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INTRODUCTION
As we all know, Zara, the famous Spanish brand of the Inditex group, founded by Amancio Ortega & Rosalia Mera in 1975, has become the pioneer of fast fashion since its inception. This work aims to analyze the most popular methods and models used in marketing and marketers, the strengths and weaknesses of the Swot analysis, and the technique opposed to it, 5Porter's model. We will also analyze all the micro and macro-environment factors that are favourable or unfavourable for the growth of the brand and course, all the marketing strategies that Zara uses to maintain primacy in the world of fast fashion. 
The competition year after year is constantly growing and the threats to the giant of fast fashion, so we will also highlight the threats and opportunities against them and especially the new marketing strategies it could adopt to remain at a high level of competition.

MACRO-ENVIRONMENT AND PESTLE ANALYSIS: THE CASE OF ZARA
Macroenvironment means analyzing all the external, uncontrollable forces that can directly or indirectly compromise management decision-making. The main forces of the macroenvironment are political, economic, technological, social, cultural, legal, and environmental. The PESTEL analysis is primarily intended to investigate these latter elements. In the case of Zara, analyzing these macro-environmental aspects allows the company to identify market possibilities, foresee potential difficulties, and better deal with anything that may arise in the market, whether it is favourable or unfavourable (Kotler & Keller, 2009).

Political
Political force impacts how much power a government has over the economy or a specific industry. Tax policies, trade tariffs, and other political factors that a government may apply around the fiscal year that significantly impact the business environment (the economic environment) are examples of political factors. For example, a government may involve a new tax or fee that will affect businesses that import many products from other countries. 
Regarding political factors, Zara is a Spanish brand; therefore, it has the advantage of benefiting from operating a business in the EU from a political standpoint. Zara benefits significantly from the EU's free-trade policies, which are considered very favourable for the company. The EU's numerous trade agreements make importing raw materials and exporting finished products within the European Union a breeze. However, it also allows Zara to ship its items worldwide with little effort and reasonable cost. With the arrival of Brexit, something has changed because Zara's biggest export destination in Europe is Britain, and the company's success and growth are defined by its high sales there.  
The sale of clothing and clothing accessories has plummeted. Because of Brexit, European brands are unable to trade in the United Kingdom freely.
According to Zara’s financial report between 2019 to 2021, it is clear that the political factor is closely linked to the economic aspect; by analyzing the 2020 income compared to the previous years and 2021, one can see the losses caused by Brexit and especially by COVID 19 (Zara's financial report 2019-2021). Because of the drop in sales, the company has to reduce its production rate and lay off the extra employees. The unemployment rate would rise, and client spending would decline.
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Legal
The legal force is related to politics because politicians are the ones who establish laws. For example, most businesses must be continually aware of changes in employment laws. Major retailers such as Zara must adhere to the law; identifying trends in court rulings is also essential. (Wheelen and Hunger,2015). 
Regarding the legal factors that affected Zara, it is not the first time Zara has been involved in a legal scandal, and another topic was copyright. Regarding legal force, Zara Zara has been accused by China, months after the Xinjiang Cotton Revolt, of selling products that could be "harmful to children." According to a Guardian article, Zara was also accused of plagiarising the designs of Tuesday Bassen, a Los Angeles-based independent designer. Bassen posted on Twitter, where he has more than 100.000 followers, his design compared with Zara highlighting the similarity; then Zara was approached by the artist, accompanied by a lawyer, regarding the alleged copies. 
Zara was also accused of stealing even from more prominent brands like Adidas and Balenciaga (Nicole P.,2016,) 
Although these legal situations are certainly not favourable to the reputation of the brand and the company, they have in no way affected Zara's name and turnover.

Economical
Economic factors are crucial to the company's performance and directly impact revenue and profit (Wheelen and Hunger, 2015). 
The impact of the COVID-19 epidemic still delays the financial statements of Inditex for the year 2020; sales of the Spanish business holding the Zara brands reached €8 billion in the first half of 2019, compared to €12.8 billion in the same period of 2019. Their interim results from February 1 2020 - to April 30, 2020, highlight: Net sales reached €3.3 billion v. €5.9 billion in the same period in 2019. Online sales grew strongly at +50% in the same period. In April, online sales grew 95%(Kate H., 2020,) 
Inditex's new strategy is for online sales to account for more than 25% of overall revenues by 2022, up from 14% in the current fiscal year. Larger stores will serve as internet sales distribution centres.
Inditex aims to invest €1 billion in its online offering by 2022 and another €1.7 billion in stores to improve their integration with websites for speedier delivery and real-time product monitoring (Jasper J.,2020)

Technological
 In today's world, technological innovation has become a need. 
Artificial intelligence and cognitive intelligence, in addition to the Internet, have become critical in providing superior customer service. Automation and technology are also essential components in better engaging your audience in today's society. Recent marketing automation technologies enable businesses to retain ties with clients while saving time and enhancing customer loyalty (Hitt and Hoskisson 2009). 
The first of these technological factors affecting Zara is e-commerce; when the covid-19 epidemic attacked the planet, Zara was one of the first companies to invest in e-commerce and online shopping technology; this was favourable to increasing sales and minimizing losses (Kate H., 2020).
Every day, Zara consumers throughout the globe engage with the company's dynamic website. In addition, the brand communicates with its consumers via a variety of media; the ones most used are social media dive has a passive interaction. The way it interacts with its consumers can be favourable for the company because it prefers a pull-in strategy instead of a push-out and doesn't need an additional investment in advertising campaigns. However, it can also be unfavourable because the consumer needs to feel part of it and feel more involved (Pamela, N. D., 2018).
Zara has risen to the top of its industry due to a technologically innovative business approach.; it has outperformed its immediate rivals by embracing new technologies, such as big data analytics. For example, it invests a large amount of money in interpreting and analyzing massive data sets to determine the most successful means of appealing to its customers (Ferdows, K., Lewis, M. A., & Machuca, J. A. 2005.) 

Social-cultural
Social/cultural forces detect tendencies in society's ideas, behaviours, values, standards, and other qualities. Its worldwide expansion has made Zara a multicultural, multinational brand due to its global development. Today, the corporation has a presence in 90 countries and employs more than 69,000 people worldwide. Its international expansion has made Zara a worn and appreciated brand in various countries worldwide and interacts with different cultures (Zara.com).

Environmental
Consumers are becoming more environmentally concerned, and they are less eager to buy from companies that do not prioritize the environment, such as those that use recyclable packaging 
offered by the company. 
Zara is looking for new ways to make its business more sustainable regarding environmental forces, according to Zara's website. Its social and environmental objectives have become more ambitious since it signed the United Nations (UN) Global Compact and put first code of conduct in 2001; To achieve This, it has developed A path with Mind Tools, focused on people and the planet.
“We are working to reduce our impact and integrate sustainability into our daily decision-making. This includes our entire value chain: product design, selection of materials, production processes, logistics, and design and management of our warehouses and stores. Moreover, we are developing reuse and recycling programmes for when customers no longer need their garments, with the aim of promoting the circular economy, reducing waste and cutting consumption of new virgin raw materials" (Zara.com)

By analyzing each of the macroenvironment forces, it is possible to see which forces are not favourable to the company's development. At the political level, any change, in this case with the arrival of Brexit, or the war in Ukraine, for example, can bring significant losses to the company's sales. Consequently, the legal force is closely related to the political force because the politicians make the laws, so you can say that both are unfavourable. 
The economic factor can be favourable if it doesn't depend on its impact on the company; in the case described concerning the pandemic and Covid19, it was unfavourable not only for Zara but for all companies in the world in all business fields. The only favourable point was the increase in online sales, which cushioned the losses and continued to increase sales.
Lastly, the technological, environmental and socio-cultural factors can be considered favourable.
Technological for the enormous positive impact that gave to our society in general and then related to the business, many positive aspects can be mentioned in Zara’s case, for example, the data analysis they are analyzing needs and wants, online sales social media.
Social and cultural because the intersection of different societies and cultures is always favourable for personal and corporate growth. In conclusion, environmental is the most advantageous if it involves a positive approach, as in the case of Zara, it can help safeguard our planet and our natural resources.

ZARA'S ANALYSIS WITH THE FIVE PORTERS MODEL
Porter's model of the five competing forces may be used to examine a competitor's market strategies. The five factors are
· industry rivalry
· the threat of new entrance
· the threat of substitutes 
· bargaining power of supplier
· bargaining power of buyers 

These factors' interaction determines the intensity of competitiveness and the firm's financial performance (Porter 2015).
When applied to the firm, this technique may aid Zara in identifying the performance of the industry and evaluating its competitive position in the market. Furthermore, the research findings may be used to formulate some smart key decisions that will aid Zara in improving its overall results.

Industry rivalry
Regarding the industry rivalry, it is high for Zara. As is well known, there is much competition in fast fashion. It can be even in part related to the threat of new entrants. Despite high competition, Zara manages to distinguish itself: through its unique marketing strategies, product quality and vertical integration model, its approach to investing more in opening new stores instead and in data analysis to understand the needs and wants of consumers and investing in opening of new stores instead of advertising with its pull strategy, it manages to keep its level high concerning its competitors and is therefore difficult for them to reach.

Threat of new entrance
About the threat of new entrance, Zara has a low impact. Zara's strategy of putting the customer first, its uniqueness of being fashionable and affordable, its "no stock" policy of changing garments every 25 days make it a powerful brand with significant global expansion and considerable investments in marketing, branding, distribution and supply chain, making it difficult for competitors to compete with it. To survive and gain market share, new competitors must overcome significant obstacles. Although Zara's business strategy is unique, new entrants that mimic its business plan find it relatively simple to compete and pose a considerable danger to the firm.

Threat of substitutes
Zara has a low threat of substitutes because of its approach of generating a variety of outfits and collections that may be worn in various seasons. Zara works on the principle of selling at a lesser price than the competition while maintaining appropriate quality.
The relatively few replacements that are now accessible are of excellent quality, but they are much more costly. Because of this, purchasers will be less inclined than usual to change to a competing product.

Bargaining power of supplier
Even though Zara has a vast supply chain, as explained on its website, and is very concerned with protecting the human rights of all workers, suppliers, and manufacturers, its negotiating leverage with suppliers is quite limited. Because it is dependent on suppliers from developing nations where labour costs are low and supply is quick, Zara also has in-house manufacturing capabilities, which reduces the company's reliance on outside vendors.

Bargaining power of buyer
The bargaining power of the customer in Zara, like in retail in general, and especially in fast fashion, can be variable. It depends on which on a wide choice of products to the consumer's needs, tastes, and wishes at a given time. Zara's policy is based entirely on what the customer wants and needs, and to achieve this, Zara uses a database where it can capture the consumer's preferences using RFID tags. Zara remains on a good level with its well-known strategies of understanding what the consumer wants. As a result, the bargaining power of the customer is high.


ZARA'S SWOT ANALISIS
Swot analysis was invented by a famous American economist Albert Humphrey, who devised and refined the approach throughout the 1960s and 1970s while doing research on corporate planning and change management at the Stanford Research Institute; it means the analysis of internal factors such as strengths and weaknesses and external factors such as opportunities and threats, and it 
contributes to the implementation of a successful marketing plan (Piercy, N. and Giles, W. 1989) 

Strengths
In Zara's swot analysis, we can find many strengths. According to Forbes, the brand's warmth is 14 million and growing every year.
Inditex, especially with Zara, has changed consumer behaviour. Its large chain of suppliers makes it possible to produce garments in less than two weeks and therefore likely to continuously change the goods in the store, using the policy of "non-stock" and enabling consumers, firstly, to visit the store several times in a given time, and secondly, to proceed to the purchase when they find items of their liking because they know that they may not see them the next day. (Suzy H.,2012).
Another key strength of Zara is in investing in the opening of new shops instead of media advertising, preferring the pull-in strategy (Pamela, N. D.,2018),and their strategic locations, including on streets where luxury stores are located. In 2011 Zara invested $324 million to purchase space at 666 Fifth Avenue in New York, widely recognized as the most expensive skyscraper sold in Manhattan(Suzy H.,2012).
Its vertically integrated structure and its low-cost chain of suppliers are also a great strength for the well-known Spanish brand (Pahl, N., & Mohring, W.,2008).
According to its website, Zara places great emphasis on the relationship with suppliers and the well-being of its employees, which is another strong point that is constantly evolving. 

"People are our priority: we seek to protect the human rights of all the employees of our suppliers and manufacturers. We therefore create sustainable production environments which guarantee that workers' human rights are safeguarded and labour laws are upheld, in accordance with united nations objectives and international standards.
This is reflected in our workers at the centre 2019 - 2022 strategy, the main objective of which is to understand and respond to the needs of supply chain workers, their families and the communities in which they live"(Zara.com).

Zara's current sales in stores and online between February 1 and March 13 2022 are tracking 33 per cent higher year on year, which is 21 per cent higher than the pre-Covid highs of 2019 ( Inditex annual report). 
Online sales are increased during the pandemic and have contributed to cushioning the losses.

Weaknesses
It is also true that strengths can turn into weaknesses when viewed from other angles. 
In the case of Zara, its strategy of using less active marketing, using more social media with a passive approach, and its lack of advertising strategy may lead to a loss of competitiveness in the marketplace. Its absence in advertising is not the only weakness of its marketing campaigns; it does not invest in well-known characters for its advertising campaigns; it prefers to use unknown faces, but with the increase of competition year after year in the fashion world and especially in fast fashion, this could be another weakness to overcome. (Pahl, N., & Mohring, W.,2008).
Analyzing Zara's social media that are its strength; it can also be noticed its poorness on a hashtag and studying its review on Facebook; even if after the pandemic its sales online are increased, it still needs to improve its customers' service, that should be the base of the online sales.


Opportunities
Therefore, it can be said that in the world of fast fashion, it is challenging to achieve customer loyalty in a world where Zara still holds the lead because the needs and demands of consumers are constantly changing. Zara must therefore keep up with innovation and intensify those points of weakness to avoid turning customers' attention to apparently newer, cheaper and more sponsored fashions in the marketplace.
To maintain its position as a fast-fashion pioneer, Zara is investing in many "opportunities", first and foremost in its suitability project to reduce the impact on nature by recycling and reducing wasting and using virgin material, and minim consumption of water (Zara.com). It is investing in new online sales, improving customer service, virtual fitting rooms, and new openings outfitted with the most up-to-date integration technologies. To achieve its €2.7 billion capital expenditure target for 2020-2022, the Group is speeding its transformation and increasing online sales to account for more than a quarter of overall sales volume; €13 billion has been spent on the Group's digital transformation since 2012. (Inditex.com). 

Threats
Although the swot analysis once again reveals Zara's strength, some threats do not go unnoticed, and from this, Zara must have a remarkable ability to defend itself to maintain its current position in the market. The big competition is one of the first threats, especially in fast fashion with the arrival of new brands and companies like misguided, shein or even older ones like Asos who actively invest in advertising and social media; or even companies like Asos who offer a wide choice of brands and products at affordable prices. Another threat Zara faces is the copyright infringement of 2016, which it must continue to defend itself against by seeking innovation and uniqueness in its collections (Nicole P.,2016).

SWOT analysis may be of great assistance in developing a company's strategy for accomplishing specific goals and objectives. However, it has many advantages, including conducting an in-depth examination of the situation in which one acts, which is made possible by analysis indicated and data gathering. Leading experts to favour one method over one allows for a higher degree of agreement on tactics, provided all parties engaged in the action take part in the examination. Also include disadvantages like the danger of oversimplifying reality, the risk of subjective judgments by the team that do not objectively reflect the data gathered, and the potential of a resulting biased review of the technique implemented.


SEGMENTATION, TARGETING AND POSITIONING RELATED TO ZARA'S BRAND
According to the company, Zara employs a combination of demographic, geographic, and psychographic segmentation tactics to reach the ever-changing demands of its consumers.

Segmentation
The segmentation in Zara can be described through the demographic segmentation principle. The target customers are between the ages of 18-and 40 who have a mid-range income. Apart from an individual's occupation, the fashion trend is usually on top. The products in Zara are designed concerning the psychographic view of the hectic lifestyle of its customers; this means that they are generally busy individuals or people with some intense activity that is combined with the tactics in Zara, making them purchase by instinct (Bhasin, 2018). The list of Zara segmentation includes; the small and plus-sized customers, demographic segmentation and lifestyle segmentation,
Zara, which bills itself as a lifestyle brand, caters to those who want to stay up with the latest fashion trends. Zara is also a popular location for European tourists because of its great awareness and availability around the continent. Zara has a strong understanding of what is and is not fashionable in each country. Zara has also expanded its operations to Asia, where the Asian fashion trend supports quick fashion since it is more convenient for consumers on a budget (Saraswat, 2018). As a result, geographic segmentation is one of the most effective techniques. Zara's psychographic segmentation, on the other hand, is aimed at clients who want to buy apparel that they can wear every day rather than just once. Zara touts its "exclusivity" to benefit from its rapid design and distribution processes.

Targeting
Zara uses selective targeting strategies to make its items available in the market; hence the corporation only has a limited number of outlets worldwide (NerdySeal, 2021). Zara targets clients solely based on its design since it understands that consumers want new and updated fashion trends. The critical points of the business include; customers, who are the starting point for the activities in Zara hence contributing to the role of the business model; store, which connects the customers to Zara's fashion offer; design and products, which is the proximity of the facilities of the product and the immediate reactions towards the trend (Bera, 2018). Zara provides quantity, and it is different from the same segmentation that has fewer products with more amounts in sizes (Bhasin, 2018). Its advantage is that it makes sure that trend identification is present despite the many designers.

Positioning
The logistics in Zara are customer-oriented because it provides a replenishment two times a week and a grace period of 24 hours receiving order office. The teams are also customers oriented, and it is the role of an employer to provide an environment that is friendly to the customer (Stamen and Riverrun, 2018). As it visualizes its new line, Zara utilizes a consistent approach that avoids the plus size or shapes them, indicating a consistent approach to the types that its customers want. The orientation of its customers contributes to an increase in their satisfaction (Bhasin, 2018). Zara has transformed its customers through the exploration of opportunities and the suppression of weaknesses.
Zara employs Usage-based positioning tactics to showcase the company's customer-centric approach to meeting the shifting fad needs of customers all around the world (NerdySeal, 2021). Because Zara is well aware that its customers are constantly looking for fresh and updated trends, it targets consumers solely based on its unique design aesthetic. Customers' needs will vary based on where they are in the world. Zara shops are primarily found in major cities. In cities and towns, middle- and upper-class customers predominate. This will be handier for them because they are closer and less far from larger retail centres. 


ZARA'S MARKETING MIX STRATEGY: PRODUCT, PRICE, PLACE AND PROMOTION
Zara is known in the fast fashion market for having a unique approach to marketing strategies, differentiating itself from its competitors, which has led it to be called the pioneer of fast fashion. 
When analyzing the 4ps, these differences are well highlighted.

Product
Zara involves a range of all ages and genders; its collections are planned to be differentiated to reach a different target market; that’s why Zara created as Line extension Zara man, Zara woman Zara kids; moreover, Its garments are considered fashionable and at the same time affordable to be so affordable for everyone.
 As Brand Extention, In 2003, Amancio Ortega decided to create Zara Home, which provides home goods and décor and produced more than €19.6 billion in revenue in 2019 when combined with its clothing line, Zara(Inditex annual report2019). 
Regarding the line stretching, Zara doesn’t have any because is it already a line stretching of Inditex with Bershka, pull and bear, Massimo Dutti and Stradivarius.
The usage of raw material and organic cotton in creating Zara's goods is a plus for the company's products. These items feature a different label and are one-of-a-kind, making them easy to identify.

Price
Zara favours a low price strategy, which means affordability and affordability for everyone, but quality products. On the other hand, Zara's pricing varies depending on the country (David j. A., 2018 ).
Fashion that is up to date at a low price is quite appealing even to younger generations. This sort of pricing technique has also been beneficial in two different situations. Zara has been able to meet the demands of a vast customer group due to its low price approach. It has aided in developing a distinct brand image and the rapid development of the marketplace.

Place
Zara is considered a globally expanding brand in around 90 countries with more than 2000 stores, most of which belong to the company itself and are not franchises. After the pandemic during COVID19, it also increases its online sales, and its also planning to extend its expansion in more countries by the end of 2022 (Jasper J.,2020).
Zara's strength in location and distribution is its integrated vertical supplier strategy, which manages to get products to market in about two weeks. There are no intermediaries between production and the consumer, a part of the sales team. Store managers send orders directly to head office using data analysis to capture consumer needs and wants. Order is compiled by the sales staff and sent to the manufacturing facility. The sales staff compiled the ranking and sent it to the manufacturing facility. In addition, the sales staff collaborates with in-house designers to identify new data and make new product concepts. Technology, which Zara has been implementing in all of its stores since 2016, not only allows for more control for security and tracking purposes but also allows the company to gather valuable data on consumer preferences in different stores across the world, thanks to the RFID tags that are embedded in each product. Obtaining data on the most bought things allows for real-time updates on the most sold items, and those that are short from a specific stock and hence need reordering are also conceivable. In addition, the sales staff collaborates with in-house designers to identify new data and make new product concepts.

Promotion
Zara uses a promotional strategy based on the pull-in instead of push-out, which is frugal in advertising. Zara prefers to invest instead of promotions on opening new stores because they are visited at least six times a year by regular consumers and three times a year by non-regulars. The number of visits from consumers is facilitated by its "no stock" policy, having a change of clothes every 25 days or so (Ferdows, K., Lewis, M. A., & Machuca, J. A. 2005). 
Zara also prefers to invest in data analysis because the core of its marketing strategy is to understand the needs and wants of consumers and put them at the centre. It can also be said that instead of the marketing mix strategy, 4ps has invented a new method of 4Es: Experience replaces Product; Exchange is new Price; Evangelism is now Promotion, and Every Place is a new Place-that puts the customer at the centre. (Pamela N. D., 2018).
Its strategy is also based on digital marketing, mainly using social media, where it has massive followers, with 30 million Facebook fans and 45 million Instagram. However, it has a passive approach, does not communicate directly with the client, does not publish often, and is very poor in hashtags. (Pamela N. D.,2018).
However, the company has earned success and consumer loyalty by becoming and maintaining the pioneer of fast fashion; it is constantly focused on its consumers and their needs and wants.


CONCLUSION & SUGGESTION
Analyzing Zara with every model, subjecting it to macro and microanalysis and every internal and external factor, explains its leading position in the world of fast fashion. There is no doubt that its new and unique marketing strategies are and have been its winning weapon and the key to its success and global expansion, but as is well known, the competition is a lot and with the passing of the years will become more and more, so Zara to maintain its appointment as the leader of fast fashion should evolve and intensify its marketing strategies.
Analyzing Zara with every model, subjecting it to macro and microanalysis and every internal and external factor, explains its leading position in the world of fast fashion. Undoubtedly, its new and unique marketing strategies have been its winning weapon and the key to its success and global expansion. However, as is well known, the competition is a lot and with the passing of the years will become more and more, so Zara, to maintain its leadership position and fight if few threats in the fast fashion industry should evolve and intensify its marketing strategies. First of all, it has to strengthen its marketing strategies to offer new designs and to solve the problem of stockouts.
A second marketing strategy to intensify that, analyzing the various annual reports of Inditex, which already started his project, is the online sales. Improve the website and the app but mainly invest inefficient customer service teams 24 hours because analyzing the reviews on social media Zara results in abysmal customer service, thus leading the customer to prefer shopping in-store, thus lowering the rate of sale. 
Intensify the advertising campaigns, using well-known faces, which it does not currently do, but obviously to stay within the budget, using not international models but famous influencers of each country, with fashion shows and banners. This strategy could help Zara increase sales because today, mainly the younger generations depend on influencers, who have become the stereotypes of life. 
 Another strategy that could make Zara more unique and exclusive, in addition to the geographical expansion that, according to the annual report of Inditex, is already in the project, is creating new collections based on the countries of distribution. An example could be indifferent Islamic countries Hijab, in India the purdah, or hot countries intensify the design of beachwear, adapting the design to the place of religion and culture and keeping the standard collections while producing smaller quantities of 'special' collections. 
Another weakness on which he should focus his efforts is his interaction with customers, in which case he should use passive communication for the time being. The consumer wants to feel significant, which Zara provides, but he is missing a critical step, which is direct and active communication with the company. This may happen with a social media communication staff that is available 24 hours a day, seven days a week, to respond to any information requests and actively participates in the activities that the social media networks request.
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