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[bookmark: _Toc122699235]Introduction
Innovative ideas and strategies are essential for securing the survival of the company in the current competitive market. Gaining a competitive advantage is crucial for the company to enhance its business growth in the current market. Globalisation along with digitalisation also impacts the business environment in terms of applying some vital changes in the operational and strategic management of the business. Apart from this, customer satisfaction is one of the most vital components of business which in turn could play a significant role in sustaining the business in the current market (Hanaysha, 2017). Reaching the level of customer satisfaction is effective for improving the profitability of the business. This report is aimed to discuss the different challenges faced by one of the leading fashion brands Zara. On the other hand, the innovative market strategies of Zara in raising brand awareness have also been discussed in the report. Moreover, an evaluation of the customer journey through different communication channels has also been discussed in depth in this study. Apart from this, some potential recommendations have also been suggested for the company to enhance its business in terms of achieving a good customer satisfaction level.
[bookmark: _Toc122699236]A brief overview of the company
Zara is one of the leading global fashion brands. The origin of the company is basically Spanish and it was founded by Amancio Ortega in 1975 in Spain. The company entered the market of UK in the year 1998. The headquarter of the company is situated in the Soho area in London. The main products of the company are associated with men's wear, women's wear, kids' wear, perfume, gift cards, and others. There are almost 59 retail stores of the company in the United Kingdom (Statista, 2022). The maximum stores of the company are situated in Spain.  The current revenue of the company in the year 2021 is almost 19,586 billion euros (Statista, 2022). The global presence of the company is very high which is beneficial for the business growth of the company in the current market. 
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Figure 1: Net sales of Zara from 2013 to 2021
(Source: Statista, 2022)
[bookmark: _Toc122699237]Challenges faced by the organisation
There are some vital challenges faced by Zara during the period of the pandemic. The company closed almost 1200 stores during the pandemic era to boost its online marketing (Theguardian.com, 2020). It affected the workers of the stores. The chances of job cuts were created at that time which was not so much beneficial for the employees. The stores which were mainly situated in Asia and Europe have been closed in the pandemic period. Due to this closure of the physical stores, the purchasing behaviour of the customers was negatively influenced. Adopting digitalisation might play a difficult role for the customer at first regarding shopping through the new normal way. On the other hand, Zara faced some issues regarding copying their products by other companies. It has been found that the Darlington boutique brand made identical fashion products like Zara and Zara lodged legal steps for this activity (BBC.com, 2022). The brand reputation of the company was hampered in this way, which might have a cost loss in brand image for Zara. Alongside, the chances of misinterpretation of the brands to the customers and misleading information could have hampered the business growth of the company in the current market.  
On the other hand, the company also faced some serious issues during the period of the Covid 19 pandemic. The sustainability issues have been faced by the company. The spread of coronavirus and the shutdown of the stores affected the financial growth of the business of Zara. The company encountered huge financial losses at that time. The lack of sustainable retailing was one of the vital causes to face these challenges for the company. The risk management processes of the company were also very poor at that time which also hampered the business of the company during the pandemic crisis (Shabir and AlBishri, 2021). The company did not cope with the change in the consumers’ purchasing preferences at that time. Therefore, they encountered a big problem at that time. 
On the contrary, Zara faced issues with digitalisation at first. The sudden shift from traditional shopping methods to online shopping was quite difficult for customers at first (Qz.com, 2022). Therefore, the company faced huge issues to identify the purchasing behaviour of the customers after adopting digital transformation. This affected the level of customer satisfaction, especially the aged person. This alsoimpacted the overall business process of the company to a wide extent. The company entered late to e-commerce which could affect the business opportunities of the company in the market. Zara also faced some issues with language barriers during dealing with cross-border business (Internetretailing.net, 2017). Language barriers are barriers to the business, where they fail to understand the need and requirements of the customers and the stakeholders due to differences in language. Understanding the needs of the customers is essential for identifying the trends of the market. Identifying approaches to mitigate the language barriers will enable the company to improve its overall ability to satisfy the consumer requirements as well as increase its overall profit margins.   
[bookmark: _Toc122699238]Innovative market strategies for raising brand awareness
Innovative marketing strategies are essential for developing business opportunities in the market. The role of innovation is the key to success for different business organisations (Chenhall and Moers, 2015). Innovation is also very essential for the business to improve productivity within a lesser period of time. Improved productivity is essential for fulfilling the demands of the customers in the market. Fulfilling the demands of the customers is also very effective for reaching a better customer satisfaction level which is effective for the business organisations to enhance their business opportunities in the market. The enhanced customer base would be effective for increasing the profitability of the business organisation in the market. The market strategies of Zara are associated with exclusivity, differentiation and affordability. The company mainly focuses on adjusting the price by comparing the products with other competitors. The main plus point of the company is associated with making the products according to the trends in the market. The fast-fashion products are exclusive that allows the company to attract more customers to the business.
Definition of communication
Communication is the process by which different information is exchanged among the individuals in terms of using signs and behaviours. Communication is essential in business because the important messages, brand awareness, customer service and strategies of the company are conveyed to the customers and other stakeholders in terms of using strong communication. Communication is the backbone of the business and the communication strategies of Zara are effective for developing the business in the market. 
Communication model
Hoveland’s Persuasion Model is very important business communication model. According to this model the message is conveyed to receiver which might be the customers or other stakeholders. The receiver analyses the message and send feedbacks to the sender (Bizcommunicationcoach, 2022). This interactive communication model is essential for the business development of Zara. The feedback of the customers is necessary to understand the drawbacks of products and services. This model is very simple and effective which could also contribute to enhance the business opportunities in the market. This model is like Aristotle’s Persuasion Model but this model is different because the response is not included in the Aristotle’s model.  
[image: Hovelands Persuasion Model]
Figure 2: Hoveland’s Persuasion Model
(Source: Bizcommunicationcoach, 2022)
Definition of Integrated Marketing Communications
Integrated marketing communication is associated with a planning process that all brand contacts
received by customers and the prospect of the products will also be recognised over a period of time. This marketing communication is essential for offering a smooth customer-focused experience which is essential for building good relationships with the customers (Chitty et al., 2017). This type of marketing communication is highly effective for enhancing public relations. Different social media platforms along with advertising are essential for improving the marketing communication among the customers by engaging more customers to business. 
New promotional strategies Zara can use to raise awareness of the brand
The new promotional strategies Zara can use to increase its awareness have been discussed as follows:
· The company can use influencer marketing which will be effective for engaging more customers. The increased customer base will be effective for the company to enhance its profitability in the market. The attractive audio-visual contents can be used for promoting the product of the company which will also effective for attracting more customers to business. 
· The company can also use ambassadors for promoting its products. The brand ambassadors will be effective for changing perceptions of the customer which will be effective for the company to gain a competitive advantage. This will also be effective for the company to increase public awareness in the market. 
· The company can also use mobile marketing to reach more customers in the market.
Definition of branding and brand equity
Branding is associated with a planning to create distinct identity for a business in the mind of the target customers. Branding is effective for building relationships with the target audience which further in turn will play a significant role in making loyal customers to the brands (Jain and Yadav, 2017). Branding is vital for enhancing loyal customer base in terms of advertising of the products. The customer satisfaction level is achieved by using quality products and employee satisfaction level becomes also high by using proper branding for the business.
On the other hand, brand equity is associated with building relationships between the perceived costs and perceived benefits which people relate to a particular product. Strong brand equity is essential for earning the trust of the loyal customers (Sürücü et al., 2019). Emotional connections are built between the customers and the company which is essential for enhancing the opportunities in the market. Better negotiating power is also influenced in terms of using strong brand equity which will be effective for the growth and development of the business in terms of earning high profit. Consumer perception is the key element of brand equity. 
Keller’s Brand Equity model 
This model states that strong brand equity is essential for improving the brand image to the customers. Different promotional strategies are also essential for creating brand image which in turn plays an effective role in identifying loyal and potential customers. There are four levels of Keller’s pyramid which are associated with identity, meaning, response and relationship (Medium.com, 2019). Brand identity is the key feature to develop perceptions among the customers to attach to the brands. The performance of the products and services is essential for gaining customer attraction. Therefore, the meaning of the branding strategies is essential to improve the performance. Judgement and feelings of the customers is required to be assessed which in turn plays a significant role in enhancing the brand equity of the products. The perception of the customers is enhanced in terms of getting quality service from the companies. Building good relationships with the customers in terms of providing them good services is essential for enhancing the brand equity. Henceforth, maintaining good relationships with the customers is essential for getting loyal and fixed customers which in turn plays a pivotal role in enhancing the business opportunities of the company in the current competitive market. 
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Figure 3: Keller’s pyramid
(Source: Medium.com, 2019)
Advantages and limitations of the model 
Keller’s model is mainly used for building a strong identity of the brand. The feelings of the customers are mainly identified in terms of using this model. Therefore, it would be very easy for the company to understand the needs and complaints of the customers regarding the products and services. This model is also very effective for achieving a long-term growth for the company. There is a major limitation of this model which is associated with failing to consider the equity of manufacturers' brand names in contrast to individual product brands. The brand slogans are not very efficient to attract the attention of the customers which in turn negatively affect the brand equity. 
The customer journey and customer touch points for your organisation
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Figure 4: Customer journey map for Zara
(Source: Created by the learner)
Critical analysis of Zara’s customer journey map 
Zara is one of the largest fast fashion companies all over the world. Customers are attracted with the products and services of the company. The customers can choose their preferred products from the online website of the company. They can also gather some knowledge about the new launch of the products on different social media platforms. In the high time, customers can face some difficulties during using the mobile application or the website of the company due to heavy traffic at the time of sale. Therefore, the company should improve its server which in turn will be effective for providing good customer experience that will also lead to improve the brand image of the company in the market. 
The Total Engagement Model 
The total engagement model is associated with aligning the key elements of brand advertising, customers’ value proposition, experience of the customers and culture (Roberts and Alpert, 2010). This model will be effective for Zara to understand the needs of the customers and supply products according to those needs. On the other hand, the company can also make products on the basis of the particular culture in a particular region which will also be effective for gaining good customer satisfaction. The value of the customers could be protected in terms of using this model. 
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Figure 5: The Total Engagement Model
(Source: Roberts and Alpert, 2010)
Recommendations based on proposed new touch points
The company can focus on the touch points and some potential recommendations have been suggested to improve the touch points which have been discussed as follows:
· The company can develop its server to avoid crashes in the peak season of selling products. The customer journey will be smooth and the perception of the customers will also be enhanced which will be essential for the company to enhance its brand image.
· Zara can also use attractive advertisements on the different reputed magazines which will also be effective for the customers to know more about the products of the company especially the newly launched products.
· Some social media campaigns about launching new products in the market will also be effective for attracting customers to the products of the company and the brand equity of the company will also be imporved.
[bookmark: _Toc122699239]Evaluation of the customer journey through various communication channels
A customer journey can be considered as an entire experience that a customer has while communicating with a brand. It describes both direct and indirect interactions such as hearing about a brand from any marketing communication channels such as traditional advertisements. Along with that, it could also be word of mouth, which is definitely a form of indirect customer interaction with brands. Additionally, it needs to be mentioned that contacting a customer service team is also a form of the customer journey, which takes place directly. Basically, Wibowo et al. (2020), stated that the customer journey is nothing but a path of the interactions as an individual tends to have with a brand and its products or services. In the case of Zara, it has been observed that the brand has been facing issues with customer relationship management. Zara should focus on developing a strong customer service team that looks after the customer queries and needs in the pre-purchase and post-purchase stages of their buying journey. 
Based on the above discussion, it has been observed that due to the Covid-19 pandemic, Zara had to take a drastic decision regarding store closure in Europe and Asia. Almost 1200 stores had been closed in these two locations due to the poor performance as a result of the Covid-19 pandemic (The Guardian, 2020). Further, it had focused on online marketing since it was the safest option. However, it has been observed that during the concerned period the brand has also faced issues in identifying customers' demands and requirements. Therefore, the role of communication channels is to maintain a perfect path for continuing the communication process with customers. The company can plan on identifying ways to connect and engage with the customers using the various digital marketing platforms. That way, Zara will be capable to possess a deeper impact on its customer base. 
In this case, it can be mentioned that as Zara has started its online business after the hit of the Covid-19 pandemic, it needs to focus on social media marketing more. Although the brand has been identified to use social media channels to promote their products and offerings including enhancing its brand awareness, the company is required to start engaging with the customers in forms of comments, QnA sessions, lives and so on. However, it is also important to continue the promotion of the business through traditional methods of marketing communication such as television ads considering the number of people that still do not use social media networks. Othman et al. (2020), stated that traditional marketing and communication method widely helps to enhance customer loyalty and satisfaction since it is the only way to direct interactions with consumers.Zara would also be able to interact with customers effectively directly through which customer journey can be maintained in a certain way. 
Based on the same, a value proposition canvas can be developed for Zara through which customer relationship management can be improved. Belleflamme and Neysen (2021), stated that value proposition canvas formulation helps a brand to convince users to join the platform brings. In the case of digital platforms, the implementation of a value proposition canvas model, through which the customer journey process can be developed and improved by Zara. With the help of digital communication channels such as email and others, apart from social media platforms, Zara would be able to improve the interaction process with consumers. 
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Figure 6: Value Proposition Canvas
(Created by learner)
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Some potential recommendations could be effective for the company to enhance its business in the market which have been explained as follows:
· The company could organise social media campaigns which would be effective for enhancing customer engagement in the business of the company. Social media campaigns would also be effective for spreading awareness of the products to the customers. The sustainability campaigns could also be arranged on digital platforms which could be effective for engaging more customers by developing a sustainable business. 
· Zara should also focus on developing a strong purchase experience for the buyers in the online medium by integrating latest technologies. It is noticed that a positive customer experience has beneficial impact on customer satisfaction rate. 
· The company can also enhance the number of physical stores which will be effective for old people for shopping. This will be essential for the customers to shop in a traditional method which is also essential for reaching a good customer satisfaction level.
· Zara can recruit local staffs in different stores in different countries. It will be effective for the company to overcome the language barrier in different countries to deal with the customers. The increased communication will be essential for the company to build good relationships with the customers which will be essential for mitigating the problems of the customers. This will be effective in enhancing the customer satisfaction level which will be effective for boosting the business growth of the company. 
[bookmark: _Toc122699241]Conclusion
The effectiveness of customer satisfaction in the business has been discussed in the above report in terms of Zara. The challenges faced by the company have also been analysed and discussed in depth in this report. It has been found that the company faced a lot of issues regarding language barriers, sustainability, closure of physical stores and others. The key strategies for enhancing brand awareness of the company have been discussed in terms of using the STP model and the 4Ps of the marketing mix model. The role of products, pricing, distribution and physical presence of the company has been deeply discussed in the study. The role of the strategies in engaging more customers has been explained in this report. It has also been found that the role of strong social media presence of the company is also responsible for engaging more customers in the business. The various channels of customer communication have been discussed in the report which is effective for the company to gain a good customer satisfaction level. Moreover, some potential recommendations have been suggested for the company to enhance its business in the market in terms of gaining customer satisfaction levels in terms of adopting some relevant strategies.  
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