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History/ Background of the Company 
Spain's Zara is a household name because to their status as an industry trailblazer in the quick 

fashion sector. Zara, which began in Spain in 1974, has rapidly expanded worldwide, capturing 

the attention of trend-conscious consumers with its affordable, on-trend merchandise. The 

brand's marketing strategies are multifaceted and customer-focused, with an emphasis on 

competitive pricing, easy accessibility, knowledgeable staff, and a robust online presence that 

supplements brick-and-mortar stores.  

Zara's success may be attributed to the 

company's ability to predict and swiftly 

adapt to altering customer trends thanks to 

its vertically integrated supply chain and 

in-house design team. By targeting urban 

trendsetters and leveraging social media, 

Zara maintains its position as a leading destination for fashion aficionados seeking for the latest 

trends without compromising quality or sustainability. 

Company Overview 
Zara, the renowned Spanish boutique, dazzles the globe with its avant-garde allure and 

lightning-fast rotation of merchandise. Zara, an influential entity under the Inditex 

conglomerate, was born in 1974 at the hands 

of Amancio Ortega and Rosala Mera. 

Sprinkled across 88 diverse nations, more than 

2,000 of their emporiums teem with life. Zara's 

triumph stems from its nimble ability to 

swiftly conceive, fabricate, and disseminate 

fresh assemblages, adapting to mercurial 

fashion edicts. The brand's vertically 

integrated business stratagem assures an 

incessant stream of novel, budget-friendly, 

stylish ensembles, catering to an extensive 

clientele. Their unwavering commitment to 

environmental and societal integrity has cemented their endurance within the industry's inner 

sanctum. 
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STP strategy ZARA 
Zara, a renowned global fashion retailer, employs impeccable segmentation, targeting, and 

positioning strategies to retain a competitive advantage in the fast-paced and ever-evolving 

fashion industry. Grasping consumer 

needs and preferences is crucial to 

Zara's triumph, and the brand has 

mastered the art of adapting its 

merchandise to various client categories 

while establishing itself as a pioneer in 

the fashion sector . 

Segmentation Strategy: Zara's segmentation approach categorises its target market based on 

demographic, psychographic, and behavioural variables. Zara captivates a vast age range, 

alluring both adolescents and young adults and more mature clientele seeking contemporary 

yet refined designs. Moreover, the company considers factors such as income level, lifestyle, 

and geographic region better to understand the diverse tastes within its customer base. Zara's 

target market consists of fashion-savvy individuals who value design, quality, and affordability.  

Zara's proficiency in effectively 

segmenting its consumers, as cited 

by Lamb, Hair, and McDaniel 

(2020), empowers the firm to craft 

and produce items that resonate with 

the distinct preferences of each 

category, ensuring exceptional 

customer satisfaction. Zara also 

segregates its customers based on 

their behaviour. It identifies fashion 

trendsetters and early adopters who consistently refresh their wardrobes to stay ahead of the 

curve. Zara identifies loyal customers and tailors’ exclusive offers by analysing their historical 

purchasing patterns to reward their dedication. The organisation can enhance the shopping 

experience through its data-driven strategy and effectively engage consumers. 
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Advantages and disadvantages of segmentation 

Advantages Disadvantages 

Enhanced customer satisfaction Complexity in managing multiple segments 

Targeted marketing Risk of alienating certain customer groups 

Data-driven personalization Limited scope to attract new customer segments 

Competitive advantage through trend 

anticipation 

Data privacy concerns and ethical considerations 

 

Targeting Strategy: Zara's marketing approach centres around urban, fashion-forward, and 

trend-savvy clients searching for the latest designs at affordable prices. The company 

strategically places its stores in high-traffic urban areas, fashion districts, and retail complexes 

to reach its target demographic. Zara's global expansion plan ensures its presence in key 

locations where fashion trends 

flourish worldwide.  According 

to Ghodeswar (2008), Zara's 

targeting strategy empowers the 

company to successfully enter 

new markets and compete with 

local and international fashion 

retailers. Zara also caters to 

tech-savvy customers who prefer shopping online.  Thanks to the brand's user-friendly website 

and mobile app, Customers can peruse the latest collections, make purchases, and track their 

shipments. Furthermore, Zara's integration of online and offline channels provides a seamless 

shopping experience by enabling customers to buy online and return items in-store. 
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Positioning Strategy: Zara positions itself as a trailblazer in fast fashion by offering alluring 

apparel at affordable prices. The brand's "fast fashion" approach, as stated by Fernie and Sparks 

(2018), revolves around swiftly responding to emerging fashion trends and consistently 

providing numerous 

new collections 

throughout the year. 

This positioning 

strategy caters to 

fashion-conscious 

consumers who 

aspire to stay ahead 

of the latest trends 

without the 

exorbitant costs 

associated with 

luxury goods. Zara's emphasis on innovation and originality bolsters its status as a trendsetter. 

The company's design team vigilantly monitors runway shows, fashion blogs, and social media 

trends to unearth emerging styles that can be swiftly incorporated into new collections. Zara 

becomes the go-to brand for individuals seeking to express themselves through clothing due to 

its relentless pursuit of fresh and contemporary designs (Kapoor & Agarwal, 2016) . 

Marketing Mix 
Zara's marketing mix strategies, which are often commonly referred to as the 7Ps, involve a 

wide variety of instruments that are used to develop and 

distribute value to the demographic that the brand is 

intended for . Zara's marketing mix is intended to provide 

support for the company's fast-fashion business strategy, 

which places a priority on speed to market, trend-following 

reaction, and a shopping experience that is simplified for 

customers. In the following paragraphs, each element of 

Zara's current marketing mix will be dissected in further 

detail. 
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Product: Zara's product strategy revolves around 

unveiling a vast array of trendy clothing options to 

customers of all ages and genders. According to 

Molla (2018), the company swiftly infuses its 

collections with fresh designs, styles, and patterns, 

thanks to its highly responsive supply chain and in-

house design personnel. Zara caters to a diverse 

clientele, as evidenced by its extensive product 

selection, encompassing not only clothing, but also 

footwear, accessories, and even home decor . 

Price: Zara's price strategy aims to entice fashion-forward customers in search of budget-

friendly yet fashionable garments. Zara doesn't strive to be a discount retailer but rather offers 

affordable prices to make its products 

more accessible to a wider range of 

customers. As stated by Ruddick 

(2018), Zara shares a portion of its cost 

savings, achieved through in-house 

production and efficient supply chain 

management, with its consumers. By 

adopting this price strategy as part of its 

fast-fashion approach, Zara encourages customers to make frequent purchases, staying up to 

date with the latest fashion trends. 

Place: Strategically situated in bustling areas of major cities, fashion districts, and highly 

visible locations, Zara stores aim to generate maximum sales. The company pursues global 

expansion and maintains significant 

worldwide offices in key fashion and 

business hubs. As highlighted by Bhardwaj 

and Fairhurst (2010), Zara offers customers 

a sense of immediacy and gratification by 

allowing them to experience the fabric and 

try on clothing in-store physically. In 

addition to traditional brick-and-mortar 



7 
 

stores, Zara complements its presence with an e-commerce platform . 

Promotion: Zara greatly emphasises word-of-mouth marketing and leverages internet 

platforms like Facebook and Twitter to spread information about its products and services. The 

introduction of new collections and the establishment of more retail locations generate 

excitement and anticipation, playing a crucial role in the company's success (Inditex, 2021). 

By relying on word-of-mouth marketing and the endorsements of fashion bloggers and 

influential figures in the industry, Zara keeps marketing expenses modest while maintaining a 

strong presence.  

 

ZARA social media sites: 

• https://www.instagram.com/zara/ 

• https://twitter.com/i/flow/login?redirect_after_login=%2FZARA 

• https://www.facebook.com/Zara/?_rdc=4&_rdr 

• https://www.tiktok.com/@Zara  

https://www.instagram.com/zara/
https://twitter.com/i/flow/login?redirect_after_login=%2FZARA
https://www.facebook.com/Zara/?_rdc=4&_rdr
https://www.tiktok.com/@Zara
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People: Zara's advertising receives as 

much attention as that of celebrities. 

According to Bhardwaj and Fairhurst 

(2010), the company's employees 

undergo training on the latest fashion 

trends and are instructed to deliver 

exceptional customer service. Staff 

members are equipped with the knowledge to represent the company's values, provide fashion 

guidance, and offer personalized assistance . Zara's dedicated customer base and impeccable 

reputation owe much to the hard work and passion of its staff (Christopher, Lowson & Peck, 

2014). 

Process: Speed and efficiency are paramount throughout Zara's supply chain and production 

processes as part of its overarching marketing strategy. Fast fashion retailers like Zara, with a 

focus on short production cycles, are able to 

promptly deliver new designs to customers 

(Molla, 2018). Zara's vertical integration 

across the supply chain grants complete 

control over each stage of production, 

enabling swift responses to market changes 

and the ability to seize opportunities . 

Physical Evidence: Zara's physical proof encompasses 

store design, ambiance, and customer service, all 

contributing to the brand's allure. As stated in Inditex's 

2021 report, Zara stores boast cutting-edge and stylish 

interiors, making it easy for customers to navigate and 

acquaint themselves with the latest products. The 

physical evidence component reinforces Zara's brand 

image and positioning as a modern and stylish 

destination (Ionescu & Radu, 2016) . 

Conclusion 
 In conclusion, Zara's sensational rise to the pinnacle of the accelerated fashion industry can 

largely be attributed to its ingenious marketing mix strategies. By employing segmentation, 
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targeting, and positioning, Zara has cunningly discerned and satisfied the needs of its fashion-

forward clientele. The company's product strategy of vending contemporary and affordable 

clothing, bolstered by its nimble supply chain and in-house design team, empowers Zara to 

swiftly adapt to fashion trends and outpace the competition. Furthermore, customers revel in a 

straightforward and exhilarating purchasing experience at Zara, courtesy of the store's strategic 

placements and seamless fusion of online and offline channels (Sahin, Zehir, and Kitapci, 

2021). 

Zara has solidified its standing as an industry trailblazer primarily by positioning itself as a 

trendsetter while simultaneously placing a premium on sustainability and ethical business 

practices. Zara has managed to sustain consumer engagement and pique interest in its 

collections with minimal investment in traditional advertising, instead relying on word-of-

mouth and social media. 

Recommendations 
Fortify Online Presence: Zara should augment its funding for its e-commerce infrastructure 

and digital advertising to satiate the demands of its burgeoning online consumer base. Enriched 

features like virtual try-ons and personalized product recommendations may entice tech-savvy 

consumers to a superlative online purchasing experience (Asadollahi & Farhangmehr, 2015). 

Elevate Sustainability Initiatives: 

Zara has a long way to traverse 

before it can be deemed wholly 

sustainable, notwithstanding its 

efforts. The company can apprise 

consumers of its eco-friendly 

initiatives and urge them to 

embrace a sustainable way of life . 

 

Leverage Customer Data for Personalization: By harnessing client data, Zara can intensify 

consumer engagement and foster brand loyalty by implementing personalized marketing 
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techniques, such as targeted promotions and 

customized product recommendations (Sahin, 

Zehir, & Kitapci, 2021) . 
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