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[bookmark: _Toc134194102]1. INTRODUCTION 
The concept of marketing relates to the process starting with the idea generation aspect and ending with customer satisfaction where the needs and requirements of customers are met. In the quickly changing world of fashion today, it takes both strong internal management and a deep awareness of the external environment to stay ahead of the competition and satisfy client wants. To give a thorough analysis of Zara, one of the top fashion stores in the world, this poster will examine its external aspects using a PESTEL analysis, evaluate its internal environment, and emphasize the crucial role that marketing plays within the company.
[bookmark: _Toc134194103]2. MAIN BODY 
[bookmark: _Toc134194104]2.1 PESTLE Analysis 
Businesses must do an environmental marketing analysis to see how external influences affect their operations and goals (Caro, et al., 2019). Companies can create efficient marketing strategies by comprehending the major external influencing factors and researching their internal environments. This investigation attempts to investigate the external influences affecting Zara, a well-known retailer of apparel, and assess the function of marketing within the company.
[image: ]
Figure 1: PESTLE Analysis, 2023
Source: Creately, 2023
[bookmark: _Toc134194105]2.1.1 Political Factor
Zara's manufacturing procedures and employee rights depend on compliance with local labour laws and regulations. For example, the legal structure and regulatory environment established by local labour laws have a direct impact on Zara's manufacturing processes and employee rights. These laws specify the minimal criteria for salaries, working conditions, health and safety requirements, and employee privileges like freedom of association and non-discrimination.
[bookmark: _Toc134194106]2.1.2 Economical Factor
The state of the economy has a big impact on Zara's marketing choices. Target markets, pricing tactics, and product development are all influenced by variables including inflation, consumer purchasing power, and economic stability. For instance, to appeal to clients who are cost-conscious during a downturn in the economy, Zara might concentrate on offering affordable fashion options. Furthermore, the cost of production and operating expenses for Zara are impacted by inflation rates. Higher labour costs, transportation costs, and raw material costs can all be a result of rising inflation. To keep profit margins stable, Zara must successfully control expenses while considering how price hikes may affect consumer demand. Zara can offer competitive prices while ensuring profitability thanks to effective cost management
[bookmark: _Toc134194107]2.1.3 Social Factor
The success of Zara's marketing plan significantly depends on its ability to spot and adapt to shifting consumer preferences and fashion trends. The secret to Zara's success is its ability to keep up with shifting consumer tastes and fashion trends (The Industry Fashion, 2021). Zara can swiftly spot new trends by closely observing societal elements such as cultural shifts, way of life preferences, and fashion influencers. This flexibility enables Zara to provide cutting-edge goods that are in high demand, providing the brand with an edge over its competitors.
[bookmark: _Toc134194108]2.1.4 Technological Factor
The retail sector is shaped by technological breakthroughs, which also have an impact on Zara's marketing plans (Fashion United, 2021). Technology is used by Zara for customer connection management, supply chain optimization, and inventory management. Zara's marketing initiatives have been inspired by the growth of e-commerce and mobile purchasing, which has resulted in the creation of an integrated omnichannel approach.
[bookmark: _Toc134194109]2.1.5 Legal Factor
The capacity of Zara to provide stylish goods at reasonable rates is the foundation of its success. Protecting Zara's brand and designs is difficult because of intellectual property regulations and fake goods. By limiting the unlawful use of Zara's trademarks, logos, and other brand assets, intellectual property laws are essential in protecting the company's reputation. Zara can maintain brand consistency and make sure that its items relate to quality and authenticity by enforcing these rules (Popović-Šević, et al., 2021).
[bookmark: _Toc134194110]2.1.6 Environmental Factor
Zara's marketing choices are influenced by shifting consumer preferences, cultural trends, and social movements. Sustainability, ethical sourcing, and inclusivity have become more important, and Zara has responded by embracing these ideas and promoting diversity in its marketing initiatives. Understanding societal values enables Zara to effectively communicate with its target market (Fashion Discounts, 2022).
	Zara can learn more about the external elements that might affect its business operations and marketing initiatives by performing a PESTEL analysis. This research aids Zara in recognizing possibilities and challenges, facilitating the creation of efficient marketing strategies and flexibility in response to the shifting business environment.
[bookmark: _Toc134194111]2.2 Internal Analysis 
Zara's internal culture and the function of marketing within the business are important contributors to its success. The operations, culture, and general success of Zara are all influenced by a variety of elements that are part of the company's internal environment. Examining the main components of Zara's internal environment:
Firm Structure and Hierarchy: A hierarchical organizational structure governs Zara's operations. Functional departments including design, production, shipping, marketing, and retail make up the organization. There is a distinct chain of command and reporting structure, and each department has its tasks and responsibilities (Chen, 2022). The organization's various teams can communicate and coordinate effectively because of this framework.
[bookmark: _Toc134194112]2.3 Porter’s Five Forces Model 
The following tool was developed by Michael E. Porter with the purpose to analyse the competitiveness and profitability of the industry. The application of the following tool on ZARA has been provided in the report as under: 
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Figure 2: Porter's Five Forces Model, 2023
Source: ResearchGate, 2023
	Forces
	Current State
	Description

	Threat of New Entrants 
	High 
	Zara, a fast-fashion shop, has few major rivals. Competition from new entrants is difficult to achieve because of customers' preferences, established brands, product differentiation, and economies of scale. Its low product prices are made possible by economies of scale on the supply side, making entry into the market challenging for new entrants (Duoyan, 2021). Because Zara's USP is providing customers with easy access to a wide variety of fashion brands at reasonable prices, the company has successfully built brand loyalty and brand differentiation, making it difficult for new entrants to market themselves as being in any way different from Zara.

	Threat of Substitutes
	Moderate
	In the retail market, there are numerous companies with varying prices, qualities, and product offerings; therefore, product-for-product substitution is prevalent; however, there are few garment equivalents, so substitution by necessity is uncommon. Zara has few competitors. All "substitution" in fashion is competition. With the diverse collections, individuals can also use the same fashion across seasons.

	Bargaining Power of Customers 
	Moderate 
	Due to their indirect negotiating power, Zara and other retailers of fashion must innovate to attract and retain consumers (Ha, 2021). Due to the low cost of customer churn, Zara must maintain relevancy, satisfy customer needs, and control expenses. To compete with rivals, they prioritise client contentment.

	Bargaining Power of Suppliers 
	Low 
	Zara outsources its production, primarily to India, Bangladesh, Spain, Morocco, and Portugal. Due to its extensive supplier list, the supplier's negotiating power is minimal. Zara and other clothing firms establish prices and give suppliers a small share. Supplier products are identical, providing an advantage to the enterprise. Since forward integration entails substantial capital expenditures, the hazard posed by the supply is low.

	Competitive Rivalry 
	High 
	Zara's competitors include H&M, GAP, UNIQLO, Mango, and Forever 21. The concentration of major and minor participants in the fashion retail industry makes it competitive and price sensitive. Zara's identity, consumer devotion, and distinctive products help it compete. The brand is worth over $14 billion. It provides fast fashion at high-street prices, giving it a competitive edge (Ruan, Sang and Zeng, 2022).


[bookmark: _Toc134194113]2.4 SWOT Analysis 
Strengths and Weaknesses 
	Strengths
	Weaknesses

	Zara responds swiftly to fashion trends because of its flexible supply network. Zara can conceive, manufacture, and distribute new clothing lines in weeks, unlike seasonal fashion businesses. Zara can adapt to changing trends and provide trendy products. Zara can stay ahead of competitors and meet fashion-conscious clients' changing wants by decreasing lead times. 
	Online shopping is getting more popular, giving retailers additional options to gain customers and raise revenue. A modest e-commerce presence may be costing Zara income and market share (Chunling, 2020). Zara may also struggle to adapt to shifting customer tastes as a business entity. Zara may struggle to respond rapidly to fast-changing fashion trends and commercial prospects due to decision-making and approval processes.


[image: ]
Figure 3: SWOT Analysis, 2021
Source: Word Stream, 2021
Opportunities and Threats 
	Opportunities
	Threats

	Zara can reach more customers via e-commerce. Zara may enter new areas with less competition by creating a strong web presence. This expansion may help the company increase revenue and diversify its clientele. 
	Fashion is saturated and competitive. Zara competes with other well-known conventional fashion businesses with loyal clientele (Zhu, 2022). Online fast-fashion companies, which provide trendy, affordable items for Zara's target audience, have also increased rivalry. 


In general, Zara's strong brand identification, responsive supply chain, customer-focused philosophy, and global reach are its competitive advantages. It should concentrate on correcting flaws including a limited online presence and lack of product variety. Expansion opportunities include extending into new markets, strengthening environmental initiatives, and utilizing partnerships. To keep its place as a top retailer of fashion, Zara must also overcome obstacles including fierce competition, fake goods, unstable economic conditions, and changing consumer preferences. 
[bookmark: _Toc134194114]2.5 STP of ZARA 
Market segmentation helps companies choose their consumers. Selecting the right market sector may increase a company's performance. It helps firms concentrate on money-making products and be more efficient. 
[bookmark: _Toc134194115]2.5.1 Segmentation – ZARA 
Zara is a popular premium clothing brand. Zara clothes men, women, and children. Slacks, tops, dresses, knits, T-shirts, footwear, luggage, and accessories are offered. Zara's marketing mix product strategy includes them all. It sells professional and casual clothes in one place. Zara has several styles. It launches 10,000 designs annually (Duoyan, 2021). High-end fashionistas and the general public love Zara. Target market preferences affect product accessibility. 
[bookmark: _Toc134194116]2.5.2 Targeting - ZARA
ZARA targets middle-class individuals aged 18 to 40. Also aimed at fashionistas. The ZARA approach to impetuous purchases takes into account their chaotic lifestyles. What appeals to one customer may not appeal to another. The brand targets fashionistas with a limited budget. This clientele could be targeted by ZARA by constructing stores in high-traffic areas and offering affordable new products.  
[bookmark: _Toc134194117]2.5.3 Positioning - ZARA  
Globally, Zara is known for its "cheap and quick fashion" offerings. The success of Zara on a global scale is not due to the work of famous designers or to "quick fashion." The fast imitation approach places a focus on rapidly developing, manufacturing, and distributing products to satisfy consumer demand. Zara caters to fashion-conscious individuals between the ages of 20 and 35 who are unable to purchase expensive goods (Duoyan, 2021). The quick fashion strategy used by Zara is a huge success in the fashion business of today since it satisfies the requirements of this consumer.  
[bookmark: _Toc134194118]2.6 Marketing Mix – ZARA 
The 4Ps (Product, Price, Place, and Promotion) of the marketing mix framework are used in Zara's analysis of the brand. Product development, price strategy, promotional planning, and so on are all examples of marketing tactics. These methods of doing business are grounded in the marketing mix used by Zara and contribute to the company's commercial success.  
[image: ]
Figure 4: Marketing Mix, 2023
Source: Smart Insights, 2023
[bookmark: _Toc134194119]2.6.1 Product Mix 
Zara is a top luxury brand. Zara sells items for men, women, and children. jeans, trousers, tops, skirts, knitwear, T-shirts, shoes, purses, and accessories. Zara's marketing mix product strategy is these. It sells formally and casually (Schaich Graniel and et al. 2021). Zara offers several styles. It releases 10,000 new designs annually. High-end fashionistas and the masses love Zara. Target market preference determines product line availability. Zara also collaborates with local designers. 
[bookmark: _Toc134194120]2.6.2 Price Mix 
In all its stores, you can find the newest trends at prices that are significantly lower than those of other international labels. Costs at Zara are low. It can accomplish this because it has low operating costs, particularly for marketing and supplies. It has low expenses in comparison. Zara's prices vary per country. The store offers reasonably priced, high-quality apparel. Products in local marketplaces are labelled. 
[bookmark: _Toc134194121]2.6.3 Place Mix  
Zara has 2200 stores in 90 different countries. Zara has an online store. The proliferation of e-commerce has resulted in the availability of the brand across several aggregator sites. Both the product's marketing strategy and how it will be distributed fall under this umbrella (Chen, 2022). Zara can compete because to its efficient supply chain. Its cutting-edge methods of doing business allow for earlier introductions of both products and styles. Managers place orders with headquarters twice weekly based on sales and consumer preferences. 
[bookmark: _Toc134194122]2.6.4 Promotion Mix  
Zara seldom uses marketing. It avoids the media like the plague. Its owner refuses to speak to the media. Unlike its competitors, it does not use flashy advertising. This is why Zara's commercials are not broadcast. Its billboards have trendy youthful styles and attract a lot of attention. Zara stands out because of its quick service, extensive inventory, and affordable rates. It uses word-of-mouth and social media instead of pricey marketing tactics. Zara is quite popular online. 30 million Facebook and 45 million Instagram followers
[bookmark: _Toc134194123]2.5 Recommendations (Ansoff Matrix) 
· The company should sell garments in established areas with more product availability to penetrate the market. It should use influencer marketing, special offers, and brand strengthening to increase ZARA's market share. 
· For market development, the firm should offer its garments and accessories to unexplored markets. This would boost market share and expand into new markets. Introduce new products in the same market for product development. 
· ZARA's established markets in America and Europe should prioritise eco-friendly and sustainable items. 
· ZARA should generate new and penetrate new markets to diversify. This might strengthen new markets. 
[bookmark: _Toc134194124]CONCLUSION 
The conclusion developed with the help of current report relates with stating about the importance of different tools and models used for the internal and external analysis helpful in providing important information about the impact created on the working of an organisation. The report further concludes about the strong competitive position of Tesco in the marketplace that has helped in enhancing the market share and performance of company. Lastly, with the use of Ansoff matrix, it has become possible to provide with different options related to the success of business in the marketplace. 
[bookmark: _Toc134194125]
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