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[bookmark: _Toc66190326][bookmark: _Toc65582541]CHAPTER 1: OVERVIEW

[bookmark: _Toc66190327]1.1 Introduction
[bookmark: _Hlk64308175][bookmark: _Toc65582542]The significance of the fashion industry has emerged over the last 20 years considered to be the third-largest manufacturing industry worldwide after automobiles and technology industries. The fashion industry is an evolving industry in today’s age whose dynamics change in a short period. Every fashion brand company wants to create and deliver customer value in a personalized way that leads the company to use various digital marketing approaches for their business. The topic was mainly chosen by the researcher as most of the people wants to adopt new technology in their shopping habits due to the Internet penetration, busy life schedules, status concern. Therefore, by seeing the ongoing popularity of digital marketing and seeing the need for businesses to have an online presence to improve organizational performance, the researchers want to investigate the topic. A case study methodology was used to examine the role of digital marketing in the performance of one fashion brand company in the United Kingdom. Moreover, the study was conducted based on various secondary data sources such as published journals, e-books, syndicated research articles, newspaper blogs, along with conceptual analysis that was done through various theories and models to discuss digital marketing and its influence on the organizational presentation of a company. The whole research is divided into different chapters and each chapter contains information that helps to analyse and explain the subject matter that derives to the conclusion for those chapters. However, the next chapter of this dissertation (i.e. chapter 2) discussed the critical analysis for the literature review of digital marketing that was already conducted and studied by well-known researchers in the past and academic scholars. The review of literature described and highlight the various aspects of the role of digital marketing and the influence of social media from an organizational perspective. Following the literature review, the analysis of chosen company is discussed by assessing the company’s model and its digital strategies. The overall research methodology and procedures highlighted in chapter 4 will describe how the secondary data was collected and the main reason for choosing the quantitative data and its critical analysis to complete the research. The analysis of those collected data and information gave results to the next chapter which covers the findings and analysis of this dissertation that may lead the researcher in exploring the data critically and evaluating the results in a precise way. Finally, after the critical evaluation and analysis of those gathered data and information, the last chapter was discussed the required conclusions and recommendations to figure out to provide key recommendations on proving digital marketing as the best option for business development and improving organizational performance.

[bookmark: _Toc66190328]1.2 Digital Marketing
Analysing the collected data from well-recognized authors from past years, digital marketing has gained great achievement in people’s entrepreneurial activities as well as successful positions in many entrepreneur’s lives. The easy marketing procedure, communication channel, promotional technique, working in freedom, and easy level of interaction provided by digital technologies have a huge impact on entrepreneurial activities and effective role for business development and organizational performance. With the continuing acceptance of digital technologies and social media platforms in consumers’ basic lifestyles, different companies have started to explore the positive side of the internet and its advantages over their business performance. Most of the fashion companies presumed digitalization, e-commerce, and online trading to be the main factor of attention in thriving their business activities.
Effective digital strategies in a company lead to strong communication between the organization and customers play an effective role in enhancing the organization’s ability to increase its brand visibility. The active participation can be seen in social media platforms like Facebook, Instagram, Twitter, YouTube, and LinkedIn by different fashion companies and retailers to advertise their brands and products along with the creation of brand communities (Kaplan, 2012). The below presents some succinct information about how the specific literature defined digital marketing

	Author
	Definition

	(Chaffey, 2012)





(Chaffey E.-C. M., 2009)






(Sweet, 2014)







	The use of numerous internet applications and related co-existence of digital channels with traditional communications to achieve marketing objectives can be defined as digital marketing.

Digital Marketing can be considered as web marketing or e-marketing that uses different electronic media concerning digital data to advertise their company’s products and services along with customers’ characteristics and behaviours.

The process of interaction with current and prospective customers done through different digital channels, social media platforms, mobile apps, online events, in improving products and services can be defined as digital marketing.






[bookmark: _Toc65582543][bookmark: _Toc66190329]1.3 Research Aim:
The main purpose of this research was to understand digital marketing and discover its role in influencing organizational performance. The concern of digital marketing along with its digital strategies and methods in prompting the organizational performance of a firm was the attention of this research. Therefore, secondary data sources with quantitative means were accomplished by a researcher to complete the task promptly. 
1.4 [bookmark: _Toc65582544][bookmark: _Toc66190330]Research Objectives:
 The following core objectives were identified by the researchers to accomplish the aim of this study:
1 To describe the different digital strategies that the company is using or will be implemented soon for the effective growth of an organization?
2 To discuss the different models or theories to examine the relationship between digital marketing and organizational performance
3 To explain the importance of digital marketing as well as social media platforms that can be positively influenced organizational performance.
[bookmark: _Toc65582545]
1.5 [bookmark: _Toc66190331]Research Approach & Strategy:
(Saunders M. L., 2009) concluded the research strategy is “what matters is not the label that is attached to a particular strategy, but whether it is appropriate for your particular research”. To conduct and complete this research in-depth which is based on digital marketing and organizational performance,  the researcher intends to use quantitative research methods such as journals, books, e-books, articles, magazines and newspapers to gather required data and information to complete the research as planning. Many researchers had conducted numerous studies regarding the positive role of digital marketing for organizational growth and performance in past few years. A case study of the Zara fashion brand of Inditex group particularly in the United Kingdom will be analysed to discuss digital marketing and its impact in evaluating organizational performance. The research approach will be based on a logical generalizability, use of data, information, and concepts with an efficient for completing this dissertation. 
The researcher tries to contact the company through social media however due to the current pandemic occurring worldwide and the lockdown situation mainly in the United Kingdom, the company could not help her to participate in semi-structured interviews and questionnaires. Therefore, the collection of data for completing this research were mainly done through secondary data like e-books, journals, blogs, conference proceedings, newspapers, and magazines and many more that help to analyse and get a conclusion of this research. The collection of data and information  depend on the procedure and critical research method which will provide the expected results of this research (Hox, 2005). 
[bookmark: _Toc65582546]
[bookmark: _Toc66190332][bookmark: _Toc65582547]CHAPTER 2.0 LITERATURE REVIEW
[bookmark: _Toc65582548]
[bookmark: _Toc66190333]2.1 Overview
The literature review is recognized to be significant in a dissertation where key theories and concepts are developed that are linked to digital marketing and its role in the evaluation of organizational performance. Digital marketing is extremely relevant in the development and success of small as well as large or international organizations. Increased competition in the market and dynamic consumer preferences have forced many researchers and scholars to study the importance of digital marketing and social media platforms in evaluating the firm’s growth in the last few years. Many scholars have come a long way and researched digital marketing as the most popular means of marketing approach and communication among consumers and other business sectors. Most academic scholars have researched digital marketing as one of the most effective tools in improving organizational performance in today’s time. Concerning the fashion industry where changes are most radical, digital marketing is marked objective to attract customers and convince them to purchase the products. The organizations have now understood the substantial principles like affordability, accessibility, and proximity of the new generations who spend much more time on the Internet than other means (Muniesa, 2020). Most of the previous scholars and practitioners have given much effort and time to understand the application of digital marketing technologies that are crucial in the business world (Gazal, 2016). Moreover, the pandemic has made realized the importance of digitalization to the companies as most of the companies around two-third of companies has been shut down or shows a decline in revenue according to the survey conducted by Dublin-based Digital Marketing Institute (DMI). As, the fashionable and other luxurious brands have been shut down in the United Kingdom and many other countries due to the dreadful pandemic, some are still better positioned and increasing profits due to the digital and analytical capabilities.  
Digital marketing has several benefits starting from the increase in  sales, revenue, market share to the company along with the improvement of the brand, a more responsive supply chain, creating long-term relationships with the customers, and many more (Chaffey D. E.-C., 2009). According to the firms based in Singapore, digital marketing has been an effective and useful tool for achieving organizational objectives With the rapid change seen in the market dynamics all over the world to the young audience to the accessibility to social media, strategic integration approaches needs to be adopted by the organization for effective performance. It is proved among the researchers that digital marketing is the motivational tool for businesses and marketing professionals as social media are successfully increasing the self -esteem and enjoyment to the consumers (Bala M, 2018). Thus, most companies are now making an entry into the digital era to improve the performance in the market.  
[bookmark: _Toc65582549]Various internal and external analysis has been done along with theories and principles been discussed below to review the role of digital marketing in organizational performance in Zara company. Additionally, the reviewed and recorded study materials for completing this dissertation will have a tremendous positive impact and contributions towards the conclusion of this dissertation. The review of the literature section of this dissertation will briefly analyze and explain the background of digital marketing along with their types and selected company Zara fashion brand of Inditex group and their growing interest in digitalization, digital marketing, and social media platform for improving their business activities and operation. Moreover, in today’s modern technological era, many international companies are being digitized. Therefore, due to the significant increment in modern digitalized companies all around, the Zara fashion brand of Inditex group had also started adopting a digital marketing approach as a key marketing strategy to get appreciable and visible outcomes in the organizations (Inditex Zara, 2014).

[bookmark: _Toc66190334]2.2 Digital marketing:
The use of numerous internet applications and related co-existence of digital channels with traditional communications to achieve marketing objectives can be defined as digital marketing.(Chaffey E.-C. M., 2009). Similarly, the process of using various digital channels and technologies by the organization to communicate and interact promptly with their customers can be defined as digital marketing (Merisavo, 2006). The main purpose for using the digital marketing approach in today’s entrepreneurial activities is to meet special requirements such as immediacy, personalization, interaction, and relevance of the confidential messages, data, and information (Rowley, 2011). With the realization of the importance of digitalization and digital marketing, companies are more focused on the adoption of different digital tools and channels to achieve their organizational goals and creating global customers more precisely. Innovative ideas and compelling business opportunities can be introduced by an organization with the help of digital technologies in evaluating and managing their business purposes and improve their firm’s performance. Digitalization and digital marketing strategy are powerful as well as effective marketing tools and techniques for building brands and increasing more traffic for the companies to achieve success in a short period of time (Bala, 2018). The immense development in the company’s marketing leads can be seen through digital marketing. Around 34 %of a company are developing their products and services through the introduction of online content that is published in the form of portals, podcasts, social media platforms, online campaigns, and social services (Raghunandan, 2003). Due to the intense rivals in the fashion industry, the adoption of digital marketing strategies enables the organizations towards customer engagement and eventually improving their performance 

[bookmark: _Toc66190335]2.2.1 Types of digital marketing
Digital marketing plays a significant role in achieving the business goals through marketing channels by achieving and surpassing client’s needs more than their market competitor The main purpose for using the digital marketing approach in today’s entrepreneurial activities is to meet special requirements such as immediacy, personalization, interaction, and relevance of the confidential messages, data, and information (Rowley, 2011). Below are some of the digital marketing approaches that can be used by an organization:

2.2.1.1 Social media marketing
The process of producing, exchanging, and distributing unique ideas and information about the products and services through social media channels is defined as social media marketing. It can be defined as the effective modern technological component of the internet used for sharing, communicating,  transactions in a business environment with a motive of influencing the network of an organization to promote value co-creation (Agnihotri, 2012). Social media marketing is a computer-based tool that includes Facebook, YouTube, Instagram, Google, and many more where company can promote their products and services among customers around the world. Businesses must learn to use social media consistently. with their business plan as the approaches of  business to communicate with their customers has greatly changed with the emergence of different social media tools  (Mangold, 2009).
2.2.1.2 Email marketing
Email marketing is regarded to be an effective channel to generate revenue for an organization to retain and engage the existing customers as well as to attract new ones. Execution of strategies can be done with the help of email marketing that allows making a repeated purchase, spurring customers and choosing the favourite brand. The fashion retailers can propose effective email campaigns to create targeted and personalized messages related to your business that can help the company to improve its performance in the market. Email marketing can be considered an effective way for different international companies in reaching a large number of customers, interacting with them even after they purchase their products and services along with sending them a newsletter, sale notice, and other information.

2.2.1.3 Pay Per Click
The process of moving the content or any web page in search engine result in pages by paid means to reach the highest level can be defined as Pay Per Click. It can be considered as an effective method for many companies to shift their products or seasonal deals and exchange offers such as old stock sales, black Friday market sales, to boost their revenue in short, a period. It plays an important role in greater customer commitment with the products and services that directly improve the organizational growth in the market.

2.2.1.4 Content marketing
Content marketing has been recognized as a discipline in creating relevant and valuable content for businesses to attract, acquire, and engage relevant target audiences with a motive of achieving effectiveness (Charlesworth, 2018). Some of the biggest brands and multinational companies in the world are using this digital marketing approach by posting blogs, images, and videos relating to their business activities which are made for both entertaining as well as informative purposes. This is an effective approach that helps to establish a recognized brand name for the organization in the market. Content marketing helps in promoting the brand and company’s services without the aim of an incentive to sell any products of the organization behind that creative content or posts by simply providing information that is both enriching and engaging.

[bookmark: _Toc65582550][bookmark: _Toc66190336]2.3 Impact of digital marketing on the Fashion Industry
The United Kingdom has been widely acknowledged in the fashion market by different researchers and scholars (Bailey, 1992). The industry was getting dominance by large retailers with the inflexible supply chain can be seen in the UK since its beginning (Hines, 2001). The country is facing massive pressure from the strong players from retailers and manufacturers around in the 1990s. The fashion retailers in the UK have started the implementation of digital appliances within the industry to increased variety and fashion ability to their customers along with staying competitive in the market. The enhancement in the fashion industry has grown substantially in the last two decades in the market. The fashion market in the United Kingdom grows at a faster rate accounting for 32 pounds billion in 2017 which was proved to be higher than the rest of the economy. Moreover, retail, design, brands businesses are proved to be an employer of a large British labor force about 890,000 people in the current situation(Zhang, 2021). With identifying and changing the consumer’s preferences and behavior, leading to the success of the fashion industry, digital marketing plays a momentous role in the fashion industry. Fashion-conscious people are always curious about new products and fashion propaganda. Therefore, with the help of advanced technologies, digital marketing can easily find a way to reach fashion lovers all over the world. More than 79 percent of people are concerned about social media shopping to choose their fashion brands and accessories in the united kingdom (Hughes, 2019). The ability to analyze and forecasting fashion trends is important for any organization due to its short product life cycle and dependability in changing trends. Therefore, digital marketing becomes the best platform for acquiring and converting customers to satisfy customers to retain them loyal for life. Being the largest international retailer, the fast-fashion leader Spanish company has always focused on different social media platforms for effective marketing of its latest fashion brands and accessories and developed a unique relationship with customers in different parts of the world. 

[bookmark: _Toc65582551][bookmark: _Toc66190337]2.4 Organizational Performance
The term organizational performance has received a lot of attention from different scholars to find out the real definition of the term. Many scholars have committed a great deal of time, effort, and hard work in understanding organizational performance within complex business environments (RI, 1997). The superiority of an organization is typically designated by profitability, growth, and market value (V, 2005). It can be defined as the efficiency and effectiveness to turn the input of an organization into output results (McCann, 2004). On the other hand, another scholar adds besides efficiency and effectiveness, adaptability and financial perspectives need to be accessed (Bourne, 2003). The widespread popularity and increase in digitalization have made the corporate world take a serious note about the power of the internet and being digital with adopting different digital marketing approaches to achieve the goals of an organization. Organizational performance helps in enduring the performance of a company to sustain for a long period of time (Vinnakota, 2017). The evidence shown by economic and non-economic pointers on the degree of attainment of certain organizational goals can be defined as organizational performance. The three different performance indicators like finance, marketing, and human resource can be acknowledged by an organization to achieve the goals within a given time frame. The proper formulation of appropriate strategies can be done to determine the ability in achieving the organizational goals is defined as organizational performance (Koontz, 2003). Good organizational performance can be attained by improving product quality, improving production efficiency, and better responsiveness to clients’ needs. Organizational Performance can be evaluated through numerous dimensions like a company’s profitability, efficiency, productivity, and market share.
There was a predominant role played in enhancing the performance of an organization to interact with the customers in creating a positive impact on its business through digital marketing. The adoption of digital marketing approaches has started in many organizations to advertise their products and services which led them to build a strong and long-lasting relationship with the huge online community of customers (Parveen, 2015). Digital marketing enables a firm to reach new customers, enhance brand awareness and mitigate client complaints thereby improving profitability (Kithinji, 2014). Digital marketing plays an important role in creating a brand and product awareness, leading to better sales networks and market share plus creates a positive impact on influencing organizational performance.

[bookmark: _Toc65582552][bookmark: _Toc66190338]2.4.1 Theoretical Perspectives

The study is based on different theories and models to understand digital marketing and organizational performance.
2.4.1.1 Resource-based view strategy
The resource-based view strategy can be defined as a process of identifying and deploying the resources with emphasizing and management of the firm’s strategic choice and management to maximize the returns (Barney, 1986). Moreover, the resource-based view of the firm was entitled as a most influential paper in the strategic management journal before 1990 (Wernerfelt, 1984). Some researchers had considered the firm’s resources that lead to the sustainable competitive advantage whereas some theorists have emphasized more on fundamental contributions of the resources to sustainable advantage and the reason behind the contributions of the resources (Butler, 2008). The resource-based theory helps organizations to gain competitive advantage and sustainable performance.
Firm’s Resources 
The firm without value cannot be believed as a source of competitive advantage even if it consists of huge resources while operating the business. In resource-based logic, firm resources are necessary to hold the potential of sustained competitive advantage in a company to create more economic value than the marginal firms. 
The integrated supply chain allocated in the design team and advanced machinery of  ZARA are some of the foremost resources of the company to strengthen the position by lowering the pressure from different forces within the industry (Fernie, 1997). Zara is an international brand of Inditex who has a strong brand image and recognition in international level creating different trademark which differentiates it from other fashion brands in the market (Hayes, 2006).

Sustained competitive advantage
A firm can create a sustainable advantage if its business models can introduce value that makes other firms impossible to duplicate the advantages of their business-models (Barney, 1986). ZARA is a well-known fashion brand that has its designers, manufacturers. and logistic teams that make it possible to introduce the products within 2 weeks as compared to other industries that took around 6 months on average. (Heine, 2010).  The innovative technologies have been introduced by Zara in their stores for higher customer engagement and a distinct experience to maximize satisfaction. The good quality with the reasonable price in their products is a major reason that made ZARA a  great competitor in top-selling fashion brands(Pratap, 2019),

2.4.1.2 Resource-based theory Applications
VRIO framework
The framework is used to create a competitive advantage by analysing the different resources and capabilities of an organization. VRIO framework mainly discusses the four questions to determine the profitability and capability of a company. The theory suggests that the three firm’s resources that are rare, valuable, and difficult to imitate help to enhance organizational performance. Despite evolving fashion trends, ZARA can show strong vertical integration and well- organized supply chain which makes Zara respond, deliver merchandise faster than its competitors.
Valuable resources
Understanding the value and capabilities of resources is the basic importance to understand the strengths and weaknesses of a firm. The questions of valuable resources are directly related to the concept of dynamic capabilities that defines the firm’s capacity to innovate, adapt to change, and create change that is favourable to their customers (Barney J. , 1991). About Zara, the company has its dedicated team of designers, logistics, warehousing, and distribution that makes them more flexible and efficient than the competitors in the market. The conceived organizational structure and values are depicted by the company holding the vertical integration system that reduces the operating costs
Rareness
The valuable resources should be rare to create a potential advantage for the company. Zara can be produced a huge number of clothes and accessories and can ship within a two- week time in their respective stores rather than the average six months. Therefore, the resource with a potential source of competitive advantage can be believed to a rare in the market.

Imperfectly initiable resources
Valuable and rare resources allow the company to generate more sales and revenue as compared to its market rivals and identified as strategic innovators to conceive and engage in strategies. There are different reasons that resources and capabilities are perfectly imitable like historical conditions, causally ambiguous, social complexity, and patent’s phenomenon.

Organizations
The organization must be properly organized to effectively utilize those resources and capabilities to create a competitive advantage and improve organizational performance in a market. (Barney J. , 1991). ZARA is constantly increasing its sales and profits. Even if it went into loss in its first quarter during the pandemic, it achieves the profits while coming at the second quarter in 2020. The well-designed group of team member and their coordination in the organization must be the main milestone for the success of Zara’s company.

[bookmark: _Toc65582553][bookmark: _Toc66190339]2.4.1.3 Ansoff Matrix

The framework is defined as a strategic management tool that was identified by the American planning expert named Igor Ansoff to discuss the organization’s marketing strategies. It is one of the most effective frameworks for companies to boost sales revenue or profitability in the industry (Meldrum & McDonald, 1995). Due to the clarity and simple design, the matrix is regarded to be the most popular and effective in the marketing literature. This strategy is proved to be a well-known framework for decision-making for an organization regarding market expansion. Ansoff concluded that an organization needs to continuously grow and change for which he has developed four growth factor which is described below.




[image: ]






 
Market penetration
It can be defined as the simplest option that led the organization to generate higher sales without filtering an original market strategy in the market (Ansoff, 1957). In a simple term, it can be defined as the process of focusing more on existing customers and new customers who are fit in your product and services. The increase in revenue and profit along with the introduction of different stores in a different part company to become a global leader and stay competitive in the market (adamkhankasi, 2020). 
Hypothesis 1: There was a significant positive relationship between market penetration and organizations performance in Zara company

Market Development
Developing a new market for your products and services after it gets maturity in current markets is a technique used for the growth of an organization (Ansoff, 1957). Some authors argue that market development and product extension particularly affect organizational growth. ZARA has designed its products or brands that are cost-efficient. The company focuses on the convenience of style and comfy that directs to the enhancement of revenues. As the company can boost higher sales that increase the performance in the fashion industry, the market development strategy of Zara is successful. However, cultural differences should be considered in the process of global expansion.
 Hypothesis 2:  There was a substantial positive relationship between market development and organizational growth in Zara 

Product development
The introduction of new products with new features targeted to the existing customers in the market can increase the growth sector of a firm even if there will be a decline in existing products in current market segments. The company can design new products with new features to increase market share by replacing the existing ones in the market (Ansoff, 1957). Zara has developed in terms of introducing new brands and products in the market as well as improving the existing products. Zara often engages and regularly invests in R& D that helps to remain competitive through innovation and meetings. Furthermore, the company has the shortest lead time of around 2 weeks in terms of the fashion industry to ship their products and services in the market. Therefore, the growth-oriented product development strategy has massively contributed to the success and reputation of the Zara brand.
Hypothesis 3: There was a considerable positive relationship between product development and a firm’s organizational performance in the Zara company.

Diversification
The diversification strategy expands the market potential of the original product by creating a new customer base product that makes it different from other strategies. A company can implement this strategy if the other three do not work smoothly to meet the objectives of the organization (Ansoff, 1957). However, it is a riskier strategy as the organizations enter into the new market without knowing the output of the firm. With the help of mergers and acquisitions, ZARA may explore the conglomeratic growth of entering the new business. Although the diversification strategy is not the reason for success for the business, it is the support system for the growth of organizational performance in the market.
Hypothesis 4: There was a significant mediating relationship amongst diversification and a firm’s organizational performance in a Zara company.

[bookmark: _Toc65582554][bookmark: _Toc66190340]2.1.4 Expectancy confirmation model
Previous theories like the theory of planned behaviour (Ajzen, 1991), the technology acceptance model (Davies, 1981) and others have been researched to explore and accept the Information System (IS) initiative as a realization of success in organizations. However, (Bhattacherjee, 2001)argues that rather than the adoption of IS, continuation is the key to success for an organization. Many scholars have wide research on the expectancy confirmation model (ECM) which holds the expectations and perceived performance to understand the repurchase behavior or product loyalty that is directly linked with customer satisfaction. (Liao, 2017). The positive or negative effect between the performance and expectation can be studied with the help of ECM (Oliver, 1980). Many studies use ECM in exploring the behaviour of customers in online shopping (Casalo, 2010).
This study focused on the product loyalty developed through digital marketing that is directly connected with the performance of the organization. The trustable commitment of customers towards the brand to make the repurchase decision in preferred products and services within a time despite situational conflict can be defined as loyalty. There is a range of loyalty within the fashion industry like image-oriented loyalty, oriented loyalty, marketing-oriented loyalty, and sales-oriented loyalty that a company needs to deal with to increase organizational performance (Tsan-Ming, 2010). This assertion means fashion retailers need to commit more energy to the creation of effective marketing as well as a sales strategy to develop product loyalty in the market. In the case of ZARA, it has implemented various marketing digital strategies to gain brand loyalty within the industry. The introduction of  Augmented reality (AR) in its stores makes aware of different models and fashionable brands through their mobile phones by clicking on sensors in the store or displayed on AR-enabled shop windows (Caporaso, 2018).




[bookmark: _Toc65582556][bookmark: _Toc66190341][bookmark: _Toc65582557]CHAPTER 3:  ZARA CASE STUDY:
This chapter of the dissertation aims to focus on the features, business operation, and business module of the popular Spanish firms i.e., Zara fashion brands of Inditex group that create its benchmark globally making it one of the most successful companies globally. In this chapter, the researcher will focus on Zara’s business model, digital strategies, industry analysis and business operation strategies, which made Zara one of the leading fashion brands worldwide.

[bookmark: _Toc65582558][bookmark: _Toc66190342]3.1 Origins:

One of the most popular fashion brands in the competitive generation of garment industries known as Zara i.e proved to be the most popular outlet brand of Inditex Group was founded by Amancio Ortega Gaona and Rosalia Mara.  With simply starting a career as a garment manufacturer in 1975, gradual progress has been made by the business with the time that helped the founder to enhance their business operation in Spain. Inditex is one of the world’s largest and popular fashion retailers that has launched wide varieties of fashion outlets in a different part of the world. The Inditex group in their earlier days begin their carer in the garment sector with the manufacture of underpants and bathrobes as their main products. However, Amancio Ortega comes up with a genial idea of shamelessly copy most known collections plus the manufacturers the suits of low quality with indisputable merit along with the torn price. After the manufacturing of those copied designs, he invented a new unique name to commercialize his copied and cheap quality suit products (although they manufactured products with cheap quality and cheap price, they had always surprised their customers by adding thickness in their products), then Amancio Ortega came up with a unique name "Zorba" but unfortunately this name was already registered and recorded in commercial societies then he modified that word “Zorba” to today’s most successful fashion brand named “Zara”.  The first-ever store of Zara fashion brand of Inditex group was officially opened in 1975 in a Coruña located in Spain, where Inditex Group had begun their business operation as a garment manufacturing company and which is still the Headquarters of Inditex group. However, in the present day’s the company is more digitized and the group is based on improvements of information technologies along with adopting the digital marketing approaches instead of using traditional marketing methods (Crofton, 2007).



[bookmark: _Toc65582559][bookmark: _Toc66190343]3.2 Business Model:
Most scholars and professionals have studied the new concept in literature and management practice that is progressively utilized in an organization to make, maintain and conveys esteem for its partners (Alexendru, 2001). The previous scholars recognized the business models are an important topic for strategic management research to achieve the conceivable outcomes for value creation and value capture by an organization (Amit, 2001).
One of the largest and most popular brands in the United Kingdom named ZARA has marketed itself as a store that sells qualitative fashion products at a reasonable price (Ghemawat, 2003). The high degree of vertical integration has been referred to by Zara’s business models by international competitors as compared to other models. Due to the vertical integration, the company can create new designed and finished products within four to five weeks ready to purchase in the stores. There are four aspects of the fashion process included in the business model of Zara: design, manufacture, logistics, and distribution. The company has a robust formative structure that depicts the strong relationship between the customers and organizations. The company divides their product line into three different segments in terms of its prices, fashion content, and age targets (Ghemawat et al. 13). The figure given below shows the business model of the Zara fashion brand of the Inditex group, which will be discussed in detail later.
[image: ]
Fig: Author’s own
[bookmark: _Toc66190344]3.2.1 Design
One of the leading brands of the world with customer-centric approach names Zara has offered a wide range of products or items for customers in three different segments men, women’s and children’s in healthy, safe and responsible way in different parts of the world. (Annual report 2019).
Zara has huge skills of tuning into the personal tastes of its customers in a range of clothes to provide them what they want before they ask for it. More than 700 designer teams with extraordinary skills individuals from central headquarter Spain are placed by Zara to translate the individual’s desires of the customers into the fashion in every store. The extensive system has been placed by the company for product testing and quality control before they are supplied to any chain or stores by the toughest and highly standard sustainability regulations in the industry (Inditex, 2021). With attending the trade fairs and fashion shows in different places such as Paris, London, Milano, and New York, Zara started to work with store managers to begin the development of the initial sketches referring to catalogues of luxury brand collection before the start of a season. The constant contacts between the online teams, dedicated designers and stores are focused on responsiveness to identify and respond to the customer’s preferences.


[bookmark: _Toc66190345]3.2.2 Manufacturing
 Zara manufactures approximately 50 percent of its products with a relatively large and stable base of orders within its networks. The different sources like fabric, other inputs, and finished products in Zara are supplied from external suppliers for the manufacture of the products and use sub-contractors (500 sewing contractors) for all sewing operations. The capability, speed, cost-effectiveness, and sufficient capacity are the key decision factors in making a purchase decision by a customer in Zara. The company’s dedicated team closely monitors their operations to ensure quality, compliance with labour laws, and manufactures new designers’ clothes and accessories within every two weeks in each store (Ferdows, 2003). The company is seeking continuously to find stringent social, environmentally responsible, and sustainable ways to source products and raw materials.
[bookmark: _Toc66190346]3.2.3 Retailing
Zara is mainly operated for the distribution of a fresh mixture of designer-style garments and accessories- shoes, bags, scarves, jewellery at relatively low prices. Zara emphasis on vertical integration in creating a new design and furnishing the existing products, as well as on backward vertical integration to be a very quick fashion follower to achieve manufacturing efficiencies. With overall 2250 stores located around the world and 7 stores located only in the United Kingdom, Zara has been one of the most valuable clothing brands in the year 2018. The company pays diligent attention to the architectural design and customer service of every store located around the world (Annual report,2019). The stores are situated in high profile commercial areas where the relationship with customers is highly forged. Almost nine to ten employees are allocated in each store along with the manager with considerable in-store experience to understand the customer’s needs in the organizations. Moreover, the company is committed to make its stores eco-efficient by 2020 (Inditex, 2020).
Besides this, the company has the division of three product lines segmented into women’s, men’s, and children’s offerings with varieties of clothes, shoes, bags, and accessories. The company can ship the new products within two weeks and launches around 10000 products each year. The dedicated team of Zara company is responsible for the frequent refurbishing of store layouts, as well as the creation of a common window display in stores with the mission of creating more customer flow, plus great customer care in the presentation of the storefronts.

[bookmark: _Toc66190347]3.2.4 Distribution
Zara can minimize the lead-time of their goods by creating a chain of competitive advantage through its centralized distribution system. Zara fashion brand of Inditex group has a unique and effective supply network method consisting of four warehouses which are in Spain. The strong supply chain of a company helps to ship the finished products from internal as well as external suppliers periodically, receive all the details related to shipping, replenishment inventory information directly to Zara store located in the world. Zara operates its centralized logistic facilities to receive and stores its inventory for the distribution of products twice a week and online warehouses all over the world. The team has developed innovative software named radio frequency identification technology (RFID) that can ship and track every garment sent to the distribution centres on average 24 hours for European stores and 48 hours for American or Asian stores (M., 2010). Additionally, the system enables seamless shopping, integrated shopping, online or-in-store to the customers that features constant technological innovation tailored to their needs (Annual report,2019).

[bookmark: _Toc65582560][bookmark: _Toc66190348]3.3. Swot Analysis
The key issues result from within a business environment can be discussed from swot analysis by developing the strategic capability of an organization to impact strategy development. (Johnson, 2008). It is a technique of assessing the four aspects of an organization which are described below:
[bookmark: _Toc66190349]3.3.1 Strengths
 Unique designs
The first and foremost strength for Zara can be seen in its unique design abilities that depict the plethora of designers in its clothing and accessories. The elegant, superior quality and finishing in the products make the brand more valuable and attract large customers from different parts of the world. 
 Strong supply chain
The identification of new designs and brands within a two-week average time in the stores is mainly possible through the company’s strong supply chain. The unique supply chain of Zara can design new brands with new features within a short period as compared to other competitors who are only able to change every two or three months. The supply chain of a company has automatically made Zara trendiest in the fashion industry (Mhugos, 2020). Moreover, Zara’s business model has successfully developed a strong merchandising strategy (Wang, 2018) that focuses the customers to visit the stores at a higher rate check out the latest designs and purchase their favourite brands. 

[bookmark: _Toc66190350]3.3.2 Weakness
Though Zara has been one of the largest and successful companies, it has certain weaknesses that affect its sustainable growth. The adoption of vertical integration by the company often leads to the inability to acquire economies of scale which means they cannot gain the advantages of producing large quantities of goods for a discounted rate (Wang, 2018).

[bookmark: _Toc66190351]3.3.3 Opportunities
ZARA can focus on integrating a resale strategy that would allow consumers to purchase more with less wastage and leads to the encouragement of consumerism by supporting sustainability. Additionally, being one of the successful companies other than traditional retailers, it has certain opportunities to maintain its sustainable growth in the apparel market.

[bookmark: _Toc66190352]3.3.4 Threats
Strong competition
Strong fierce competition can be seen between Zara and other brands locally and internationally like H &M, Mango, and internationally GAP that is popular among customers in different parts of the world. Likewise, Zara other retailers to offer clothing and accessories for men, women, maternity, children, and baby that can be a threat to a company to remain competitive within the fashion industry. Additionally, the issue of cannibalization can be regarded as a threat for a company as the company is trying to sell the same products by targeting the same level of customers in the same stores (Wang, 2018).

Covid 19: With the rapid increase of pandemic in the UK and around the world, the Zara owner decided to shut around 1200 stores around the world as the company was facing huge losses. Even if Zara reported a certain drop in sales in the first quarter of 2020, it managed to earn a net profit in the second quarter and third quarter as the clothing retailer tries to boost online sales during the chaos wrought by the Covid-19 pandemic (Jolly, 2020).

[bookmark: _Toc65582561][bookmark: _Toc66190353]4.0 Pestle Analysis

A framework that is considered to be the most used model in the evaluation of an external business environment used by an organization that has a direct or indirect impact on businesses is defined as a pestle analysis (Gupta, 2013). The following are the six factors in pestle analysis that discuss the direct and indirect impact on the industry:



Fig: Author’s own

	Political
· The unstable government and poor functioning of political parties in different countries including the United Kingdom influence the functioning of Zara that negatively affect the organizational performance(Lopez, 2009).
· 
· Due to different customs duties and levels of tariffs, the prices of Zara products vary in different countries.
· 
· 
· Zara needs to be hugely aware of the trading systems and regulations of different countries while exporting the products (Tokatli, 2008).

 
	Economic
· The different economic factors like inflation, tax rate, labor cost interest rate may create an impact on certain businesses.
· 
· 

· Zara is facing problems in terms of exchange rate fluctuation due to the differences in the currency in different countries (Teece, 1997).

Currently “BREXIT” in the UK brings new challenges for the economy of a country like reduced per capita income, migration issues that increase labour cost, control in UK trade policies and government.

	Social
· Zara is the most fashionable brand among consumers in different parts of the world including the UK working in diverse cultures with the help of socio-cultural factors (Moore, 2000).
· 
· The strong positive brand presence makes the company collect health profit margins.
· 
· Moreover, customers want to order their garments with the tap of a bottom and from the comfort of their own homes. Thus, the company needs to introduce innovative technologies to compete with other fashion brands since consumer’s preferred channels are changing (Bush, 2019).
	Technological
· Digital marketing has been widely used by the company to maintain its global presence through its website. During this pandemic too, Zara is focusing more on online shopping through different social media platforms for consumers worldwide.
· 
· The adoption of advanced technology is significant for Zara to maintain its quality control and efficiency (Lopez, 2009).


	Environmental
· In any industry, consumers expect clothing products and accessories to be environmentally friendly.
· 
· Zara needs to formulate and implement environmentally friendly materials to address the legal and public relation issues in the international market.


	Legal
· The company needs to acknowledge certain legal factors like employment law, health, and safety regulation, company law and many others while operating a business 
· 
· In the case of ZARA, since the company loves capturing the hot clothing brands with affordable prices, the company needs to operate within the bounds of the law.






[bookmark: _Toc65582562][bookmark: _Toc66190354]5.0 Industry Analysis
Most of the academics and practitioners have studied the industry analysis to identify the forces in the economic sector making it cited over 57000 times on Google scholar till December 2019 (Johnson G. S., 2008). The previous theorists proved the industry analysis as a factor to determine the attractiveness of an industry (Magretta, 2011; Porter, 2008) Industry analysis plays a significant role to understand the company’s position in the market. (Barringer, 2019). Industry analysis ensures the organization understand the position of the business in the market along with identifications of opportunities and threats as well as a plan of the business (LaMarco, 2018). It is the structure that depicts the attractiveness of the market depending upon the sustainability and profitability of a market.

Moderate
Moderate
High
Moderate
High



[bookmark: _Toc66190355] 5.1 Threats of New Entrants
With the rapid increase in the fashion industry, people are expecting the economies of goods. Zara had already built economies of scale by providing qualitative goods at reasonable prices and established brand names which makes it rigid for new players to enter. However, the threats of new entrants are high for Zara since, the fashion industry is considered as a successful sector in achieving profitability that can attract more new entrants to the market 
[bookmark: _Toc66190356]5.2 Threats of Substitute
Fashion depicts as a symbol of socio-economic class to demonstrate personal identity. Due to the ongoing trend of duplicate fashion in the market, it can be a considerable threat to the revenue in some markets. However, good quality alternatives are not available with cheap quality and made costly. Zara has several competitors in the market like H&M GAP and Armani, buyer’s propensity for substitutes is high. However, the company has generated loyal and trustworthy customers who are engaged in making repeated purchases (Rohwedder, 2008).
[bookmark: _Toc66190357] 5.3 Buyers power
The customers are likely to buy qualitative products and trendy clothes at a reasonable price(Tungate, 2008). The company identified new products with the latest design within a short period that directly improves its sales revenue and increase reputation in the market. Besides this, the economies of scale make the company create a cost advantage and sell it at low prices to low-income buyers within an industry. Therefore, the bargaining threat of buyers is moderate within the industry as buyers have relatively high power to make the decision.
[bookmark: _Toc66190358]5.4 Suppliers Power
Zara is operating under a vertically integrated supply chain model due to which it relies less on suppliers (Wigley, 2005). The company has established its name in the most chosen and lovable brand within a retailer industry in the UK by establishing a stable relationship with other companies with the best knowledge on standards of safety and security. Therefore, the bargaining power of a company is moderate since the cost to switch to another supplier is high. 
[bookmark: _Toc66190359]5.5 Competitive rivalry
Zara being the most reasonable and fashionable beat in the world needs to face several big competitors in the market are GAP, H&M and Benton. However, due to the super responsiveness showed by a firm that put forward new clothing lines within two weeks in the stores whereas other retailers usually spend months to launch new collections.



[bookmark: _Toc65582563][bookmark: _Toc66190360]6.0 Digital Marketing Strategies used by Zara

[bookmark: _Toc66190361]6.1 Introducing the store mode
Due to the strong integrated IT system developed by Inditex, Zara’s customers will be accessible for all the products and services via the mobile apps. The store mode app provides the option for the customers to collect their chosen products within 30 minutes from any of the nearby locations. This strategy is most convenient for the customers plus reducing the crowds in the stores are vital during this pandemic.
[bookmark: _Toc66190362]6.2 Interactive Screen
The new stores of Zara will feature an interactive screen to provide a great shopping experience for their customers by checking the availability of any item, bring up detailed information with coordinating images and decoration ideas. The screen will recognize the items just by waving them nearby through the RFID technology. Additionally, the added items will be moved automatically into the shopping cart through the customer’s app via QR code. Therefore, the customers can complete their purchase decision within a short period of time. Moreover, the desired products from any of the stores can be easily bought on the spot without having to wait for delivery (Inditex, 2021).
[bookmark: _Toc66190363]6.3 Social Media Marketing
 Social media marketing is a computer-based tool that includes Facebook, YouTube, Instagram, Google, and many more where company can promote their products and services among customers around the world. Focusing on product-based content regularly to provide the audience with the brand description on latest offerings, the company has a strong active presence in different social media platforms. Zara continuously makes an effort to post videos and photos of newly arrived brands and accessories regularly to reach a large number of customers. Moreover, ZARA has 42.3 million followers only in Instagram till the date where the company posts the visual image and videos of brands and accessories along with the prices. It has posted a huge number of photos and videos only on Instagram showcasing the latest collections. Additionally, to respond to the queries and concerns of the customers proactively, their twitter strategy centres communicate with their customers around 52 time days where 98% of their tweets are responded  (Ravi, 2018).

[bookmark: _Toc66190364]6.4 Click and collect
With the ongoing popularity of customers who like online purchases rather than going into fast fashion stores, Zara is establishing click and collect process by applying disruptive technology to make it more efficient and less expensive. Click and collect strategy has the feature of optical barcode reader that scans the QR code when customers purchase products online by tapping one bottom. The collection can be done within a few period of time after the pin code is accepted by the system. (Annesley, 2018).

[bookmark: _Toc66190365]6.5 Mobile strategy
The relatively new brand of marketing that took place between customers and company via mobile services is called mobile marketing. The innovation tool that helps the organization to make a trustable relationship with their perspective via the mobile apps is defined as a mobile strategy. (Bala, 2018). This strategy has a feature of forming sensor in their mobile phones that enables the customers to click and collect the clothes within the store or designated shop windows (Evamurphyryan, 2018). Recently, the company has opened its first new concept stores in the UK at Bluewater, reflecting the same design and outlet of the brand for its online and in-personal shopper area by introducing the Automated Collection Point(ACP) where, customers can pick-up online orders using the QR codes or PIN  within a short period.

[bookmark: _Toc65582564][bookmark: _Toc66190366]7.0 Impact of covid-19 on Zara business

As we all know that covid-19 pandemic has crushed us in every possible way, a huge impact can be seen in the world's economy from small organizations to different multinational companies can be seen due to the covid-19 pandemic. Taking the entire business to a halt in the early month of 2020, Covid-19 can be described as a perfect storm or pandemic that creates a huge influence on the world’s global production leading to financial stress for many companies. There is no doubt that covid-19 has negatively impacted the fashion industry on every level from retailers to supply chain to vendors. The pandemic could hit hardly the fashion industry in the United Kingdom dropping to 88billion euros from 118 billion euros in 2019 (Naik, 2020).
The covid-19 pandemic has badly influence on the fashion and retailer industry in the UK as most of the companies were shut down due to lockdown happening all over the country. There was a huge impact in the Zara fashion company too as most of the stores were closed during the first quarter. The company’s sales were down by 44% causing serious net losses of 409 million euros in its first quarter of the year 2020. That is because almost a 1st and a half quarter of the financial year 2020 all the shops and stores of Zara remained closed i.e., till 8 June (Jasper jolly, 2020). Although the covid-19 pandemic highly hit the fashion industry in world, Zara was fully confident in its business model that helps the company to operate continuously due to the flexibility of the framework. That is because almost a 1st and a half quarter of the financial year 2020 all the shops and stores of Zara remained closed i.e., till 8 June (Jasper jolly, 2020). However, the company returned to quarterly profit by 214 million euros from May to July, which is the second quarter. The unique business model possess by a company with three key pillars like flexibility, digital integration and sustainability are the cornerstones that leads to the net profit in the second quarter.
However, due to the solid financials and large and effective shares in the market, ZARA continued to pay for their staffs throughout the crisis even after 88 percent of its stores were closed at the height of the global lockdown (Fahion United, 2020). The world’s biggest retailer Inditex, owner of the biggest brand ZARA is now focusing on resources to tackle coronavirus by turning over supply chains to produce medical supplies. The logistic and operation teams will be concentrating on creating and donating surgical masks for medical workers and patients which is one of the most urgently required medical things in the country. Along with the masks, the company will be focusing on distributing gloves, protective caps, glasses and face shields (Russell, 2020). Despite the pandemic, although the shops will be closed store pickup system will be implemented in the stores to facilitate the collection of orders in the United Kingdom. The companies have been putting more and more product on sales during the sales period. Additionally, Courier companies are modifying their delivery processes to guarantee safe delivery (ZARA, 2021). Reflecting the current Covid-19 guidelines, Zara store has opened with a range of measures to ensure the customer’s safety including one-way systems, hand sanitizer at a place, and safe queuing systems. Additional staff has been appointed for assisting customer’s inquiries and issues complemented by the service team (Wightman-Stone, 2020).




[bookmark: _Toc65582565][bookmark: _Toc66190367][bookmark: _Toc65582566]CHAPTER 4 RESEARCH METHODOLOGY
[bookmark: _Toc65582567][bookmark: _Toc66190368]4.1 Overview:

The research methods with effective tools provide a precarious foundation to gather qualitative and quantitative information for any review, evaluation, and further strategy. The overall approach of the problems that need to be addressed in the research process by collecting and analysing is defined as a research methodology (Remenyi, 2003).On the other hand, it can also be defined as an overall approach to a problem of the entire research study (Collis, 2009). Likewise, other authors compared the overall methodology to an onion that is regarded to be an important part of research methodology were several layers of onion need to be peel out before coming to the central positions (Saunders M. L., 2009). Among different scholars and researchers, (Saunders M. L., 2009) definition of research methodology as the most recognized one that provides an unambiguous framework for the overall research process. The appropriate research methodology includes the theoretical underpinnings with spanning and analysis of the data collection with the motive of providing effective solutions for research problems. The proper planning of any research project is fundamental as it plays a key role to understand the route through the subject territory. Research Methodology plays a vital role for any of the research projects because identification of the right methods for collecting data can be done on the research topic with valuable assistance. This chapter contains sensitive information and highlights the research methodology that was used to complete the report starting with a comprehensive introduction of the topic. The research design is the process of collection of data and information and their examination to combine into relevance to the research objective more effective and competently (Kothari, 2014). The research methodology is the fundamental chapter where specific research based on the background and methods were used to collect the key sensitive data to be measured, analyse, and finally to get the best result of the research. Knowing how to plan for the completion of the research and how to get to an effective conclusion from the research study is the fundamental step in any kind of study and project. The researcher needs to be aware of their subject area and research route before the completion of their study. successfully completion of the study. The researcher has investigated digital marketing approaches or strategies that Zara fashion brand is implementing or introducing that may affect the organizational performance. The different research questions were being raised in the paper to reach a precise conclusion. Moreover, the research for this case was done mainly through secondary data collection which is proved to be an effective method at the time while the whole world is dealing with the Covid-19 pandemic where it was not easy to collect more information. This section will provide the details of research methods or strategies to address the issue identified above leading towards the thorny issues of possible limitation and problems with a chosen research strategy and implementation.

[bookmark: _Toc65582568][bookmark: _Toc66190369]4.2 Research Strategy
The researcher needs to answers the questions that are going to be investigated through an appropriate plan (Saunders M. L., 2009).On a similar note, the overall direction and its process of the research are done by undertaking an appropriate research strategy (Remenyi, 2003). However, there was quite a different approach regarding the research strategy by another scholar who defined three different conditions as the best method for research strategies. The control over behavioural events, degree of focus on historical events and the type of research question are some of the research strategies used to provide effective solutions for research problem(Yin, 2003). The different research strategies like experiment survey, case study, questionnaire, cross-sectional studies, longitudinal studies grounded theory, ethnography, archival research are used to discuss strategic business and management subjects. However, this research adopted the case study strategy as the appropriate strategy for research methodology (Cohen, 2001) describe a case study thus:
“… case study can be defined as the observation based on characteristics of an individual unit comprising of a child, a class, or a community done for the purpose to probe in-depth analysis and intensively the multifarious phenomena that constitute the life cycle of a unit”.
According to the definition, the case study discussed the group of people and their close behaviour in a certain context. By analysing a case study, a researcher can get depth knowledge of digital marketing and organizational performance. However, some other authors define a case study differently (Yin, 2003), 
“.. case study is a contemporary phenomenon based on an observed study the within real-life situation when phenomena and context are not visible”.
On the other hand, a case study can be defined as a selection of a single case or number of small cases in their real-life context where scores are obtained and analysed in a qualitative manner. The different research techniques can be accommodated to gain in-profundity knowledge with regards to an area of study get the researcher to choose the case study. Both qualitative and quantitative procedures will be allowed for the researcher to get a rich mix of data for the study. The researcher investigated in the previous studies about the digital marketing and organization evaluation in the fashion industry in the literature review with the results of the case study.  A case study is regarded to be worthwhile to explore the related theories and models and provide a source of new hypotheses to meet the objectives of the research.
[bookmark: _Toc65582569][bookmark: _Toc66190370]4.3 Data Collection & Data Analysis:
The data and information were collected, analysed, and interpreted through the secondary data sources that include the summaries, existing findings, journal articles in the chosen area of study. Data collection plays a vital role in the research process. As mentioned before, this research is purely dependent on secondary where different articles, journals, theories, and modules of previously conducted research contents and many more were examined and researched to get the accurate, precise, and effective conclusion of this project. Information retrieval for the theory part and statistical analysis consisting of digital marketing and their performance evaluation for the organization is done by studying a literature review where books, literature journals, government reports, and magazines. An in-depth literature review of digital marketing and organizational performance was conducted examining the previous and current work and theories of scholars and researchers in the field of business management and technology. Moreover, different financial ratios were calculated to assess the financial analysis of a company. The different search engine was examined by the researcher to discuss the objectives of a paper, however, the main search engines used by a researcher were University library catalogue and Google scholar to accessed peer journals articles, and books which are endorsed as reliable academic research. Besides this, several articles and research published with comprehensive studies on the Internet were done to discuss the role of digital marketing and its impact on organizational performance in the Zara fashion brand. Apart from this, various theories and models were analysed to create a developed and deep theoretical system of the subject. However, the researchers tried to practice primary data collection method to make the report more accurate by preparing the online questionnaires and conducting face to face interviews, but the proposed data collection method was not succeeding as expected by researchers due to the current situation of the global pandemic with nationwide lockdown and need to follow health and safety protocols. Therefore, due to the current situation of pandemic and nationwide lockdown, the researcher was unable to conduct a face-to-face interview (which comes under the qualitative method of data collection which is usually done by conducting interviews with selected candidates) with employees of Zara due to the covid-19 pandemic and protocols related to it and government restriction. 
[bookmark: _Toc65582570][bookmark: _Toc66190371]4.4 Limitation
Although researcher can gain access to and utilize high quality larger datasets from secondary sources, the methods have some limitation that needs to be addressed. A researcher could not get all the required information on the topic as they did not participate in the data collection process and do not speak with concerned persons that leads them to gather the information’s only from technical reports and publication of other researchers (Johnston, 2014). Additionally, a case study strategy was being implemented by the researcher for this project that addresses a certain limitation in discussing the research topic that creates a researcher more difficult to generalize in a conventional sense as a result of one case study (Biggam, 2011). However, the result from the case study strategy is stronger when researcher expertise and intuition are maximized.

[bookmark: _Toc65582571][bookmark: _Toc66190372][bookmark: _Toc65582572]CHAPTER 5 FINDINGS AND ANALYSIS
[bookmark: _Toc65582573][bookmark: _Toc66190373]5.1 Overview

Chapter four is all about findings and discussions of the study which highlights the results of all those data which are collected through different methods to complete this research study. As mentioned earlier in chapter four (research methodology), due to the covid-19 pandemic situation and nationwide lockdown set by the United Kingdom government with different health and safety protocols, the researchers were unable to make field visits to any Zara stores within the United Kingdom territory to collect required information by conducting semi-structured interviews and questionnaires. Therefore, the researchers had to decide and choose a path to reach the true conclusion so that the report will lack drawbacks and errors. The situation was worse than expected due to covid-19 during this research study, so the researchers of this report chose to complete this report with a large percentage of secondary data collection methods and very few of the primary research methods were performed. The secondary sources used in this study were carefully analysed through tables, diagrams, charts to ensure the clarity of the data and to reach the peak of the report with a true conclusion.  
[bookmark: _Toc65582574][bookmark: _Toc66190374]5.2 Analysis of Organizational agility
A review of the literature revealed that organizational agility can be defined in different ways including the synonyms like flexibility, versality, that do not exactly explicate or differentiate exactly what it means. However,  (Dove, 2001) defined organizational agility(OA) as an ability of an organization to cope with the uncertain, sudden, rapid, relentless change of unpredictable changing opportunities in a competitive environment. Handling the extreme and unprecedented changes and survive to capitalize on emerging business opportunities can only be possible if an organization is agile. Some of the authors describe organizational agility as a capability of a firm to deal with those changes that arise unexpectedly in the organization through rapid and innovative responses (Goldman, 1995; Zhang, 2021). Moreover, organizational agility can be defined as a capability of a firm to accept the challenges from environments for the sake of moving with flexibility and speed relative to its competitors can be possible (Sambamurthy et al. 2003; Singh et al. 2013). It has become a topic of interest among academic researchers and practitioners over the last few years. Where, among ten nine executives considered organizational agility to be a success factor for organizational performance and growing in importance over time (Sull, 2009). On the other hand, it can be defined as a proactive management strategy that makes the organization more responsive towards the market trends along with maintaining the organizational resources and achieving customer’s desires in a timely and effective manner (Hitt, 2007).
In the fashion world, where competition between firms is intense, the need for new abilities is raising. Hence, organizational agility helps the organization to respond rapidly to unpredictable changes in demand and achieve the objectives of the organization. Zara is a fashion retailer established in 1975 by the Spanish group Inditex own by Amancio Ortega, which has tripled its profits over the last two decades making it the third-largest retailer worldwide. An innovative way of working by Zara helps to reduce the unwanted markdowns and lost sales enabling the firm to increase profits by 28 percent (Robinson, 2015). However, the company faces huge losses during the first quarter of the last year 2020 due to the covid-19 pandemic and lockdowns leading to the shutdown of 1200 stores only in the UK. However, with the adoption of various digital marketing approaches the company shows the net profit in the second and third quarters recovering the overall losses. 

The super-effective, highly responsive supply chain of Zara has significantly enhanced the competitiveness of a firm by responding to the fast-changing nature of the fashion industry and fulfilling the customers’ satisfaction with rapid responsiveness. The company mainly design the products depending upon the buyer’s choice and shipping it to the production stores from concept design production stores in 3 weeks as compared to other industry who took 5- 6 weeks. Moreover, the logistics and distribution team are the main pursuit for the extreme speed for a company that uses self-developed commodity management intelligent system to make distribution networks faster and efficient. Therefore, the responsive supply chain of  a company helps in consistently deliver the products with the latest fashion design to the customers with rapid speed ensuring the brand image and improving the organizational performance (Md Afzalul Aftab, 2018). 

Zara has been hit hard by global store closure during covid-19 pandemic along with primarily offline shopping experience in the last year 2020 sales showing the net losses in its first quarter of USD 482 million. Therefore, the company is highly engaged in increasing online sales as most people prefer online shopping due to the pandemic. Recovering all the losses coming to the second and third quarter, the company increase its online sales by 76% that leads to the net profit for the company even after the pandemic hit. Besides this, Zara is offering free delivery with the online purchase along with sending the newsletter to inform about online shopping. For instance, it has announced  the distribution of 300000 masks per week plus involvement in the production of health-protective equipment to help the first-line workers, who are still working outside to help us all be safe inside (Retviews, 2020). Besides this, a strong business model build by the company can react and adapt constantly in an unstable environment and its unwavering dedication to extending unbeatable product, quality, and service.


[bookmark: _Toc65582575][bookmark: _Toc66190375]5.3 Performance of Zara in Social media platforms 
ZARA has become a famous brand with global popularity, that has an active presence in different Social Media Platforms like Facebook, Twitter, Instagram, YouTube, Pinterest, and LinkedIn. A deep relationship with customers through social media helps the company to improve customer engagement and organizational performance. Zara post product-focused post on their social media platforms which gives the audience a peek at their latest offerings. During the pandemic, the company has highly increased its online sales by giving more discounts plus placing their products into the sales most often without any occasion. Making a huge impact on social media, the company is gaining more customers that have a direct impact on their managerial performance. The list of some popular social media platform used by Zara along with the number of peoples connected to the company are discussed below: 

	Social media platform
	Number of Peoples connected with

	Facebook
	29 Million liked the page

	Instagram
	42.5 Million followers

	Twitter
	1.3 Million followers

	YouTube
	82.1 K subscriber





[bookmark: _Toc66190376]5.3.1 Facebook
ZARA has added 29 million followers to date on Facebook, which made it one of the most successful retail fashion brands in the United Kingdom. The brand posted several photos and videos concerning their products, accessories with comprehensive product information to retain a superior number of customers. The Facebook page mainly shows the latest collection with visual content that include look-book style photos. A great number of customers with their reviews and positive feedback can be seen in the platform that is itself a great achievement for a company. The following figures show the increasing trend of peoples in ZARA’s Facebook page which shows a great achievement for a company in last year:
[image: ]
Source: (Trackalytics, 2021)

[bookmark: _Toc66190377]5.3.2 Instagram
Zara’s Instagram has been proven one of the most effective Social media platforms for a company as it displays the highest number of customers connection as compared to other social media platforms. Zara is using instagram as an effective marketing tool because a huge number of the public are connected with them and uncountable inquiries related to products and their purchasing are made by their instagram followers in  a single day. The company has increased its performance through social media platforms as the company used to run an integrated campaign which draws a lot of engagement for the brand. The number of followers on instagram of Zara is increasing day by day the graphs below show the monthly gained new followers on Instagram from September 2018 to January 2021.
[image: ]

[bookmark: _Toc66190378]5.3.3 Twitter
The well-known social media where following for their favourite brands, celebrities, the organization is done to make them feel more closer to the company to achieve the organizational objectives and performance. The company had introduced a separate twitter account for each line consisting of Zara Woman, TRF, Man and Kids, where promotional campaign, focus group style questions, competitors, product information’s are updated regularly. The strategy concerns consumers from different parts of the world and responding to their queries and concerns proactively. The tweets are mainly about the customer’s favourite fashionable brand, accessories along with deliveries, product information, price, product misplace or in product customer service. The company handles those queries and messages, apologies, request directly from messages, or direct them to the brand’s separate customer service department.


[bookmark: _Toc66190379]5.3.4 Youtube
Making more than 82500 subscribers on YouTube, the company is making great achievements in every social media platform. Zara features the promotional campaign and behind-the-scenes videos for each of their four departments every time they shoot a new campaign that makes the brand appear more in YouTube searches. The company uploaded different videos introducing the new brands and accessories in a different way that attract the customers to view the videos.

Source: https://socialblade.com/youtube/user/zara/monthly

[bookmark: _Toc65582576][bookmark: _Toc66190380]5.4 Financial Analysis of Zara:

The company should constantly evaluate and monitor the financial situation to achieve success in the market. Financial analysis can be defined as the financial management of a firm that provides data and information for financial decisions using various methods. It can be used to represent the overall financial strengths, weakness trends and total quality management of a firm. Along with structuring the foundation of the company’s economic performance, it provides essential information to the business managers and owners. Therefore, financial help the customers to understand the company in a better way and the company to understand the management policies and achieve the objectives in the market (Hyunju, 2011). 
[bookmark: _Toc65582577][bookmark: _Toc66190381]5.4.1 Analysis of financial ratios of Zara
Empirical studies have repeatedly demonstrated over the years demonstrating the importance of financial ratios. The financial ratios identify the corporate financial reliability that plays an important role in evaluating the organizational performance to maintain the competitive position of an enterprise (Tomas Kliestik, 2020).
The fast-fashion company has become a topic of global pursuit that shows an astonishing growth in the market. In the case of Zara, the company has always improved its revenues, due to its international expansion and fruitful marketing strategies in different countries. ZARA represents 70 % of its Inditex revenues making net sales of 19564 euros (millions) leading to the improvement in a financial situation with the pace of time (Annual report,2019).

5.4.1.1 Liquidity ratio
Current ratio

	Year 2020
	
	Current ratio

	current assets
	57189
	1.863562304

	current liabilities 
	30688
	

	
	
	

	Year 2019
	
	Current ratio

	current assets
	63857
	2.082746249

	current liabilities
	30660
	



The current ratio can be defined as a liquidity ratio that measures the firm’s ability to pay its financial obligation by calculating the number of current assets to current liabilities. From the above table, the current ratio for the years 2020 and 2019 are 1.86 and 2.08, respectively which shows pretty encouraging for a business. The results interpret that the company has more power to cover the liabilities from their assets which is excellent for the company. 

Cash ratio

	Year 2020
	
	Cash ratio

	Cash equivalent
	7840
	0.255474453

	Current liabilities
	30688
	

	
	
	

	Year 2019
	
	Cash ratio

	Cash equivalent
	7700
	0.251141553

	Current liabilities
	30660
	



The result shows the cash ratio of Zara in the years 2020 and 2019 is less than 1 that interprets a  company has got insufficient cash on hand to pay off short-term debt as it has more current liabilities than cash and cash equivalents.

5.4.1.2 Leverage financial ratios
 Debt ratio
	Year 2020
	
	Debt to equity ratio

	Total liabilities
	30688
	0.53660669

	Total assets
	57189
	

	
	
	

	Year 2019
	
	Debt to equity ratio

	Total liabilities
	30660
	0.480135302

	Total assets
	63857
	



The debt ratio measures the company’s leverage by analysing the company’s assets that are financed by debt. The debt ratio was below 1 in both the year that means the company has more assets than debts. If the ratio is greater than 1, it shows more current liabilities than assets that indicates the company into risk of default on its loans if the interest rate rises suddenly.

Debt to equity ratio
	Year 2020
	
	Debt to equity ratio

	Total liabilities
	30688
	0.734777924

	Shareholders’ equity
	41765
	

	
	
	

	Year 2019
	
	Debt to equity ratio

	Total liabilities
	30660
	1.874656068

	Shareholders’ equity
	16355
	

	
	
	



The total debt to equity ratio defines as the total amount of equity is financed from the debt. If the ratio is greater than 1, the company has a bigger proportion of debt that finances the equity. However, according to the table, the debt to equity ratio for the year 2020 is below 1 which means the shareholders’ equity was not mainly financed by debt that shows a great result. 


5.4.1.3 Profitability ratio

With the profitability ratios, the ability to generate profits of spending a certain amount by a company can be quantified by analysing the gross margin and return on asset

Gross profit ratio
	Year 2020
	
	Gross profit ratio

	Gross profit
	383497
	0.464036581

	Net Sales
	826437
	

	
	
	

	
	
	

	Year 2019
	
	Gross profit ratio

	Gross profit
	339963
	0.440086681

	Net Sales
	772491
	

	
	
	



Gross profit margin is the first benchmark for a business to get success in the market that plays a vital role in indicating the financial health of a company. The margin was increased by 2 percent in the year 2020 showing the power of a company was good enough to pay its operating and other expenses and build for the future.

Operating margin ratio

	Year 2020
	
	Operating profit margin

	Operating income
	59021
	0.071416212

	Net Sales
	826437
	

	
	
	

	
	
	

	Year 2019
	
	Operating profit margin

	Operating income
	22918
	0.02966766

	Net Sales
	772491
	




The ratio represents the efficiency of a company in generating profits through its core operations Zara has a slightly positive trend for their operating profit margin in the year 2020 as compared to 2019. It analyses the company had an improvement in managing their operations along with bigger revenue leftover to pay their variables cost of production. Moreover, the company is more efficient in its operations and good at turning its sales into profits in the year 2020.

Return on equity ratio

	Year 2020
	
	Return on equity ratio

	Net Income
	45410
	1.087274033

	Shareholders’ equity
	41765
	

	
	
	

	Year 2019
	
	Return on equity ratio

	Net Income
	17578
	1.074778355

	Shareholders’ equity
	16355
	



Return on equity indicates the amount of net income of a company that generates to the shareholder’s equity and helps the investors to distinguish between the company with profit creators and the company with profit burners The higher value shows the bigger amount of percentages from net income to equity. The results explain that as Zara has a slight increase in the equity in the year 2020, the company gain more chance to attract investors to invest in their company as compared to the year 2019.



[bookmark: _Toc65582578][bookmark: _Toc66190382]CHAPTER 6 CONCLUSION
[bookmark: _Toc65582580]
[bookmark: _Toc66190383]6.1 Introduction
The purpose of this study was to determine digital marketing and its role in evaluating the firm’s performance with a case study of the Zara fashion brand of Inditex group. The researcher will conclude the highlight of the topic along with the appropriate recommendation for all other fashion brands with aims and objectives as stated in the introduction. The researcher truly believes that the recommendations will add significance to the report adding to the enhancement to other researchers in the future. This case study was carried out on the Zara fashion brand of Inditex group revealing the importance of digital marketing strategies for an organization.

[bookmark: _Toc65582581][bookmark: _Toc66190384]6.2 Conclusion of a study
This chapter will include the conclusions by focusing on the aims and objectives of the study, research questions and how the study has proven to be a success. Accordingly, the researcher has deliberated significant contributions in discussing the role of digital marketing in shaping the organizational strategy and enhancing its performance in a comprehensive platform. Moreover, recommendations and limitations will also be added in research conducted that can be useful in other areas of study if required.

By analyzing changing dynamics and preferences of the fashion industry in the UK and all over the world in the past few years, this dissertation has shown how the organization with digital marketing strategies can create strong brand preference and brand loyalty in the minds of the customer which can lead to the organizational visibility, brand presence, and organizational trust. Due to the busy schedules, timetables, and increased customer demand or preferences, it can be concluded that digital marketing is genuine that presents an important part to meet the expectation of their customer’s demand and enhance the performance of a firm. Moreover, various digital marketing strategies adopted by the Zara fashion brand help in creating strong brand image and recognition in international level creating different trademark which differentiates it from other fashion brands in the market can be concluded by analyzing different theories and models. The recognition that the business can get benefits from several digital marketing tools such as Search Engine Optimization(SEO), Pay per click, Mobile strategy, social media marketing, content marketing is cost-effective and have a great commercial impact on the business execution. Furthermore, the used theories and models for an organization seem to be effective that concluded  the significantly positive relationship between digital technology and organizational performance as it provides the strategic opportunities for the organization to retain and engage their customers and helps to gain the competitive advantage. As most of the customers prefer to shop online in the UK and want to use technology in their shopping habits due to the Internet penetration, busy life schedules, status concern, Zara has strongly adopted fruitful digital marketing strategies that lead towards the improvement in its revenues despite the dreadful pandemic occurring in whole nation at the current scenario. Additionally, it can be concluded that digital marketing and social media are motivational tools for businesses and marketing professionals as they are successfully increasing the self -esteem and enjoyment of the consumers. Therefore, digital marketing plays a crucial role in creating brand and product awareness along with leading to better sales networks and market share that creates a positive impact on influencing organizational performance.

[bookmark: _Toc65582582][bookmark: _Toc66190385]6.3 Limitation of the Study and Further Research
Although, this study has produced some interesting results, some potential limitations must be recognized and considered when clarifying its findings. This study was only focusing on digital marketing and organizational performance and was mainly based on secondary data collection due to the lockdown and pandemic that leads to a situation researcher when the researcher could not visit the stores to gather data. Therefore, the researcher does not know exactly how the data collection was done by previous authors or scholars that make the investigator not privy to the information. As a result, the researcher may not properly address the research question in their study that may lead to the lack of reliability and validity in the report. Furthermore, the study is only focused on a single industry that could limit the generalization of the findings. Therefore, research can be done in other industries that may affect the performance of the business organizations through digital marketing.

The researcher hopes that this study may add value to the body of academic research by positively contributing to organizational performance through digital marketing strategies. Bounded by the feasibility concerns and limits of data collected, future research can certainly investigate other ways to discuss the enhancement of organizational performance through digital marketing. Besides this, other organizational theories and models can be discussed to improve organizational performance. The findings and analysis of the learning can be used as a guide for those organizations with minimal digital approaches now in their firms but looking to achieve effective performance in near future. It also suggests that the same study can be focused on a different company to give a factual position that reflects on the overall impact of digital marketing in the fashion industry. 

[bookmark: _Toc65582583][bookmark: _Toc66190386]6.4 Recommendations:

Based on the study and the observations made on digital marketing, the researcher recommends the following.


[bookmark: _Toc66190387]6.4.1 Advertising: Most of the studies from previous scholars have documented that advertising positively influences organizational performance (Mahabubur Rahman, 2020). Most of the organization use advertising to shape and influence the purchase decision and perceptions towards the products and services considering it one of the significant tools in the fashion industry. As ZARA company spends only about 0.03% in advertising for its sales on ads, it can be advisable to contribute more to marketing automation for the simplicity of their business operations.

6.4.2 [bookmark: _Toc66190388]Operational Management: The operational management of ZARA company need to consider the proper implementation of an effective customer response system. It helps to improve the organizational performance of a company by controlling the information related to the business activities and react promptly to change in consumption patterns.

6.4.3 [bookmark: _Toc66190389]Better Customer Focus: To increase in a number of sales and flexibility, the company needs to consider a larger audience and broader target market which will result in better a customer focus as most of the customers in the UK or worldwide are focusing on online shopping rather than visiting the stores. It is recommended to use e-commerce operations and omni channels for consumers of a company to purchase their products and services.

6.4.4 [bookmark: _Toc66190390]Opportunities: Digital marketing is an effective platform for mass engagement that can offer incomparable opportunities to an organization. It can be advisable for a company to make their presence on it by positing their brands or products in the right intervals because too much positing or too little positing does not give the cost-effective desired results that may hamper the performance of an organization.

The final research aim was the following:
· Are there any models or theories that can be used to improve organizational performance?

Many strategy experts argue that the dynamic capabilities framework be used as a multidisciplinary perspective to study the management of risk and uncertainty. This can be applied to analyse the Zara organizational performance. Teece et.al, 2016, strongly argue that maintaining organizational agility is very important and is a necessity when the external environment is not stable and changing rapidly. As they explain “business firms should doggedly seek to become agile no matter the cost, keeping options open all the time and staying in a constant state of radical transformation” (Teece et.al, 2016: 216). Author Hamel is also arguing that “the goal is a company where revolutionary change happens in lightning-quick evolutionary steps,” (Hamel, 2003: 53). In the case of Zara, we can see that the senior managers exercised organizational agility: the ability to successfully manage uncertainty. We can argue that strong dynamic capabilities came into play which is characterized by highly effective entrepreneurial management teams and robust organizational designs’ (Teece D. P., 1997).

Key initiatives to note are:
1. When stores had to close due to Covid-19, Zara boosted their digital marketing initiative
2. They diversified to meet the needs of pandemic alleviation by producing PPE for medical workers
3. They boosted their brand profile by getting involved in more CSR activities.
The above are good examples of organizational agility in operation.
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FIG: INCREASING FOLLOWERS OF ZARA ON TWITTER 
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