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Introduction
The importance of marketing management in case of the fashion retailing organizations is very high. Zara is a well renowned fashion retailing company which was established in 1975. It is a popular Spanish brand based in Arteixo in Spain established by Amancio Ortega and Rosalia Mera. The company specializes at manufacturing fashionable clothes in their retailing stores and through their websites. The Inditex Group is the parent organization of Zara. There are different brands under the roof of Zara like Massimo Dutti, Stradivarius, Bershka, Oysho, Pull & Bear, Uterque and Zara Home. There are various countries in which Zara has its outlets across the globe. The number of stores Zara has in the entire world sums up to 7,475. According the latest reports, the average revenue generation of the company through online and offline sales is around €25.34 billion. The estimated number of clothing collection lines launched by Zara is 20 every year.
[image: https://www.shefinds.com/files/2017/06/zara-sale-hacks.jpg]
Figure: Zara store
The retailing stores of Zara are located in total fifty countries. The different varieties of products which are manufactured at Zara are clothes for man as well as women clothing. Zara Kids is another brand which is launched by them which specializes in manufacturing clothes for the Kids. The entire system of manufacturing of the clothes, distribution and packaging and selling takes place smoothly in Zara. The entire management of Zara is extremely active to maintain their individuality in terms of designing and marketing of the products efficiently. The following report aims to depict the different marketing strategies which are used by Zara to maintain their market position in the international fashion market.
[bookmark: _Toc533618985]Marketing Mix of 4P’s used in Zara
The purpose behind the development of the marketing strategies which are used by any business company is to generate a buzz in the public and gain attention of the consumers such that more consumers will be interested to buy their products and increase their sales (Stead & Hastings, 2018). The market of operation of Zara is very wide because it serves in 50 different countries. Therefore the marketing managers of the company has to focus on identifying the specific needs and requirements of the consumers in fashion and what they prefer to wear with changing trends. The fashion industry is quite unpredictable because the preferences of the customers vary seamlessly. Hence the marketing managers of the companies are required to take appropriate strategies which will be effective to analyze and understand the demands of the consumers deeply and serve their requirements appropriately.
The use of the marketing mix strategies with the help of 4 P’s i.e. products, price, promotion and place are very important in summing up the complete process of marketing and management in Zara, which are discussed in this particular section.
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Figure: 4 P’s of Marketing 
Products: the company Zara is mainly a fashion garments producing organization which manufactures its own clothes and sells them in their retailing stores in different shopping malls and markets. The product line which are exclusive under the name of Zara are their ladies fashion garments like tops, jeans, shirts, trousers, shrugs, jackets, winter wear, socks, under garments, dresses like sheath dresses, long maxi dresses, short and flare dresses, playsuits and jump suits, etc. they also manufacture a wide range of shoes fro men and women like boots, flats, stilettos, peep toes, belies, boat shoes, canvas shoes, sports shoes, flip flops etc. they also have good range of bath robes and bathing accessories. Apart from theses, they also manufacture a good variety of other fashion utilities like fashion jewelry l.ike statement neckpieces, bangles and bracel.ets, anklets, statement rings etc; hair accessories like hair bands and head bands, scarves, caps, hats etc; belts, bags and wallets etc. theses wide range of clothing and fashion accessories which are produced and sold by Zara make them one of the best choices of fashion clothing brand in the international market. The different clothes sold in their retailing stores as well as in the e-commerce websites help in aiding the fashion requirements of the customers adequately (Ke & Li. 2015). This makes the customers happy an satisfied with the different products of Zara. The quality of the raw materials used in the manufacture of the clothes and other accessories are such good quality and long lasting that the consumers easily get attracted to the company. Apart from this, the fashion senses of the company keeps its one step ahead than the competitor retail.ing companies in the choice of the consumers for fashionable clothing.
Price: the pricing strategy which is used by the management of Zara is according to attracting customers who belong to high range to upper middle class range. This is because the qualities of materials used for the production of the different materials are very high which raises the cost of the products automatically. Moreover the durability of the products are also very high suggesting that the price of the products will be high. Moreover the stores of the company are maintained to offer a luxurious feeling to the customers who visit the malls. The decorum and interior decoration of the malls and the uniforms and attire of the customers’ executive employees are also maintained to offer a luxurious feel. The strategy of the pricing is also based on making the customers feel that high price of the products would always ensure superior quality of the products in terms of trend and durability (Barrett & Weinstein, 2015). Therefore they aim to target the upper middle class to rich people to buy their clothes. They also have their personal website from which purchases can be made at discounted price. The products will be delivered at the doors of the customers such that more customers will be interested in purchasing products from Zara.
Promotion: the fashion retailing organization Zara has adapted to a very effective and important marketing and promotional strategy such that the potential customers of Zara will be buying their products apart from generally adding to the customer base. The advertising strategy of the company has been extremely impactful in attracting customers towards the latest collection lines of the fashion clothes of men, women and kids. Zara advertises the products of the company in the television channels by using celebrity endorsements. The celebrity endorsement is a very important strategy which helps the business organizations to attract consumers and increase their sales of the latest collections. They also use the social media for gaining customers like Facebook, twitter and Instagram where the company. They have their business pages where they can describe their products and post their latest collections to attract consumers. They also fetch the feedbacks of the customers through the posts and solve their queries (Oliveira &Toaldo, 2015). This helps the company to achieve a direct interaction with the customers and gain better trust and reliability. These are important factors for the company to hold a loyal customer base. They also promote their collections by sponsoring different fashion bloggers in the Instagram to use their products and post their pictures and videos in the social media. The teenage customers are obsessed with the views and opinions of the fashion bloggers and hence this is an effective strategy used by Zara. They also advertise their latest collections through the hoardings and leaflet distribution in the markets around their retailing stores to attract customers towards the sales and discounts.
Place: the renouncing of the company Zara is present in too many locations with more then 7000 stores across the entire world. Therefore the customer’s base is also very huge. With huge customers base the variety of customer preferences is also very high. Zara tries to moderate the views of the customers with their latest fashion product lines which are ought to attract the taste of the customers efficiently. The market can be divided on the geographical basis where the customers living in different geographical locations in a particular country or in complete different nations and continents will have different taste of fashion. The changing fashion trends will reflect on the product demands of the customers. The marketing managers of the company is therefore required to understand the fashion choices of the customers efficiently and then   develop the particular fashion clothing deigns. For instance, heavy winter clothes will not be appreciated in the tropical nations while huge demands of the winter clothes in the countries like UK, USA etc. the marketing analyze should focus on understanding the lifestyle choices and preferences of the customers. 
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Every business organization must have their particular Critical success factor which takes those forwards in their business operation and sets them apart from rest of the business organizations operating in the same field of operation. There are certain critical success factors of Zara which keeps it one step ahead than rest of the fashion brands who also operate in the international fashion market. The different objectives of the organizational performance are met by following the Critical success factor of the company. The following are some of the important factors which are considered to be the critical success factor of Zara.
Structure of the management: the entire management of the company is managed by a system of hierarchical order. This means that the organizations and their employees are managed such that the employees are bound to follow the instruction of their seniors and the heads of the departments take the final decision on the operations and tasks in Zara (Nickson & et al, 2017). However the employees are also encouraged in decision making by taking part in the various designer meetings, workshops and seminars, where they can suggest their opinions in the activities and the higher authority may consider the suggestions into implementation. When the employees are offered certain chances of decision making, their interest of working in the organization increases. Effective dedication of the employees in Zara is observed because of this. The employees are encouraged to participate in different programnmes and trainings to increase their cooperativeness, efficacy, accuracy, communication skills and adapting capability. This helps in development of positive organizational culture helping in overall development of the organization to gain positive results. The employees of the organization are also maintaining a discipline in their working practices. The managers are focused on keeping the employees motivated, thus improving their performances. This organizational structure is one o the important success factors for smooth operations of the huge network or channel of the company operating in the entire world. All the stores work in good coordination with each other. 
Manufacture and distribution system: the reports have observed that in Zara on an average 12,000 designs are developed every year. The inventory management of the company y is JIT or Just In Time inventory management system. This means that the company doesn’t loads upon excretes produced products. They prefer in manufacturing the particular product lines which has been effective to generate the expected sales number. The products which have comparatively higher sales and revenue generation are manufactured in large scale. The production of the products with huge demands offers higher satisfaction to the management of the company in the different stages of purchasing of the materials, designing, manufacturing, packaging and distribution of the products to the different retailing stores across the globe (Sindi & Roe, 2017). The product life cycle of the basic clothes like t-shirts and plan shirts are manufactured and they remain unsold, their designs are altered with special designing and dyeing and restocked in the retailing stores. 
Non-toxic clothing: this is another unique feature of the products of Zara. They have adopted the process of manufacturing in 2011 in which the company completely abolishes the usage of thread which may turn out to be toxic through their Detox campaign. In this campaign, the company has identified the different chemical substances used in the manufacture of the threads and has discarded the usage of such substances and harmful chemicals in their manufacturing processes. This is a major sustainable approach of the company which is gaining appreciations and accreditation in the international market by the consumers. 
Designs: all the fashion clothing items which are produced by the designers of Zara are based on the latest fashion trends by proper fashion researches in the Hollywood and learning what the Hollywood celebrities are demanding to wear. This offers uniqueness and individuality to the clothes and accessories of Zara.
Use of Technology: the use of the latest technologies which are believed to manufacture better quality clothes without using harmful chemical substances is a factor which is very unique and source of success of the company (Homburg & et al, 2017). The company also uses different latest technology in their manufacturing and printing processes. The marketing strategies also implement latest technology by using the social media and online marketing and shopping facilities for the customers.
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The analysis of the end to end journey of the customers is important for understanding the efficacy and effectiveness of the business operations of Zara. The first stage of the customer journey is realizing the purpose of the products by the customer and then after going through different stages, the journey terminates with the after purchase satisfaction of the customers. When the customer’s end to end journey is smooth, the customer comes back all over again and again to make their purchases run the same brand. Therefore the loyalty of the customer towards the particular brand increases. The attachment of the customer with the company is high suggesting higher profits and sales of the company. A long lasting connection with the company is established with better purchasing experience of the consumers. The following stages are involved in the end to end journey of the customers of Zara.
Product awareness: this is the first stage of the end to the end journey of the customers of Zara. The consumers must be aware of the presence of the company in the market. The presence of the company can be secured to the new customers by proper marketing techniques like through endorsements, sponsorships of the fashion shows, celebrity endorsements, and effective presence of the company in the social media. This helps in development of better public awareness. The consumers can know the presence of Zara through their different marketing strategies and approaches and also grab a long term sustainable position in the global fashion market (Troll & et al, 2016).
Connectivity: the company is required to have trustworthy sources of channels in the entire market of operation. This will help them to gain better public attention through the strong network of channel. A strong bond or connection with the customers is developed by effective connectivity. The company can create the connection by means of personal interaction with the consumers like offering special discounts to the customers on their birthday or anniversary, connecting with the customers through e-mail offers and special discounts on the occasion of New Year or Christmas or national festivals in the different countries of operations. This helps in development of a strong and positive relationship with the customers. the customers like to have a special attention from the companies and therefore the customers will be obliged with such special treatments from the side of the brand. 
Desire: the urge or interest of buying the fashion retailing products of Zara is developed in the consumers once they get good feedbacks from the customers who have bought products from the company. Once an individual gets a glimpse of the stylish clothes and accessories of Zara, they cannot resist but to actually make the purchases (Yarimoglu, 2014). The attractive sales and discounts well also generate a positive interest in the consumers to be a part of the Zara family. Although before making the purchase they should be sure of the quality and brand and therefore they implement certain researches in the consumers, online sources etc top know the different products ranges and the affordability of the products. 
Purchase: the customer after having satisfying reviews ultimately buys the products from Zara. The products can be purchased from the retailing shopping malls or through the online shopping sites from which the customers can also avail attractive discounts on the purchases. Moreover different payment options are available at the retailing stores and online purchases like cash on delivery, online payment through debit or credit cards, etc. the overall purchases in the retailing stores are also accompanied by helping hands or assistant buyers in the stores.
Post purchase: the entire end to end customer journey is incomplete without the successful post purchase experience. This includes free exchange of the products if the customer is not satisfied with the size or color of the products or there is any defect in the clothes like defective stitching etc. any dissatisfaction of the customer is highly entertained by the Zara customer executives and hence the consumers end their buying journey with complete satisfaction (Wirtz & Lovelock, 2016).
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There are different factors in the business operations which are depicted by the GAP model. This model of gap analysis helps the business operating organizations to understand the possible differences betwe4en the predictable performance of the company and the practical result observed. There are different gaps which are discussed below:
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Figure: GAP model illustration
Gap 1: this gap in the business processes arise when there is significant different in the perception of the changes and expected results of the management of the organization and the overall perception of the change model and its desired results (Leong & et al, 2015). This means that the management of Zara will be inadequate to understand the real ways of implementing the changes in the management and business operations. The gap is between the services which the customers expect from the company and what they get because of the misconception of the company about the service expectations of the consumers.
Gap 2: the second gap arises when there is difference between the perception of the management about the changes of business operations and the designing of the plan to implement the changes in the business organization.
Gap 3: the third gap develops when there is gap in the planning and execution of the changes in the business operations. This is an important gap must be eliminated in order to get successful and effective results (Lee & Hoffman, 2015). The delivery of the customer services is inadequate to meet the expectations of the consumers.
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According to Weng & Huang (2018), the AIDA model stands on four different parameters like Attention, Interest, Desire and Action to depict the marketing strategies of the business organizations. Implementations of this model in Zara are as follows:
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Figure: AIDA model
Attention: the different products lines of Zara can get attention from the consumers by advertisements through articles, paid advertisements in the television channels and fashion shows. They can also take part in different webinars, fashion workshops and podcasts. Moreover they can also promote the different designer collections of Zara by means of advertisements ion the landing pages and fashion blogging websites. This would help the company to gain public attention properly.
Interest: the buying interest among the consumers can be developed through efficient presence in the social media. They can create impactful presence by creating web content in the videos in YouTube, creating advertising content in the Facebook, Instagram and twitter, etc. e-mails campaigns are also effective ways of generating public interest in the products and services of Zara. Distribution of the leaflets and pamphlets among the public to create their interest in the latest collections and product lines also increase the interest among the consumers to buy the products of Zara (Wijaya , 2015). 
Desire: effective desires of purchasing the products can be generated by showing the presence of the company in different digital platforms. Moreover when the consumers get good feedbacks and reviews of the variety of the clothing collections and trendiest accessories which are available at the stores of Zara, the desire of buying the products will be immense. Moreover the consumers will also be interested to buy Zara online through the attractive discounts and hassle free after purchase services. 
Actions: when the consumers get positive and impactful feedbacks from the other customers and fashion bloggers and influencers, the desire of the buying the products will ultimately end into making the purchases through online or offline mode. The consumers will research through different reliable sources and then make the purchases during the attractive sales (Hassan & et al, 2015). They can try out the products in their retailing stores and compare the different sizes and colors of the same product available to suit their taste of fashion. When the consumers are happy with their purchases, they become faithful towards the brand hence increasing the customer base positively.
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The analysis of the report depicts the history of the company Zara which is well renowned fashion clothing and accessories manufacturing and selling company. There are different brands which are associated with the company fro selling the men’s wear, women’s wear and kid’s wear along with different fashion accessories. The company operates in different countries with their online and offline mode of operations. The report aimed at depicting the 4 P’s marketing mix, the CSF and end to end customer journey, the GAP model and AIDA model for better illustration of the marketing processes.
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