broad array of patrons to experience the benefits of their offerings.
[bookmark: _Toc133512674]Brand Imagery
With a goal to ensure it is perceived in the most favourable light by its customer base, 'ZARA' is becoming increasingly renowned for offering sleek, fashionable and quality garments that guarantee to stay on the pulse of the latest trends. To further solidify its brand image and amplify marketing techniques, the organization is committing to a heightened digital presence and a continual process of development and refinement.
[bookmark: _Toc133512675]Brand Judgment
This component measures the overall opinion that customers have of the brand. ZARA has a positive reputation in the fashion industry and its customers are generally satisfied with the quality and design of its products. 
[bookmark: _Toc133512676]Advantages
The Brand Equity model developed by Keller is a helpful tool that can be used by businesses to determine the worth of their own brand. It can assist in the identification of areas in need of improvement and can inform strategic decision-making.
[bookmark: _Toc133512677]Disadvantages
The model is intricate, and its execution may be challenging at times. In order to measure the many aspects of the model, it is also necessary for businesses to have access to information regarding their customers.
[bookmark: _Toc133512678]Customer Journey and Customer Touchpoints
The introduction of customers to the ZARA brand takes many paths, with traditional and digital marketing, including TV commercials, magazine ads, online advertisements, and social media campaigns. After such introductions, customers can choose to explore the variety of products ZARA provides, reading through user reviews and comparing prices. With all the groundwork laid, customers can make their purchase, both online or in-store, submitting payment information in the former, or traveling to an actual store for the latter(Reeves, 2021). Once customers arrive, assistance is available to them, whether through discussions with staff, utilising the live chat tool or calling the customer service helpline. Finally, upon the purchase being fulfilled, customers receive their item in hand and the journey culminates in an all-important moment, where customers are able to form opinions on the product and brand. 
To further this process, companies may request further information in the form of questionnaires and testimonials. Altogether, the customer journey for ZARA pieces together many stages of the customer life-cycle to create a comprehensive experience.
[bookmark: _Toc133512679]Customer Journey Map
The process of increasing clients' awareness of the Zara brand is outlined as the initial stage on the company's map of the customer journey. Customers are exposed to information regarding Zara through a number of distinct channels, including marketing, social media, and word of mouth. As soon as the brand is brought to their attention, people start to reflect on it and examine what Zara has to offer. Customers are given information regarding the products and services that are currently available to them, and it is at this time that they also look into customer reviews and hunt for the best deals(“What is a Customer Journey Map and Why is It Important?,” 2020).
[image: Customer Journey map with department touchpoints]
Figure 3: https://www.businessprocessincubator.com/content/do-you-need-technology-to-assist-journey-mapping/
[bookmark: _Toc133512680]Awareness
The first stage of the customer journey at Zara is awareness. Zara starts its customer journey off right by creating awareness. Customers become acquainted with both their offerings and brand through various marketing channels such as television commercials, print ads, online ads and sponsored events - but also through social media or other online channels such as word of mouth or word-of-mouth advertising(Incubator, 2017).
[bookmark: _Toc133512681]Consideration
Customers evaluating Zara products and services to determine whether or not they meet their needs should evaluate customer reviews to see what others think of the company, compare prices, browse catalogues or online stores, as well as explore loyalty programs to make an informed decision.
[bookmark: _Toc133512682]Decision
Customers make their purchase decision from Zara at this stage. Customers may use the loyalty program to receive discounts or sign up for their mailing list for notifications about upcoming sales and promotions.
[bookmark: _Toc133512683]Retention
At this stage, Customers at this stage become fully immersed in your brand, remaining engaged through ongoing loyalty. Zara offers an incentive program to thank its customers for remaining committed, as well as social media updates or mailing list signup to stay abreast of latest products and services.
[bookmark: _Toc133512684]Advocacy
At this stage, customers advocate for Zara by telling others about it and sharing their experiences through social media platforms or word of mouth.
[bookmark: _Toc133512685]Customer Touch Points
[bookmark: _Toc133512686]Pre-Purchase
Zara raises the level of client awareness and engagement by utilizing a number of different pre-purchase touch points. These include commercials broadcast on television and radio, print advertisements, online advertisements, sponsored events, word-of-mouth marketing, and social media.
[bookmark: _Toc133512687]During Purchase
Customers have the choice to join up for the mailing list or participate in the customer loyalty program while they are in the process of making a purchase. Customers who participate in the customer loyalty program will receive discounts, and customers who sign up for the mailing list will be notified of upcoming deals and promotions.
[bookmark: _Toc133512688]Post Purchase
Zara connects with customers on social media after a purchase has been completed, provides customers with discounts and special offers, and encourages customers to sign up for the retailer's loyalty program.
[bookmark: _Toc133512689]Strengths
Zara's customer journey map stands out in terms of its emphasis on customer engagement. To do so, they utilize various marketing channels - television commercials, radio commercials, print ads, online ads and sponsored events among them - in order to raise customer awareness. Customers also have access to discounts via their loyalty program, while signing up for a mailing list can notify them about upcoming sales and promotions.
[bookmark: _Toc133512690]Weaknesses
One of the primary weaknesses in Zara's customer journey map is its insufficient emphasis on post-purchase engagement. After making purchases, Zara engages with customers through social media posts, offers discounts or special offers, and invites customers to join its loyalty program - but there is not enough emphasis placed on customer retention and advocacy after post purchase. 
Zara could improve this area by encouraging feedback on customers' experiences and creating loyalty programs that reward continued support; additionally, incentives should also be created for customers recommending Zara to friends or family.
[bookmark: _Toc133512692]The Total Engagement Model
For ZARA, the total engagement model is an approach to customer engagement that looks at every part of the customer journey. By understanding the customer’s experience before, during, and after the purchase, ZARA can create a more seamless and engaging experience for customers. 
[bookmark: _Toc133512693]Branding
ZARA’s brand is built on the idea that customers should be able to find unique, stylish, and affordable fashion. Through customer touch points, the brand orients itself around customer needs and expectations, as well as its own identity. Through its branding, ZARA communicates its core value and style, making itself known and recognizable to customers.
[bookmark: _Toc133512694]Corporate Culture
ZARA's corporate culture revolves around fostering an atmosphere of customer-centricity. This entails providing stellar customer service, manufacturing products and services that meet and surpass client expectations, and taking customer feedback seriously in order to enhance their shopping experience. By making customers feel respected and appreciated, ZARA is able to create a working environment that puts customer satisfaction first and foremost.
[bookmark: _Toc133512695]Customer Experience
The total engagement concept of ZARA considers the entire consumer experience, from research to purchase to follow-up. Everything from advertising campaigns to product development to customer service to online platforms to user-submitted material and testimonials is fair game. ZARA is able to provide a more unified and exciting shopping experience for its customers with the aid of this methodology.
[bookmark: _Toc133512696]Customer Value Proposition
ZARA's Total Engagement Model is geared towards making the shopping experience worthwhile for customers at every stage. ZARA uses this technique to design clothes that are both one-of-a-kind and reasonably priced. The result is more devoted and committed customers. Additionally, ZARA is able to leverage client input to enhance the shopping experience and increase repeat business(“What is a Customer Value Proposition - CVP Definition | DecisionLink,” n.d.).
[bookmark: _Toc133512691]Recommendations for New Customer Touchpoints It Should Implement
1. Virtual Fitting Room: Zara could add a virtual fitting room feature to their website or mobile app to allow customers to virtually try on clothes before making a purchase decision and reduce returns. This would help customers make more informed purchase decisions and decrease return rates.
2. Zara could Provide Personalized Styling Service: Zara could offer customers a customized styling service whereby they could book an appointment with one of its stylists either in-store or online, further improving customer experience and helping find clothing items which meet personal style preferences and aesthetic requirements.
3. In-Store Events: Zara can create a sense of community among its customers by hosting in-store events such as fashion shows, workshops or product launch parties in its stores. This would encourage engagement beyond mere purchases made at Zara stores.
4. Product Reviews and Ratings: Zara could add a product review and rating feature to their website or mobile app, which would enable customers to share their feedback about their purchases while providing more informed purchasing decisions and bettering overall customer experiences.
5. Sustainability Initiatives: Zara could inform customers about its sustainable initiatives through various touchpoints such as social media, in-store displays or product packaging - this would appeal to customers who prioritize ethical purchasing practices over superficial factors like cost.

[bookmark: _Toc133512697]Conclusion
In conclusion, Zara is a successful fashion retailer that continues to maintain their competitive advantage by adapting to the changing trends in style. To uphold their status, they could implement daring marketing techniques such as inventive consumer experiences and exploiting the potential of social media platforms to enhance their brand's image and connect with their patrons. By establishing a comprehensive, integrated marketing communication plan, Zara can reduce their financial expenses while amplifying their influence among their target market.
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