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The researcher has implemented secondary data sources in carrying out the research linked to the influence of digital marketing on brand recognition and consumer behaviour is significant purchase decision making ZARA has gained an effective place in the market that reveals a sense of security and reliability in customer values while enabling them to make purchases following the required standards. The reduction of cost factors is crucial in meeting the profitably factors of the organisation within the retail sectors. The marketing process is streamlined effectively that helps in generation of sales by the business in the competitive landscape. The customer values is highly linked to brand in the market that identifies the long term relationship development. Through strict monitoring within the operating market, the values of the customers are revealed through brand recognition.
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[bookmark: _Toc165046882]Chapter 1: Introduction
[bookmark: _Toc165046883]1.1 Introduction
Customers has highlighted the need for extensive awareness on value and effectiveness of the product before making the purchase (Alamsyah et al., 2021). In such case, the views of the organisation if focused on development of brand to reach the customer views in the most reliable manner. The scope of market rivalry and its implications of brand awareness plays a crucial role (Dumitriu et al., 2019). The brands have highlighted the need for operations in various parameters that supports new customer attraction and retention of existing customers. The perception of the customers in relation to quality and price is linked to the brand values (Makrides, Vrontis and Christofi, 2020). Most of the organisation has highlighted the need for development of brand building in enhancing the product quality and sales in the operating market. The attraction of customer views is considered as the key factor in development of revenue factors for the organisation. The primary aspect of brand in aimed at generation of emotional connection with the customers.
[bookmark: _Toc165046884]1.2 Research Aims and Objectives
This specific study attempts to assess consumer values and purchase decisions through branding. The subject includes several branding-related ideas that raise consumer awareness of values. In order to demonstrate the influence of digital marketing on brand recognition and client purchasing decision-making, the researcher considered ZARA for the case study. The application of different theories helps in identification of the relationship between the customer purchase process and branding.
The evaluation of research aims is crucial in framing the research objectives for the study which helps in further integration of the research topic. Through seeking support from the research objectives, the sub-division of the research topic can be considered for better analysis of the study. It supports the views of the researcher in categorisation of broad research areas into smaller factors. The list of objectives for the  achievement of aims and objectives has been considered below:
· To understand the effectiveness of digital market activities and Brand awareness.
· To understand the role of Brand awareness and customer decision making decision. 
[bookmark: _Toc165046885]1.3 Research Questions
Null Hypothesis: Digital marketing activities do not contribute tothe effectiveness of customer decision-making.
Hypothesis 1: Digital marketing for ZARA is crucial for customer purchase decisions 
The research questions are considered to be relevant in the evaluation of the research problems in a detailed manner along with finding the core solutions. The list of research questions for the study is considered while aligning hypotheses developed. The views of the research in meeting the key areas of the research play a crucial role.
· Positive correlation between digital marketing and brand awareness
· Positive correlation between brand awareness and purchasing intention
The above-mentioned research questions are crucial for the development of better insights for the research topic along with gaining relevant information to data and information. 
[bookmark: _Toc165046886]1.4 Research Background
Branding is an effective strategy considered in the research study for catering to the customer’s values (Krishnaprabha and Tarunika, 2020). Branding is considered a crucial strategy by the organization in the development of communication factors. The application of branding plays a crucial role in the development of trust and relationships. In such cases, the level of customer loyalty is identified. Brand building has been highlighted in the modern business market (Olson et al., 2021). The process is crucial for the development of precipitation levels in the competitive landscape. The implication of branding is crucial in gaining dominance in the market (Kumar and Singh, 2020). 
The evaluation of brand management is crucial in the views of the organization for the derivation of a huge customer base (Dumitriu et al., 2019). The competitive market has highlighted the views of the organization in the creation of brand awareness for gaining a competitive edge in the operating market. The concept of brand awareness is crucial in the derivation of adequate data and information related to the business in the competitive market (Kumar and Singh, 2020). In such cases, the application of emotional connection plays a crucial role. The fashion industry in the UK market is highly competitive which highlights the presence of strict competition in the market. As per Dumitriu et al. (2019),customer retention through the creation of brand awareness is crucial for the generation of long-term values. 
[bookmark: _Toc165046887]1.5 Research Rationale
The reason for the selection of the topic is backed by the changing tastes and preferences of the customers. In such cases, the values of the customers before making the purchase process play a crucial role. As per Sundaram, Sharma, and Shakya (2020), the aspects of customers in the UK have highlighted a rapid shift towards branded products rather than traditional products. The brand name is crucial in developing the customer values that influence their mind before making the purchase process (Silvia, 2019). The focus on customer values enables the brand to gain an effective value in the market. In such cases, most of the customers prefer branded products despite higher prices as compared to local products (Sundaram, Sharma, and Shakya, 2020). The brand values are identified through their quality and effectiveness which enables them to select the price, the customers are willing to pay in the market. 
The brand helps in the creation of security in customer values. On the other hand, the development of technological sources is huge in the UK. The study is crucial in highlighting the use of digital marketing activities in contributing towards the long-term values of the customers in the competitive landscape. The use of technological resources is considered to be crucial for the development of brand values in the modern market (Cheung, Pires, and Rosenberger III, 2019). The customers have the idea of branded products and their effectiveness in the development of values. In such cases, the application of technological sources and digital marketing strategies is crucial in highlighting the customer needs by the brands. The research study is crucial in the identification of close relationships between brand awareness and customer purchase decisions. 
[bookmark: _Toc165046888]1.6 Purpose of the Study
The purpose of the topic is to highlight the values of digital marketing strategies for the creation of brand awareness. The study helps in the identification of the key factors that help digital marketing to sustain over traditional marketing concepts. The focus of the organization is catered towards the development of brand image through the use of technological factors (Sundaram, Sharma, and Shakya, 2020). The research is crucial to support the customer’s decision-making process within the fashion market. The role of branding has played a crucial role in supporting customer values to make the right choice in the competitive scenario (Cheung, Pires and Rosenberger III, 2019). The research has supported the views of the business through identification of digital marketing strategies. The values of ZARA has been considered to focus in developing the role of branding in aligning to the customer needs. The evaluation of the relationship is crucial between branding of ZARA’s product and customer values identified at a better rate. 
[bookmark: _Toc165046889]1.7 Structure of the Dissertation
The researcher has highlighted short divisions where topic is highlighted in a detailed manner. The six chapters considered for the research topic has been evaluated below: 
Chapter 1: Introduction: The details of the chosen topic has been considered in the chapter through development of research aims, objectives and questions.
Chapter 2: Literature Review: The application of various theories and concepts is crucial for developing the study in standard factors. The critical perspective of the stud is crucial. 
Chapter 3: Research Methodology: The chapter highlights the method initiated by the researcher for data collection.
Chapter 4: Research Findings: The chapter highlights the findings generated by the researcher through collected data.
Chapter 5: Discussions: Based on the findings, the researcher has tried to analyse the same through various theories and concepts. 
Chapter 6: Conclusion and Recommendations: The chapter supports the views of the researcher in linking the objectives to the main findings. It helps in generation of recommendations supporting the organisation values further.
[bookmark: _Toc165046890]1.8 Summary
The concept of branding in views of the organisation is crucial in integration of values for the customers. The needs have been identified in relation to the customer values through the application of digital marketing strategies. As highlighted in the particular chapter, the role of digital marketing and branding is crucial in customer values for the products in the competitive landscape. A lot of alternatives has been available for the customers but the impact of branding supports the selection of right choice.  The researcher has highlighted the need for development of research aim, objectives and research questions. The next chapter is literature review that analysis the application of various theories and concepts. The themes identified in the chapter will help in evaluation of the concepts further for developing the knowledge of researcher. 


[bookmark: _Toc165046891]Chapter 2: Literature Review
[bookmark: _Toc165046892]2.1 Introduction
The society analyses the values of individual in various factors within the society highlighting standards. As per the analysis of Firdaus et al. (2020, June) the possession of branded products by the customer reveals the standards and values of the customers when compared to others within the society. The implication of digital technologies has helped in improving the customer values in the market. Branding si considered as a crucial factor in views of the organisation that reveals a certain acceptance level in customer views. As highlighted in the retail market, the application of pricing strategy is crucial quality and cost based factors. The factors of branding through digital technologies reveal the maximum satisfaction considered in views of the customers. As per the analysis of Wijaksono and Ali (2019) the implication of the digital marketing strategies is considered for development of long-term relations. Branding helps in creation of reliability for attraction of loyal customers.
The particular chapter is focused on development of academic knowledge related to the research topic. The academic knowledge provides opportunity to the researcher in derivation of existing knowledge about the research topic. The implication of the theories, concepts and models related to the research topic has highlighted the key literature sources. In the later stages, it is utilised for better evaluation of the data collected for the topic. 
[bookmark: _Toc165046893]2.1.1 Definitions
What is digital marketing? Digital marketing is the part of marketing that promotes goods and services through the use of the internet and web-based digital technology, including smartphones, desktop computers, and other digital media platforms like Facebook, Twitter, and Instagram. 
How does the customer make decisions? The decision-making process of a customer is how they learn about a product and determine what they need by weighing a variety of criteria, including need, research, evaluation, buy decision, and post-purchase assessment.

Digital Marketing: Digital marketing refers to all marketing operations that use an electronic device or the internet. Businesses use digital platforms including search engines, social media, email, and other websites to communicate with present and prospective consumers (Bala and Verma, 2018).
Brand Awareness: Brand awareness is the degree to which customers are familiar with the characteristics or image of a specific brand of goods or services. It is an important factor to consider when developing strategies, managing advertising, and analysing customer behaviour (Foroudi, 2019).
Customer Purchasing Intention: Customer purchasing intention refers to a consumer's tendency or propensity to purchase a product or service. It shows a decision-making process that takes into account a variety of elements, including consumer need, desire, and perceived value(Sharma and Klein, 2020).
[bookmark: _Toc165046894]2.2 Concept of Brand
Brand awareness and customer purchase intention are two closely related concepts in marketing, with each playing an important role in influencing consumer behaviour and ultimately driving sales.
Brand Awareness
Brand awareness refers to how well customers recognise and understand a brand and its products or services. This familiarity can come from a variety of marketing initiatives, advertising campaigns, or even word-of-mouth, and it is critical for firms to create and maintain great brand awareness in order to differentiate themselves in a crowded market(Foroudi, 2019). High brand awareness indicates that the brand is clearly recognisable and comes to mind immediately when a consumer considers a specific product category.
Customer Purchasing Intention
Customer purchasing intention refers to a person's intentional decision to make an effort to purchase a particular product or service. Personal preference, perceived value, brand trust, and brand awareness are all elements that influence this purpose(Maurya et al., 2023). Understanding purchasing intents assists marketers in predicting how likely consumers are to complete a purchase, allowing them to modify their methods to convert intention into actual sales.
Interconnection: Brand awareness has a substantial impact on client purchasing intentions. A consumer is more inclined to consider purchasing from a brand that they recognise and associate well with. High brand awareness not only increases the possibility of a brand being included in the consumer's first consideration set, but it also has a beneficial impact on their purchasing choice by lowering perceived risk and increasing trust. As a result, businesses engage in brand awareness to influence purchase decisions and generate sales(Martins et al., 2019).In essence, brand awareness serves as a basic component in the marketing funnel, generating a pool of potential buyers who are aware of and favourable towards the brand. This awareness, when effectively exploited through focused marketing efforts and high-quality product offerings, can considerably increase customer purchasing intentions, resulting in improved conversion rates and customer loyalty.
Brand has the ability in identification of potential factors generated by the product when compared to the alternatives and substitutes in the market (Oh et al., 2020). Brand is a tool of marketing that helps in generation of communication and interaction with the target customers. The branded products bears the ability in creation of distinguished aspects related to the organisations in the market. The application of the tools considered for development of brand is logo or graphical illustrations. As per Hermanda, Sumarwan and Tinaprillia (2019) the brand factors of the organisations helps in valuation of organisation’s performance and creation of public awareness within the existing market. Brand awareness plays a crucial role for developing customer perception and aiding support towards the customer’s purchasingdecision.
[bookmark: _Toc165046895]2.3 Concept of Digital Marketing activities

Activities related to digital marketing emphasise a variety of online tactics needed for product or service promotion. It is essential for drawing prospective clients' attention to the business process. In order to link the viewpoints of target consumers in the market, the strategies examine digital platforms. According to Jiménez-Castillo and Sánchez-Fernández's (2019) investigation, digital marketing methods are a valuable instrument for building brand awareness. The implementation of digital marketing tactics is deemed a dependable means of achieving business objectives. 
As stated by authors such as Talos-Sanchez, Saura, and Correia (2019), in the digital marketing, the demands and preferences of the client are connected to the marketing automation process. Since it identifies the most important consumer needs in the operational market, the assessment of customer needs related to the business is essential. Palos-Sanchez, Saura, and correia (2019). Highlights the process supports the views of the organisation in reaching the potential customers through application of technological and digital sources. The concept of digital, marketing cover various factor such as engagement metrics and return on investment generated by the business. 
[bookmark: _Toc165046896]2.3.1 Social Media Marketing
As argued by Sayyad et al. (2020) the digital marketing strategies has highlighted the growth of social media marketing in critical aspects in the market. It is considered as one of the cost effective marketing strategies that helps in reaching the higher customer values in the market. Through implication of quality based and engaging content, the views of the business is highlighted towards attraction of huge customer base in the competitive market (Firdaus et al., 2020, June). The social media marketing highlights the implication of algorithms that recommends the customers about the preferred products that suits them the best. As per Veleva and Tsvetanova (2020, September) the values of the brand in linking the customer values plays an important role. Most of the successful brands in the global market has highlighted the need for social media marketing in reaching the views of the potential customers in the market. 
[bookmark: _Toc165046897]2.4 Customer Purchasing Decision
As stated by Saura (2021) customers has highlighted their journey through various stages in making the purchase process that helps in making the right choice. The customer’s purchase process supports the views pf the organisation in identification of the basic criteria that needs to be focused in generation of higher acceptance rates in views of the target customers. The purchase of the customers might lead to various complexities where the decision making process of the customers in linked to the actual values identified in the system. In the initial stage, the issues of the problems is considered while highlighting the needs. In the next stage, the business search for the information that might be effective in meeting the needs. The buyers has highlighted the need for evaluation of the alternatives that seeks to meet the customer perceptions in the market.
The purchase decision of the customer is backed by the alternatives identified in the market. The values of the customers is linked to derivation of better customer satisfaction in the market. The final phase of the customers highlights the post purchase decision. Based on the views of Munir, Kadir and Umar (2023) it is considered to be crucial in derivation of better satisfaction rate through after sales service, development of effective campaigns in customer views. In such case, the views of the customers is identified through increased loyalty in the market. The customer values in such case is linked to the brand through effectiveness in the decisions making process. The satisfaction level of the customers through the brand restricts their shift within the system. 
[bookmark: _Toc165046898]2.5 Effectiveness of Digital Marketing activities
The efficacy of digital marketing endeavours is determined by means of diverse metrics that are grounded in the goals and objectives established by the respective businesses. The organization's effective investment in satisfying customer values is demonstrated by the implications of digital marketing initiatives. According to Wang (2020), a company's ability to improve customer services depends on its commitment to the community and its development of research and study. It directly affects the organization's efforts to create its brand. In this situation, the organization's viewpoints allow them to stand out from competitors in the market. According to Juliana et al. (2022), the creation of competitiveness is facilitated by the implementation of digital marketing operations.

[bookmark: _Toc165046899]2.5.1 Brand Recognition
Based on the views of Liu (2022) brand recognition is considered as the level of awareness considered by the organisation in reaching the values of the target audiences in the market. The creation of strong presence in views of the customers helps in integration of long term relations with the targeted customers. The consistency of the organisations to generate high quality services in views of the customers plays a crucial role (Firdaus et al., 2020, June). The generation of positive experience in views of the customers helps in creation of brand recognition in the operating market. Customer loyalty highlights the programs that repeat the business values. As per Wijaksono and Ali (2019) the loyal customers in the competitive market are more likely to stay in close values of the organisation. On the other hand, increased recognition plays a crucial role in generation of increased values related to the customers in the market. As per the analysis of Sudhana et al. (2023) the development of brand visibility helps in creation of brand recognition in views of the customers in the market. 
[bookmark: _Toc165046900]2.5.2 Customer Awareness
Customer awareness is crucial for highlighting the growth factors of the business in the long run (Choi, Kyung and Hwang, 2020). It highlights the rare at which the customer is able to develop effective relations with the brands in the market. The social media presence has highlighted the strategies in creation of customer awareness in the competitive market. The focus in highlighted towards development of partnerships and collaborations within the business scenario. It helps in development of brand visibility and helps in creation of customer awareness in the long run. Most of the organisation in the global market has highlighted the need for creation of extensive customer awareness for business development in the long run. As per the analysis of Utomo and Saragih (2023) the implication of analytical tools is crucial in creation of awareness. The metrics related to the customer values is backed by data driven process. The analysis of customer awareness is the key metric linked to the business value in contributing towards the financial factors in the long run (Firdaus et al., 2020).The responsiveness of the external forces in relation to the customer needs helps in development of customer awareness. The focus of the organisation through the use of digital technology is catered in improving the customer values. As per Garcia (2021) the integration of digital technologies has helped in gaining values of the organisations in creation of customer awareness within the market. Through customer reviews, the values of the organisation is backed by focusing on the key areas for development of customer awareness.  
[bookmark: _Toc165046901]2.6 Role of Digital Marketing for Customer’s Purchase Process
As highlighted above, the values of the customers in the market can be highlighted at various stages. Each stage is crucial in contributing towards the customer needs in making the right choice. Various organisations in the global market such as Nike and Adidas has highlighted the need for creation of customer values in meeting the attraction of potential customers. Once attracted, the values of the business is considered towards development in the long run. The growth of technologies in the market has highlighted the views of the business in creation of extensive customer satisfaction (Juliana et al., 2022). The implication of societal concept analyses the values of the business in development of customer values in the operating markets (Pina and Dias, 2021). It helps in generation of brand values while catering to the market needs. The business cannot consider the views of the customers in the market in individual aspects. In such case, the application of digital marketing strategies is considered for derivation of unique values in customer’s mind (Firdaus et al., 2020, June). The retail prices is considered as effective factors that supports the customer values in the competitive market. 
[bookmark: _Toc165046902]2.6.1 The Growth of e-commerce platforms
The growth of technological sources in the market has supported the creation of customer values through flexibility. Based on the views of Chahal, Wirtz and Verma (2020) the customer’s purchase process can be considered in offline or online factors. The ability of the brands to meet the customer values in through derivation of seamless experience within the market plays an important role (Juliana et al., 2022). Through the e-commerce platforms, the focus of the business is backed by development of value chain. The views of the business identifies the required products that helps in creation of values for the customers. In such case, the development of the brand is considered through e-commerce platforms. As per the views of Đorđević and Miladinović (2022) the growth of online sales reveals the flexibility generated in views of the customers in the market. In such case, the aspects of positioning and quality is crucial. The factors of communication generated through online market is considered on the higher side for customer effectiveness. 
The extension of brand values in relation to the customers is crucial in derivation of the key attributes that supports their development in the long run. The development of customer values through the e-commerce platforms is considered in the competitive market. The strategies of the firms in the retail sector is backed by investing in technological resources in the operating market. .The emotional attraction of the customer towards the brand in catering to the customer needs plays a crucial role. The firms are able to engage in various factors that encourages their values in the management system. The outlook of the business throughdigital marketing strategies is able to develop positive perceived values in relation to the customers. 
[bookmark: _Toc165046903]2.6.2 Brand Building and customer relationship management
The brand building by the organisation is considered as a long term perspective that helps in creation of values in customer views. The views of the brand is backed by differentiation in the market that helps in creation of marketing mix. The marketing mix are relevant to the business that helps in creation of customer values in the competitive landscape. The quality and cost effectiveness is crucial in creation of brand in the market. The factors of brand building is backed by digital marketing strategies in the modern market that supports the decisions making process of the customers. The values of the brand with extensive building capacity in the market has the ability to attract higher customer base towards the business. 
The development of brand building has a direct impact towards the customer values in the long run. The development of brand equity links to the customer values in a positive manner. In such case, the theory of customer relationship management or CRM is highlighted. The development of positive values by the brand ensures that customers are retained in the long run (Juliana et al., 2022). The decision making process of the customers is backed by improved efficiency in relation to the business activities. The business has highlighted the ability in brand building to derive the perceived values of the customers in the market. In such case, the views of the competition brand are considered. The development of customer relations with the brand is backed by creation or services provided in the market. 
The technology driven organisational culture bears the ability in aligning to the standards of the customers (Utomo and Saragih, 2023). The development of various digital marketing strategies in the modern market has helped in development of huge customer base backed by positive relations. Emotional brand building for the customer helps in creation of extensive customer values. Customer loyalty is considered as the key factor that helps in continuous flow of income for the brand in the competitive market (Choi, Kyung and Hwang, 2020). On the other hand, the development of financial stability enables the organisation to focus on development of brand for better customer engagement rate. The application of cycling theory is considered that contribute towards the creation of positive values in the market. 
Based on the views of Sudhana et al. (2023) innovation is the key success to brand building in the competitive landscape. The factors of innovation is crucial in contributing towards the problem solving factors. The purchase decisions of the customers is linked to the brand that aims at education of the issues faced by the customers. In such case, the reliability of the customers in considered on the higher side that supports their decisions making in a reliable manner. The impact of digital marketing has highlighted the importance of technological and emotional factors (Sudhana et al., 2023). The marketing strategies has highlights the effectiveness in catering to the customer’s decision making through the data generated. The values of the business in adaptation of digital model has highlighted their ability and potential factors to sustain within the competitive landscape. 
[bookmark: _Toc165046904]2.7 Digital marketing performance in the competitive landscape
The business operations and marketing strategies needs to access the key activities developed by the competitors that has led to growth of competition in the market (Sudhana et al., 2023). The ability of the organisation to develop the marketing strategies is directly based on financial resources of the organisation. On the other hand, application of digital leadership has enabled the brand to adapt the digital model for development of operations and meeting the customer’s values. However, rapid shifts in customer preferences has been identified that might lead them to switch to other brands. In such case, the development of emotional values is crucial for the business backed by customer relationship theory and factors of digitalisation. 
[bookmark: _Toc165046905]2.7.1 Reach of the target audience
The digital marketing strategies of the organisation is backed by self-effectiveness of the organisation (Mostafa and Kasamani, 2021). The investment is carried out in the crucial areas that links to the customer values in the operating market. The effectiveness of the business needs to focus in the potential customers of the business. The application of the digital marketing activities plays a crucial role through conducting in-depth analysis (Garcia, 2021). Through catering to the needs of the customers in the market, the business values highlight the importance of social media strategies (Pina and Dias, 2021). Through gaining access to the target audiences in the market, through implication of digital marketing strategies the business develops strict monitoring for evaluation of their purchase decisions. In such case, the customer attraction is considered through development of online reputation. 
The regular assessment of the organisation plays a crucial role in delivering the required values of the target audiences in the operating market (Garcia, 2021). The factors of adaptability by the organisations through application of digital marketing strategies is crucial in aligning to the trends identified for customer effectiveness. Based on the views of Pina and Dias (2021) the changes in views of the customers is rapid that highlights the application of strict monitoring and control policies for development of customer base. Customer experience optimisation through development of positive values using digital market strategies plays a crucial role (Sudhana et al., 2023). In such case, the engagement of the customers in post-purchase factors helps in contributing towards the competitiveness of the organisations. 
[bookmark: _Toc165046906]2.7 Conceptual Framework
The conceptual framework developed for the study helps in derivation of the key theories and concepts applied to the research study for better evaluation and analysis of the topic.Branding plays a crucial role in contributing towards the decision making process of the customers through implication of digital marketing strategies. In the modern market, the application of digital approaches within the business highlights reliability in catering to the customer needs. As highlighted in the diagram, branding and digital marketing strategies is considered as a useful tool that helps in attracting the customers of the organisation. 
The concept of quality and price effectiveness plays a crucial role in the initial stage. However, in most of the cases, the values of the customers is emotionally attracted towards the brand that overlooks the price factors. In such case, the customer is ready to pay higher prices. The quality preferred customers in the market helps in development of the business organisation while developing their reliability in creation of brand values and image. Through development of the conceptual framework, the researcher has highlighted effective ways in identification of relations between training and decisions making process of the customers. The evaluation of the specific areas needs to be considered in more detail by the researcher further in the study. 
[bookmark: _Toc165046907]2.8 Literature Gap
While the literature gives in-depth insights into the functions of digital marketing and brand recognition in influencing consumer purchase decisions, it falls short of investigating the specific impact of creative digital marketing methods in specialist areas such as the UK fashion industry. Furthermore, there is a noteworthy lack of comparison studies examining the efficacy of these methods in various cultural contexts and consumer demographics. This mistake highlights a major gap in knowing how to customise digital marketing approaches to fit the shifting preferences of a varied consumer base, particularly in highly competitive and fast changing industries. Furthermore, the literature study emphasises the importance of conducting a more in-depth investigation into the relationship between digital marketing activities and consumer loyalty, particularly in light of the growing popularity of online shopping platforms. Addressing these gaps would not only enrich scholarly discussions on digital marketing, but will also provide vital insights for practitioners looking to improve their digital marketing strategies.
The study did not highlight the implication of innovative strategies through digital marketing factors within the UK fashion. The existing views of the researcher has highlighted the ability of innovations in catering to the customer needs. On the other hand, comparative analysis has not been carried in the study. The development of the UK fashion industry has highlighted the rapid changes in customer views. The study did not focus on the UK fashion rather it was carried in general. The implication of digital marketing activities was considered by the organisation towards customer attraction. The detailed overviews of the customer purchase process through implication of digital factors has not been considered. The UK fashion is highly competitive in nature. In such case, the values of ZARA in the UK has been considered for further evaluation. The digital marketing activities is considered as the key factor that analyses the values of the customers to the fashion brands in the UK. As highlighted through the study, the switching cost and changes in customer preferences in high in the UK. 
[bookmark: _Toc165046908]2.9 Summary
The significance of digital marketing initiatives in raising brand recognition has been emphasised throughout the chapter. In a competitive market, brand recognition plays a critical role in determining customers' purchasing decisions.The values of the business plays a crucial role that supports the customers in making the right choice. The application of the key theories and concepts related to implication of digital marketing activities and customer awareness has been considered that reveals the success factors of the business in the long run. Based on analysis of the literature review, the researcher has developed the conceptual framework that highlights further progress of the study in catering to the customer needs and generation of competitiveness in the global market. The next chapter is research methodology that reveals the process developed by the researcher for data collection. The researcher has highlighted the process developed in the chapter that helps in aligning to the research aims and objectives. 


[bookmark: _Toc157252526][bookmark: _Toc165046909]Chapter 3: Methodology
[bookmark: _Toc157252527][bookmark: _Toc165046910]3.1 Introduction
The chapter is crucial in meeting the gaps identified through analysis of existing literature.The chapter explains various tools, techniques, methods and strategies developed by the researcher. The researcher might identify various issues linked to the research methodology chapter that lead to the generation of common errors (Pandey and Pandey, 2021). As per the views of Mishra and Alok (2022), the detailed application of research methodology helps in the reduction of errors while contributing successfully towards the achievement of research aims and objectives.  The researcher has developed a research plan for completion of the study linking to the impact of digital marketing on brand awareness and customer purchase decision making. The researcher has revealed the data collection carried out in linking to the case of ZARA within the competitive landscape. The researcher has implemented the research strategy while covering all the key areas that help in the collection of data from reliable sources. It is crucial to analyse the key factors linked to ZARA. The influence is carried out while focusing on theories linked to brand awareness through digital marketing. Data sources generated from reliable sources like as survey to help in maintaining the standards and quality of work. The primary research method is used.
[bookmark: _Toc157252528][bookmark: _Toc165046911]3.2 Method Outline
The particular section outlines the key methods developed by the researcher for the completion of the study. The process is considered for evaluating the impact of digital marketing activities on brand awareness. The data is collected by primary method by conducting surveys. The development of the data by the researcher has been considered in the critical areas. Alignment to research onion has helped in the collection of data within the time frame. Moreover, the researcher has selected the preferred time horizon for the completion of the study through total reliability. The selected research philosophy is positivism for the identification of hidden factors linked to the research topic. Scientific evaluation of the research areas highlights reliability. As per Newman and Gough (2020), the deductive research approach developed by the researcher focuses on the study through existing theories. The descriptive research design considered by the researcher is crucial in the allocation of more data to analyse the depth of the research areas. The utilisation of secondary data sourcesand primary data like survey has helped the researcher in the allocation of data from a wide range of sources.The application of analysis reveals the focus of the researcher through theoretical factors. Further analysis highlights the adaptation of the thematic model in meeting the research objectives and gaps identified in the literature. The researcher has adapted the cross-sectional time horizon for the allocation of data in the study at a specific time.
[bookmark: _Toc157252529][bookmark: _Toc165046912]3.3 Application of Research Onion
Research onion supports the researchers to analyse the layers involved in the research process. Saunders et al. (2009) have highlighted various stages and layers highlighted in the research project for the successful completion of academic study. The outer layer identifies the philosophy and progress developed inwards, considered through various research elements (Orth and Maçada, 2021). The research onion has helped in guiding the researcher in a systematic way. Various stages involved in the research process highlight the creation of informed decisions in the allocation of effective data (Newman and Gough, 2020).  The interconnection highlighted in various research elements contributes towards successful outcomes of the research process. As per Mardiana (2020), the importance of research factors developed by the researcher while conducting the research is revealed through research onion. Failure to align as per the standards of the research onion led to the wrong progress of the research study. 
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[bookmark: _Toc158669170]Figure 2: Research Onion
 (Source: Saunders et al., 2009)
[bookmark: _Toc157252530][bookmark: _Toc165046913]3.4 Research Philosophy
Research has highlighted the need for the adoption of philosophical factors that support empirical observations and outcomes linked to realities (Al-Ababneh, 2020). The application of the research philosophy helps in highlighting the pathways considered by the researcher for data analysis. The assumption developed by the researcher linked to the research areas is identified through philosophy. The development of assumptions at the initial stage is crucial for the development of outcomes for the study. The research philosophy developed by the researcher helps in maintaining a standard format for the study. The thinking process linked to the research areas might vary in wide factors that highlight the integration of research philosophy in the study. The analysis of research philosophies is identified that reveals a sense of positivism, interpretivism and realism. 
Positivism
Positivism is a philosophical position that holds that knowledge should be founded on natural occurrences, their qualities, and relationships, as evidenced by empirical data. It emphasises the significance of observation and reasoning in comprehending the world, implying that all meaningful propositions may be expressed in a style that allows for empirical testing(Park, Konge and Artino, 2020). Positivists argue for a scientific approach to knowing, using quantifiable evidence to develop ideas and hypotheses. According to this viewpoint, the same methodologies employed in natural sciences should be applied to social sciences in order to investigate human behaviour.
Deductivism
Deductivism, on the other hand, is a research methodology based on the principle of deduction, which involves reasoning from general principles to specific situations. It begins with a broad idea or hypothesis and then tests it using structured experimentation or observation to get precise results(Bryant and Charmaz, 2019). Deductive reasoning is defined by the formation of hypotheses based on existing ideas, which are then empirically evaluated. The results of these tests are used to support or contradict the original theories.
Linking Positivism and Deductivism
Positivism and deductivism are inextricably intertwined in the realms of scientific investigation and technique. Positivism serves as the philosophical underpinning for the deductive process, emphasising the importance of empirical evidence and observable occurrences in the production of knowledge. In a positivist research paradigm, deductivism is an important strategy in which researchers begin with a theory or hypothesis based on positivist principles and then evaluate these hypotheses using empirical evidence(Corry, Porter and McKenna, 2018). This enables the confirmation or rejection of theories based on observed data, consistent with the positivist belief that knowledge should be experimentally verifiable.
Positivism research philosophy reveals the beliefs linked to scientific factors backed by logical explanations (Newman and Gough, 2020). It rejects normal discussions and highlights a strong correlation between the variables. It is crucial to link to the success factors of the research through the identification of issues and meeting them further. Positivism improves the scope of the study for the analysis of hidden information linked to the research areas. Philosophy chosen for the study:The researcher has adapted the positivism research philosophy for analysing the impact of digital marketing strategies linked towards brand awareness. It has highlighted the scientific scenarios that impact the decision-making process of the customers. The analysis of scientific factors for evaluating the decisions making process of the customer plays a crucial role. As per Dubey and Kothari (2022), the application of interpretivism and realism has yet to be considered in the study as time limitations might hamper data analysis, leading to wrong outcomes. The application of positivism restricts the role of the researcher in data manipulation, leading to wrong data analysis and interpretation. Minimisation of errors within the study is important in the study for better derivation of results. Further positivity has supported the views of researchers in the achievement of objectivity. The application of critical evidence helps in the reduction of subjectivity and biases in the research. The application of the theory is based on practical factors linked to real-world scenarios. It has led to the creation of effectiveness within the business fields that aim at the derivation of particular solutions to existing issues. 
[bookmark: _Toc157252531][bookmark: _Toc165046914]3.5 Research Approach
The approach for the study is considered to identify the format in which the research is conducted and developed. Based on the analysis of Naumovska and Zajac (2022), the researcher highlights the ability to select a research approach based on the aspects and areas involved in the study. It can be considered a deductive or inductive approach. Deductive reasoning is implemented through the implication of general theory for the derivation of specific predictions linked to the research (Newman and Gough, 2020). The logical sequence considered by the deductive approach ensures that conclusions derived through the research study are based on true assumptions. The deductive approach has supported the hypothesis testing (Proudfoot, 2023). The researchers initiate the process through the application of theory or hypothesis and later develop predictions through empirical evidence. It helps to ensure the quality of the researcher and ensures the right tracks are considered for research development. On the other hand, the implication of the inductive approach reveals the observations or data used for the development of general theories or hypotheses. It supports the creation of generalisation linked to observed patterns.  The conclusions generated through the inductive approach might be probabilistic rather than certain. The approach enables the researcher to go beyond the research expectations. As per the views of Okoli (2023), the inductive approach aims at theory building by the researcher through the identification of patterns. The derivation of theories and principles needs to be backed by further evidence, or it might lead to the loss of quality outcomes considered in the research study.
Justification of the chosen research approach: The application of the deductive research approach has been considered in the research study for the analysis of theories and facts (Proudfoot, 2023). It highlights the implication of key theories and concepts related to the impact of digital marketing activities on the creation of brand awareness. The application of digital marketing brand awareness theories is considered for the study. The research is further considered for the customer decision-making process, where the key concepts and theories linked to customer behaviours are analysed in the study. This has helped the researcher in maintaining a high level of certainty for data analysis. The hypothesis-driven approach is based on scientific factors that help in improving the links among the variables considered by the researcher. The application of inductive reasoning has been rejected due to higher levels of probability that do not suit the particular data. 
[bookmark: _Toc157252532][bookmark: _Toc165046915]3.6 Research Strategy
As per the views of Siedlecki (2020), the application of Case Study linked to the research topic has been carried out by the researcher to ensure the core areas are covered.  The application of various theoretical frameworks and the development of key areas through digital marketing strategies and customer decision-making is crucial. As per Doyle et al. (2020), case studies analysis has been considered to involve an in-depth evaluation of a single case or a small number of cases linked to the research areas.
[bookmark: _Toc157252533][bookmark: _Toc165046916]3.7 Research Choices
The use of mono method was considered in the study.  The study analyses the impact of digital marketing in the creation of brand awareness for the customers of ZARA. The research topic identifies the application of core concepts and theories involved. The researcher is able to focus on richer exploration considered for social, cultural and psychological aspects. The factors linked to customer perception are considered in the research through the creation of brand awareness and the use of digital marketing activities. The application of qualitative analysis is considered by the researcher for in-depth analysis linking to the social and cultural perceptions of the customers in the market. 
As per Liamputtong (2020), it has supported the flexibility and adaptable factors that have supported the researcher to adjust their approach. The researcher has highlighted the implication of customer relationship theory along with linking it towards brand awareness at the same time. The exploration of various ends involved in the research study has helped in the derivation of reliable factors for developing the study quality by the researcher (Newman and Gough, 2020). The implication of qualitative data by the researcher has supported the analysis of core areas for uncovering unexpected or unanticipated phenomena. Using the ideology of Gill (2020) has helped the researcher explore new ideas related to digital marketing activities and focus on new areas for development for a new perspective for the researcher. Implication of human beliefs linked to core areas of the study is crucial.
[bookmark: _Toc157252534][bookmark: _Toc165046917]3.8 Time Horizon
The implication of a cross-sectional study helps in the derivation of data at a specific point linked to the milestone developed in the course of the research (Wang and Cheng, 2020). The development of the Gantt chart has helped in the identification of the key stages involved in the research. It reveals a sense of reliability.
[bookmark: _Toc157252535][bookmark: _Toc165046918]3.9 Data Collection Methods
Data sources and surveys are considered to be reliable for carrying out the research study in a relevant manner. The application of data helps the researcher in implying the key factors required for the achievement of research aims. Data derivation in the required format helps in maintaining the standard of study. However, the researcher can only consider some pieces of data to be implemented in the study. It might broaden the context and lead to a wrong analysis of data. The researcher needs to be specific while linking to the data collected in the process. The data is considered by the researcher as helpful information for meeting the crucial areas involved in the research. 
[bookmark: _Toc157252536][bookmark: _Toc165046919]3.9.1 Data Sources
Data sources are crucial in the exploitation of the research areas for the derivation of required and useful information for the research study (Lindgren, Lundman and Graneheim, 2020). Data sources are considered in two aspects in a research study: primary or secondary. The application of primary data helps in the extraction of raw data that can be aligned with the research as per the needs. The first-hand data generated by the researcher might require reliability and clarification for validity. Primary data has yet to be published previously and provides a new route towards the completion of the research study (Newman and Gough, 2020). This is the crucial aspect of the primary data that highlights the specific needs of the research study. On the other hand, the secondary data sources support the researcher in widening the research areas and help in the derivation of data for the study. Based on the views of Lindgren, Lundman and Graneheim (2020), it helps the researcher build more specifications related to the research study. It highlights the development of the research in a detailed manner. The implication of the secondary data is considered by the researcher to support their own findings. The data sources identifies18 research papers, 8 journals, 2 blogs and 20 articles. The data has been collected following the time bound since 2019. The researcher was able to develop a pathway while focusing on the views placed by existing authors and researchers. It was crucial on development of self-perception for the study in reaching the final conclusion. 
Justification of the chosen data sources: The researcher has carried out the study through the implication of secondary data sources such as articles, blogs, journals and research papers. Through the identification of reliable data sources, the researcher has developed an effective research plan crucial in meeting the problems identified in the research and meeting the literature gaps. The researcher has highlighted the use of marketing data by ZARA from their annual reports. Carious research papers linked to digital marketing and brand awareness have been investigated by the researcher for derivation of information for the particular research topic. The application of primary data was not considered in the study as potential samples would not be available, which leads to effective data collection. Also, the primary data is time-consuming and cost-draining, which restricts the views of the researcher in adapting the same. 
[bookmark: _Toc157252537][bookmark: _Toc165046920]3.9.2 Data Techniques: Qualitative and Quantitative
Qualitative data is non-numerical and considered to be descriptive in nature. It has highlighted the involvement of qualities, characteristics, and meanings linked to the research areas. It focuses on the depth of the phenomena involved in the research study. It involves the subjective experiences and meanings linked to the crucial areas of the research study. As per Lindgren, Lundman and Graneheim (2020), the data through qualitative factors are generated in the form of words, themes and patterns. On the other hand, quantitative data highlights numerical and statistical evidence. It is focused on objectivity and generalizability. The data technique aims at the establishment of patterns, relationships and statistical influence in the research process. The hypothesis testing is considered through the quantitative data analysis that helps in the identification of the trends linked to the research areas. 
[bookmark: _Toc157252538][bookmark: _Toc165046921]3.10 Ethical considerations
Ethical considerations in secondary research highlight carting out the research while aligning to the required standards and format. The implication of the code of conduct highlights the correct way to ensure the reliability of the research study. It is crucial to ensure that responsible and respectful use of information is carried out in the research study. It helps in protecting the dignity and rights involved in the research study. It highlights the involvement of research data in aligning to the code of conduct. 
Data Confidentiality: The secondary data generated by the sources has considered the confidentiality agreements established within the original research. The researcher has not disclosed any information considered to be confidential for the study (Hasan et al., 2021). The researcher has focused on varied views presented by the existing researchers in areas of the study. To ensure the confidentiality of the study, the researcher has stored the data on reliable sources such as cloud-based drives (Newman and Gough, 2020). It will prevent the loss of data and ensure privacy in a reliable manner. The data will also be deleted after completion of the research study. The researcher has rejected the handling of sensitive data. The key focus was based on the derivation of various assumptions for the study. 
Data Quality: The researcher has ensured the accuracy and reliability to add validity to secondary data generated and implemented in the study. The researcher has rejected the misuse of data that might lead to unethical factors. Evidence highlights the focus of the research developed by the researcher while aligning with the needs of the existing researchers (Hasan et al., 2021). The focus on the transparency of data was further developed by highlighting the sources of data. It generated a sense of reliability in the views of the readers that helped in testing the research focus. 
Avoiding Misrepresentation: The researcher has analysed the context of secondary data sources and existing research. It has helped in the effective interpretation of the results while supporting the achievement of research objectives and aims (Hasan et al., 2021). The misinterpretation of data led to the wrong analysis of the results. It ensure total reliability in the research process, the researcher has applied theoretical concepts to minimise the errors that might lead to loss of quality for the research. As per Nayak and Singh (2021), the use of data has helped in the development of areas considered in the study. The focus was linked to meeting the core areas by reducing the risk of manipulation in the study. The core concepts covered in the study were based on an analysis of the existing research by reducing the development of self-values. The generic and decretive discussion was not considered in the study. It was developed by drawing on various conclusions developed by the researcher.
Data application: The data collected by the researcher and analysed in the study was carried out following the code of conduct and academic principles. The researcher has not copied any data but rather focused on the opinion placed by existing researchers and tried to analyse the same. As per Mishra and Alok (2022), the researcher has strictly adhered to the rule provided by the University or it might lead to academic misconduct. Through the development of their own ideas about the research study, the researcher has ensured that it is not copied. The process has helped in the reduction of plagiarism, which claims the research is initiated in self-values (Hasan et al., 2021). The application of data was considered for developing the academic perspectives. It was not highlighted in the case of commercial applications. This has ensured total integrity and reliability for the completion of the task.
[bookmark: _Toc157252539][bookmark: _Toc165046922]3.11 Research Limitation
The researcher has identified various issues in the completion of the study. It has led to the creation of drawbacks in certain areas for the secondary research proposed by the researcher:
Data bias: The focus of the secondary research implemented in the study might involve biased views of the researcher. It tends to divert the facts of reality into assumptions. This leads to a wrong interpretation of the results considered in the study (Pietilä et al., 2020). The researcher needs to develop neutral viewpoints for the completion of the study while aligning with the standards identified. 
Time constraints: The data limitation is considered through time constraints that might restrict the views of the researcher in carrying out extensive investigation for the study. It has restricted the views of the researcher to carry the research forward in an effective manner. As per Wang and Cheng (2020), time limitation has highlighted an overview of the research areas in certain aspects rather than an in-depth analysis.
Resource Limitation: The research was carried out through resources developed by the self-initiation of the researcher. The researcher has highlighted financial and personnel aspects that limit the study scope. The researcher needs to be transparent and linked to the constraints highlighted through resource limitations. 
[bookmark: _Toc157252540][bookmark: _Toc165046923]3.12. Research timeline
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[bookmark: _Toc157615080]Table 1: Gantt chart
(Source: Self-Created)
[bookmark: _Toc157252541][bookmark: _Toc165046924]3.13 Summary
The research study has highlighted the derivation of data required for the completion of the study. The analysis of various phases involved in the chapter has been considered by the researcher to ensure the data is collected in a reliable manner. The focus of the researcher was developed through aligning to the research aims and objectives. The analysis of core areas identified in the research has helped in the derivation of the required information. The next chapter highlights the findings generated by the researcher along with analysis in testing the validity of the research aims. The analysis of the study is carried out based on the outcomes.


[bookmark: _Toc165046925]Chapter 4: Research Findings
[bookmark: _Toc165046926]4.1. Introduction
The role of digital marketing in shaping brand awareness and influencing consumer purchasing decisions within the dynamic landscape of the fashion retail industry is pivotal (Andrew, 2015). As a prominent player in this competitive market, this study explores the effectiveness of ZARA's digital marketing strategies through a structured survey and comparative analysis. The research primarily focuses on three key objectives:This study evaluates how ZARA's digital marketing activities enhance brand awareness and attract customers. A comprehensive survey was conducted to gather empirical data, providing insights into the brand's ability to resonate with its audience and the impact of these campaigns on consumer perception.
Delving into the intricate decision-making process of consumers influenced by digital marketing, the research utilizes survey responses to understand how digital initiatives contribute to or shape consumer decisions. This aspect is crucial in today's tech-savvy consumer environment, where digital engagement plays a significant role.Lastly, the study compares the digital marketing performance of ZARA with key competitors in the fashion retail industry. The survey data helps offer a complete view of ZARA's standing in the digital sphere, highlighting its strategic advantages and areas for improvement.
By employing a targeted survey, this research captures detailed consumer feedback and interactions with ZARA's digital marketing, enabling a nuanced analysis of how digital strategies affect brand loyalty, consumer engagement, and competitive positioning.

4.2. Analysis of ZARA's Digital Marketing Effectiveness in Enhancing Brand Awareness
Research Question 1: How effective are digital marketing activities at enhancing brand awareness for ZARA?
Objective: To understand the effectiveness of digital market activities and Brand awareness.
Findings:
· Exposure to Digital Campaigns: 
Frequency of Interaction: According to Figure 1 of the survey results, a significant portion of respondents encounter ZARA’s digital marketing on a daily basis. This high frequency of interaction suggests that ZARA’s digital presence is robust and effectively reaches a wide audience through various channels.
Channels Utilized: ZARA utilizes multiple digital channels including social media platforms, email marketing, and digital advertisements(Wang, 2023). The omnipresence of ZARA on these platforms ensures continuous exposure, which is crucial for maintaining top-of-mind brand awareness among consumers.
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Figure 1:

· Perceived Effectiveness: 
Impact on Brand Awareness: As illustrated in Figure 2, more than 80% of survey respondents acknowledged a noticeable increase in their awareness of the ZARA brand as a direct result of its digital marketing activities. This indicates a strong correlation between ZARA's digital marketing efforts and enhanced brand recognition.
Consumer Perceptions: The effectiveness of digital marketing is not only measured by visibility but also by the quality of the content delivered(Günay, 2019). Respondents noted that ZARA’s content is engaging and relevant, which significantly contributes to enhanced brand perception and awareness.
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Figure 2:
In-Depth Analysis
Strategic Implications:
· Targeted Marketing: ZARA’s ability to target specific demographics using sophisticated digital marketing tools allows for tailored marketing messages. This targeted approach helps in creating more personalized experiences that resonate with individual consumer preferences and lifestyles, thereby increasing brand relevance and affinity.
· Innovation in Campaigns: ZARA continually innovates its digital marketing strategies by integrating the latest trends and technologies(Liu, Huang, & Pan, 2024). This includes the use of augmented reality in ads, influencer collaborations, and real-time content updates, which keep the brand dynamic and engaging across digital platforms.
Theoretical Alignment:
· Cognitive Impact: According to marketing theories, frequent and effective exposure to a brand positively affects consumer's cognitive processing, leading to higher brand recall and recognition. ZARA’s strategic frequency of exposure ensures that consumers not only recognize the brand but also prefer it over competitors when making purchasing decisions.
· Affective Response: ZARA's engaging content generates positive emotions among viewers, which marketing psychology suggests can lead to a deeper emotional connection with the brand(Kim & Sullivan, 2019). This affective response is a critical component in transforming brand awareness into brand loyalty.
Supporting Hypothesis:
The survey findings provide empirical support for the hypothesis that ZARA’s digital marketing activities significantly enhance brand awareness. This enhanced awareness is instrumental in shaping consumer perceptions and decisions, showcasing the direct impact of digital marketing on the consumer buying process.


4.3 Detailed Impact of Brand Awareness on Consumer Purchasing Behavior at ZARA
This section explores the pivotal role that brand awareness plays in influencing the purchasing decisions of ZARA's customers. It provides a comprehensive analysis of how digital marketing initiatives shape consumer behavior and the direct impact of these efforts on sales and market positioning relative to competitors.
Research Question 2: The Role of Brand Awareness in ZARA's Customer Purchasing Decisions
Objective: To Understand the Role of Brand Awareness in Customer Decision Making
Findings
Influence on Purchase Decisions
· Quantitative Data: As shown in Figure 3, a substantial majority of survey respondents indicate that their awareness of ZARA significantly affects their likelihood of making a purchase. This data suggests a direct correlation between brand awareness and purchasing behavior.
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Figure 3:
· Qualitative Insights: Respondents report that the more familiar they are with ZARA's branding efforts, the more confident they feel in the quality and value of the products, directly influencing their purchase decisions.

Motivation to Purchase
· Perceived Value and Attractiveness: Figure 4 reveals that the attractiveness of ZARA’s brand, amplified by effective digital marketing, motivates customers to make purchases. The brand's ability to convey style, quality, and value through its marketing efforts effectively converts awareness into action.
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Figure 4:
· Engagement Strategies: The survey highlights that ZARA’s engaging digital content not only informs but also entertains the audience, thereby increasing the inclination to purchase as part of a lifestyle choice rather than mere consumption.

In-depth Analysis
Theoretical Alignment
· Psychological Impact: According to consumer behavior theories, brand awareness increases the perceived credibility of a brand, reducing the perceived risk associated with purchasing and thereby encouraging sales.
· Behavioral Intentions: Studies suggest that high brand awareness can lead to stronger brand loyalty and repeat purchases(Chi, Yeh, & Yang, 2009). ZARA’s continuous engagement through digital marketing keeps the brand at the forefront of consumers' minds, ready to be chosen over competitors.
Supporting Hypothesis
· Empirical Support for Theoretical Models: The data collected affirms that heightened brand awareness through ZARA's digital marketing significantly influences consumer purchase decisions, supporting the hypothesis that awareness directly contributes to increased sales.
Comparative Analysis of Digital Marketing Effectiveness Against Competitors
Objective: To Evaluate ZARA's Digital Marketing Performance in the Competitive Landscape
Findings
Competitive Standing
· Market Comparison: Figure 5 demonstrates that consumers perceive ZARA's digital marketing strategies as more effective than those of key competitors like H&M and Uniqlo. This effectiveness is particularly noted in the areas of creative content and innovative engagement strategies.
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Figure 5:
· Effectiveness Metrics: Respondents rated ZARA higher in areas such as ad recall, content sharing, and interaction rates, suggesting better performance in capturing consumer attention and engagement.

Unique Selling Propositions
· Market Differentiation: As evidenced in Figure 6, the unique selling propositions of ZARA—such as leveraging fast fashion trends and utilizing cutting-edge technology in marketing—significantly enhance its market standing. These strategies make ZARA’s offerings more attractive and relevant to modern consumers.
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Figure 6:
· Innovative Marketing: ZARA's adoption of augmented reality in ads and real-time social media interactions are particularly effective in engaging younger demographics who value innovation and immediacy in their shopping experiences.
Analysis
ZARA's strategic use of digital marketing not only fosters brand awareness but also creates a substantial competitive advantage. By effectively communicating the brand's unique attributes and adapting quickly to market trends, ZARA engages consumers more deeply, influencing their purchasing decisions and enhancing their overall shopping experience. This strategic advantage is crucial in the competitive dynamics of the fashion industry, where brand perception can significantly sway consumer behavior and impact market share.
4.4 Summary of Research Findings
Overview
This summary encapsulates the key findings from the research on ZARA's utilization of digital marketing strategies within the competitive fashion retail landscape. The investigation highlights how ZARA's digital marketing initiatives not only enhance brand awareness but also significantly impact the customer's entire decision-making journey, from initial recognition to post-purchase loyalty.
Key Findings
· Cohesive Online Experience: ZARA’s digital marketing efforts have successfully developed a unified and engaging online presence that enhances the brand's visibility and attractiveness. This cohesive experience across various digital platforms has proven crucial in increasing ZARA's brand popularity among consumers.
· Influence on Customer Decision-Making: The research demonstrates that ZARA's digital marketing strategies effectively guide consumers through every stage of the decision-making process. From raising initial awareness to maintaining interest and encouraging purchases, ZARA’s campaigns play a pivotal role in influencing consumer behavior. This strategic influence extends beyond the purchase, contributing to enhanced customer satisfaction and loyalty.
· Competitive Advantage: ZARA stands out in the competitive fashion retail market due to its strong online presence, which is bolstered by innovative marketing tactics, an optimized e-commerce platform, and proficient use of data analytics. The brand's digital marketing performance is notably superior to that of key competitors, such as H&M and Uniqlo, especially in terms of creativity, engagement, and technological integration.
· Strategic Use of Data Analytics: ZARA's adept use of data analytics to tailor marketing strategies and consumer interactions has significantly enhanced its market positioning. By analyzing consumer data, ZARA has been able to create more personalized and relevant marketing messages, which improve consumer engagement and drive sales.

Contributions to Digital Marketing Strategy
The findings from this research provide valuable insights into how digital marketing can be leveraged to not only enhance brand awareness but also to create a sustained competitive advantage in the fashion industry. ZARA's example illustrates the importance of integrating innovative technologies, engaging content, and strategic data analysis to achieve significant impacts on consumer perception and behavior.
In conclusion, ZARA’s effective digital marketing strategies underscore the brand's prowess in navigating the complex digital landscape of the fashion retail industry. By effectively managing every facet of the digital marketing spectrum—from content creation to consumer engagement and data analytics—ZARA has established itself as a leader in utilizing digital marketing to boost brand awareness, influence purchasing decisions, and build customer loyalty. This research underscores the critical role of comprehensive and innovative digital marketing strategies in achieving success in today’s digitally driven market environment.
Top of Form



[bookmark: _Toc165046927]Chapter 5: Discussion
[bookmark: _Toc165046928]5.1. Introduction
The discussion derived from the research findings reveals a comprehensive information of digital marketing impact of the company. This helps in emphasising the brand's adeptness in creating a cohesive online presence through the objectives are related to brand reputation and customer attraction. This helps in highlighting the important role of ZARA's digital strategies in shaping cognizance, consideration, and post-purchase loyalty by investigation into the customer decision-making process. Comparisons with enterprise competitors highlighting the ZARA's digital prowess (Peter, and Dalla Vecchia, 2021). This also helps in maintaining its leadership in social media engagement, online marketing, optimisation of e-commerce, and data-driven personalization. This helps in making a contribution to ZARA's achievement in the dynamic and competitive landscape of digital marketing in fashion retail.
[bookmark: _Toc165046929]5.2. Theme 1: Effectiveness of digital market activities generated by ZARA
The essential analysis of digital marketing campaigns of ZARA is well-known for a complicated and impactful approach to brand recognition and customer attraction. To create a strong online presence, ZARA has strategically utilized various digital channels. This helps in contributing extensively to increased brand visibility and audience engagement.
By its adept use of visually appealing and cohesive content material across digital platforms, the effectiveness of the company in brand recognition is transparent. The brand has efficiently translated its extraordinary offline identification into the online field. This helps in making sure consistency in messaging, visuals, and overall presentation. This cohesiveness is essential in maintaining the eye of the audience which is appealing and attractive (Lynch, and Barnes, 2020). The research findings indicate that digital marketing campaigns of ZARA have played an important role.This helps in establishing and reinforcing its brand image, and Brand awareness.
In leveraging social media platforms as dynamic tool for customer engagement, the analysis similarly emphasizes the brand's talent. ZARA's interactive content, includes glimpses, content features generated by user, and real-time updates on collections. This has contributed to sustained and increased customer interest. Social media engagement metrics, along with likes, shares, and feedback, display best correlation with increased brand recognition and customer appeal (Forghani, et al., 2022). The company’s capacity to create an experience that extends beyond product promotion. This helps in providing a glimpse into its culture and values, and improving a personal connection with the audience, thereby strengthening brand empathy.
The success of ZARA in brand reputation is closely tied to its effective use of customized digital marketing tasks. In nurturing purchaser relationships, the brand's targeted email campaigns and personalised promotions have played a significant role. ZARA has created a sense of exclusivity and loyalty among its target market by tailoring content material and recommendation based on customer alternatives and behaviours (Rathore, 2021). The research findings highlight that ZARA's knowledge of individual consumer possibilities contributes to a best feedback loop. This helps in improving both brand attraction and customer attraction.
The discussion reveals that the digital marketing campaigns of the company expand beyond traditional promotional content in examining ZARA's method to customer enchantment. ZARA strategically combines promotional messages with enticing and informative content that resonates with its target market (Zak, and Hasprova, 2020). For instance, blog posts on fashion trends, styling recommendations, and sustainability tasks supplement promotional content. This helps in growing a holistic digital experience for the customer. This approach draws customer interested by fashion and also positions ZARA as an informed and socially responsible brand which is appealing to a broader target audience.
The important analysis and evaluation highlight the effectiveness of ZARA's digital marketing campaigns in contributing to brand popularity and customer attraction. To create a cohesive online identification, the achievement of this brand lies in its capability. This has interaction audiences by dynamic and interactive content on social media. This helps in improving customer loyalty by personalized tasks (Nash, 2019). ZARA's strategic integration of promotional and informative content material establishes a strong digital reference to its audience. This also reinforcing its role as a leader within the competitor landscape of fashion retail.
[bookmark: _Toc165046930]5.2.1. Brand Equity Model
Brand reputation and customer awareness are important components of a brand's achievement. This helps in analysing them through the scale of brand resonance, brand response, brand meaning, and brand identity. It presents a complete understanding of ways ZARA has placed itself inside the marketplace.
Brand Resonance: The brand resonance of ZARA is transparent through the strong connection it establishes with its target audience. The brand resonates with customers on an emotional level which helps in growing a feel of belonging and loyalty (Rienda, Ruiz-Fernandez, and Carey, 2021). The research findings suggest that ZARA's digital marketing campaigns make contributions substantially to improving this resonance. The brand's capability to continuously suggest advantageous emotions and a sense of identification among its clients establishes a strong foundation for sustained brand popularity.
Brand Response: Brand response of ZARA is characterised by using the positive reactions and interactions it elicits from its target market. In leveraging social media platforms for dynamic customer engagement, the research findings spotlight the ability of the brand. ZARA stimulates lively participation and response from its audience through likes, shares, feedback, and user-generated content material (Wang, 2020). This response reinforces brand awareness and purchaser connection. ZARA's capability to elicit favourable responses through its digital tasks is evidence to its understanding of purchaser possibilities and its ability to evolve to changing market dynamics.
Brand Meaning: This is related to the ZARA brand which is going beyond its products. It reflects a life-style, a feel of style-forward identity, and a commitment to trends. By aligning the brand with the values and aspirations of its target audience, ZARA's digital marketing campaigns strategically speak this that means (Noris, et al., 2021). The research findings suggest that ZARA's informative content, including weblog posts on style trends and sustainability initiatives. This helps in contributing to shaping the brand's meaning in the eyes of consumers. By using transcending the transactional aspect of the brand-customer relationship, this meaningful connection strengthens brand recognition.
Brand Identity: ZARA's brand identity is a cohesive representation of its values, fashion, and ethos. The essential analysis of digital marketing campaigns shows the brand's achievement in translating its offline identity seamlessly into the digital realm. Through visually attractive content, a well-designed website, and a strategic use of colours and imagery, ZARA's brand identification is consistently communicated (Wang, et al., 2019). By making ZARA without problems identifiable and distinguishable inside the fashion retail landscape, the research findings imply that this consistency in brand identification complements brand reputation.

[bookmark: _Toc158669171]Figure 3: Brand Equity Model
 (Source: Self-Created)
[bookmark: _Toc165046931]5.3. Theme 2: Investigating the role of digital marketing in the case of ZARA
The research into the function of digital marketing in ZARA's customer decision-making manner. This shows a nuanced and strategic integration of digital initiatives at various levels of the customer journey. ZARA's digital marketing performs a pivotal position in shaping and enhancing the overall customer experience from constructing initial recognition to influencing attention and guiding purchase decisions.
ZARA strategically employs digital channels to create a strong impact at the awareness stage. The brand's enticing and informative content material across social media, weblog posts, and online marketing. This serves as a catalyst for constructing initial brand cognizance (Chierici, et al., 2019). By leveraging visually compelling imagery, life-style content material, and trend-targeted narratives, the research findings imply that ZARA successfully captures the eye of potential customer. This preliminary engagement sets the level for similarly exploration and attention by customer.
ZARA's digital touchpoints emerge as instrumental in presenting in-depth data about its products and collections by moving into the awareness level. The evaluation reveals that the brand's interactive website, enriched with designated product descriptions, incredible visuals, and customer evaluations (Arani, and Shafiizadeh, 2019). This serves as a key influencer in shaping purchaser perceptions and alternatives. By presenting customers with the records had to make informed selections, the company strategically utilizes digital platforms to provide an immersive online buying experience.
The decision-making stage highlights ZARA's adept use of digital marketing in influencing purchasing decision. The research findings imply that centred e-mail campaigns, special online promotions, and personalised recommendation. This significantly make contributions to changing capacity customers into active customers (Molinillo, Ekinci, and Japutra, 2019). To make informed and timely purchase decision, ZARA strategically creates a feel of urgency and exclusivity through digital channels which helps in encouraging customers. The personalised contact in marketing projects improves the overall consumer experience. This helps in creating an effective belief of the brand and improving loyalty.
The studies delve into the post-purchase section which helps in emphasizing the ongoing function of digital marketing in brand loyalty. ZARA's post-sale communication, together with order updates, personalised messages, and unique post-purchase offers. This helps in contributing to constructing a long-lasting relationship with customers (Chatzipanagiotou, Christodoulides, and Veloutsou, 2019). The findings endorse that ZARA's strategic use of digital channels extends beyond the factor of purchase. It is reinforcing consumer loyalty and inspiring repeat commercial enterprise.
The essential evaluation shows that approach of the company aligns with the changing options of modern-day purchasers. This involves the customers who are seeking seamless and customized studies across digital systems (Ebrahim, 2020). ZARA creates a cohesive and impactful narrative that courses customers from initial attention to post-purchase satisfaction by strategically integrating digital touchpoints all through the consumer journey.
It is important to be aware capacity challenges and regions for development. This helps in retaining relevance and staying attuned to changing consumer behaviours turns into important aspect as the digital landscape evolves. ZARA must constantly adapt its digital strategies to align with rising traits and technologies (Buttle, and Maklan, 2019). It is critical for a complete consumer-centric method. A holistic understanding of offline touchpoints and their integration into the overall customer journey at the same time as the research highlights ZARA's fulfilment in leveraging digital channels.
[bookmark: _Toc165046932]5.3.1. Customer Relationship Management Theory
Customer Loyalty: CRM principle highlights the importance of cultivating customer loyalty, and ZARA's digital marketing strategies which is aligning with this principle. The research findings display that ZARA employs personalized initiatives. This also involves focused mail campaigns, and special promotions to nurture lengthy-term relationships with customers (Setiawati, et al., 2019). As indicated by means of post-purchase communication, ZARA encourages repeat commercial enterprise and improve loyalty by delivering cost and tailored reports.
Marketing: ZARA's digital advertising efforts reflect the core tenets of CRM theory in terms of personalized and focused marketing. The brand strategically tailors content material based totally on preferences and behaviours of customer. This helps in developing a seamless and relevant experience throughout virtual touchpoints (Khan, et al., 2022). This customized approach complements customer engagement and contributes to the general effectiveness of ZARA's digital efforts. This helps in aligning with CRM's focus on information and meeting individual customer needs.
Database: The CRM concept underlines the importance of preserving a centralized customer database for knowledgeable decision-making. ZARA's digital initiatives including customer accounts on its website and loyalty applications. This helps in making contributions to constructing a strong customer database. By understanding consumer behaviours, and tailor recommendations, the brand makes use of this data to customize marketing communications. This helps in aligning with CRM principles of leveraging consumer data for strategic gain.
Service: CRM idea emphasizes imparting outstanding customer service to improve relationships. ZARA's digital platform’s function for efficient customer support. This helps in permitting customers to access records, and receive timely updates (Dewnarain, Ramkissoon, and Mavondo, 2019). The research findings recommend that ZARA's online customer service contributes to a positive experience of customer. This helps in reinforcing the brand's commitment to excellence and aligning with CRM principles of constructing positive purchaser interactions.
Communication: Effective communication is an important aspect of CRM theory, and ZARA's digital marketing technique. This prioritizes transparent and consistent communication. The company communicates promotional messages and also brand values, sustainability efforts, and fashion understanding through social media, mail campaigns, and website content. This complicate marketing strategy contributes to building a complete brand narrative. This helps in improving customer understanding, and aligning with CRM's emphasis on significant and transparent interactions.
Sale: CRM concept recognizes the function of personalised sale techniques in improving customer relationships, and the company's digital marketing excels in this issue. The research findings advise that the company strategically employs personalized promotions and unique online offers. This helps in contributing to the overall income effectiveness (Arifin, Marsudi, and Wijaya, 2022). The company reinforces its commitment to customer-centric sales techniques as advocated through CRM idea by tailoring sales tasks to customer preferences and behaviours.

[bookmark: _Toc158669172]Figure 4: CRM Theory
 (Source: Self-Created)
[bookmark: _Toc165046933]5.4 Theme 3: Identifying the digital marketing performance of ZARA
ZARA has revealed effective strategies that enhance its digital strategies in the market through the derivation of financial values (Kalsi, 2022). The development of market share by ZARA against the competitors has placed it at a higher value in the UK. ZARA has focused on the continuous utilisation of social media platforms to stay close to customer views for contributing towards the growth of healthy relationships. ZARA has supported flexible business models that highlight the implication of updated digital marketing strategies (Popović et al., 2021). The UK market is highly competitive and promotes the fashion industry towards economic growth and development. ZARA has analysed the organisational ability while contributing towards innovation in the creation of extensive brand values. Green narratives and digital marketing solutions reveal organisational ability in rapidly striking customer values. The UK market has revealed huge variations linked to customer needs within the fashion industry. As per the views of Silva and Duarte (2021), ZARA has developed digital marketing strategies and promoted the values of various targeted audiences. The competitors in the market have supported diversification, but the focus is linked to specific target customers in the operating market. ZARA is able to gain effectiveness in business processes against key competitors in the UK through the development of marketing procedures
[bookmark: _Toc165046934]5.4.1 Comparative analysis of ZARA and H&M linking to digital marketing performance
ZARA has highlighted the development of customer behaviour for retention of customer base in a competitive market. Brand loyalty is considered to be higher for ZARA as compared to H&M in the market. The digital marketing performance of ZARA has enabled them to gain an effective share of the market (Li, Liu and Zhou, 2024). COVID-19 impact has highlighted various impacts towards the business process of fashion brands in the UK. Both organisations have highlighted an active role on social media platforms such as Instagram. However, the post-interval is low in the case of ZARA, which highlights huge activity on social media. H&M has regular updates linking to the customer about new fashion trends. The brand values of H&M reveal unique and extensive values for the development of customer experience in a reliable manner (Su, 2020). The brand awareness concepts identified through social media marketing theory are considered to be sustainable linking to organisational values in the competitive market (Tran, 2020). The engagement with the audience is better in the case of both organisations.
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[bookmark: _Toc158669173]Figure 5: Difference in marketing campaigns
(Source: Instagram, 2024)
Digital Presence is considered by ZARA to reach the focus on target audiences and support their decision-making process in a reliable manner (Su, 2020). The brand has analysed the application of social media platforms such as Facebook and Instagram for audience engagement and showcasing of new collections. On the other hand, the focus of H&M is considered towards digital transformation. It highlights the development of the online shopping experience for customers in the operating market. The robust e-commerce platform provided by H&M aims at the creation of extensive customer values. The digital marketing strategies by ZARA present them as a fast fashion brand (Su, 2020). Digital marketing by ZARA has played a crucial role in the promotion of new and unique collections for creating a sense of urgency linking to the customers. As per Tran (2020), the focus of H&M is totally linked towards the sustainability of overall business factors highlighted through digital marketing. The approach is considered to attract environmentally conscious customers in the operating market. 
The technological innovation highlighted in the case of ZARA enables operations through effectiveness in supply chain and inventory management (GasamánsGesto, 2023). H&M has focused totally on contributing towards sustainable values and linking the needs of targeted customers considered environmentally conscious (Su, 2020). The digital marketing strategies by both brands have highlighted reliability in aligning with the local culture and the creation of profits. Social values and digital marketing support the development of brand awareness and customer retention by the brands. The digital marketing strategies have enabled the brands to grow effectively in the global market (Su, 2020). The marketing campaigns by ZARA reveal a sense of value in developing the fashion style of the audiences. On the other hand, the focus of H&M is linked towards developing the standards of targeted audiences identified in the operating market. 
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[bookmark: _Toc158669174]Figure 6: Brand Value Comparison of ZARA and H&M
(Source: Statista, 2024)
H&M aims to develop the customer experience of new and existing customers while focusing on sustainable fashion (Su, 2020). ZARA has extended their limits while focusing on the values of fast fashion and its ability in aligning to the customer values in the targeted market. ZARA and H&M hold a significant position in the market that reveals their ability to meet fashion values and customer needs. Analysis of customer behaviour through trending strategies reveals a sense of reliability linked to the brand values after the pandemic period. Both H&M and ZARA have improved their investment ability in digital platforms after the pandemic period, which reveals a highly adaptive model by the brands (Su, 2020). The dynamic model has enabled them to formulate digital marketing strategies to the external forces. The channels for digital marketing strategies reveal a sense of trust and relationship for effectiveness. 
[bookmark: _Toc165046935]5.4.2 Identification of digital marketing activities by ZARA in a competitive market
ZARA has focused on the derivation of brand awareness that influences the purchasing of the customer in catering towards financial growth (Wu, 2022). The market competitiveness is high. On the other hand, ZARA has promoted them as a luxury fashion brand in the UK. It has led to extensive customer values and analysis of social class identities through digital platforms. As per the views of Silva and Duarte (2021), the links generated by the brand have supported the attraction of varied customers for brand values and loyalty development. In such cases, the customers are ready to pay higher prices to enjoy the luxury services by ZARA. This enables a huge customer attraction while considering the competitiveness of ZARA in the UK.
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[bookmark: _Toc158669175]Figure 7: ZARA brand awareness in UK
 (Source: Statista, 2024)
The analysis of digital marketing activities reveals a sense of trust for the creation of popularity and buzz in the fashion industry. The implication of digital marketing activities aims at the creation of brand awareness and an increase in popularity. The digital marketing activities by ZARA have aimed at improving customer decision-making linked to the purchase process in a reliable manner. ZARA has supported user-friendly approaches to enable customers to shop online along with e-commerce development, high-quality visuals and an easy navigation system aimed at improving the customer satisfaction rate in the operating market. The luxury factors by ZARA have highlighted greater ability in considering the valuable factors towards increased competitiveness (Wu, 2022). The individual aspect of meeting customer values is crucial for ZARA to improve its market share. Innovative marketing activities by ZARA support the development of emotional and positive values linking to customer aspects in the market. The creation of long-term stability reveals a sense of trust for relationship development. The market research sources of ZARA are considered on the higher side, enabling the business to grow in a reliable manner. 
Various brands, such as Forever 21, ASOS, and Mango, have highlighted digital marketing activities through social media strategies (Su, 2020). Also, they do not cover wide aspects linked to fashion and customer standards. Thus, the creation of emotional values is a failure when compared to ZARA. The development of fashion values linked to customer standards within society and empowerment boosts emotional factors for the creation of long-term stability. Forever 21, ASOS, and Mango reveal marketing strategies for the promotion of goods in customer views for the development of sales and revenue (Su, 2020). ZARA has innovative digital marketing activities that connect the brand to emotional values (SanMiguel and Sádaba, 2020). The mapping of the customer journey reveals the creation of an extensive customer experience by ZARA. The decision-making process of the customer is facilitated effectively in the UK market, revealing a sense of trust for extensive brand values in the competitive landscape. This has resulted in the dominance of shares by ZARA in the operating markets.
[bookmark: _Toc165046936]5.5 Summary
The chapter has analysed the focus on digital marketing activities by ZARA in the creation of extensive customer values. Emotional bonds with brands in the modern market are carried through online channels. It has improved the communication and collaboration rate of the customers. Supported are highlighted words on the decision-making process and customer retention strategy through the preferred platforms. The comparative analysis of H&M and ZARA has revealed the crucial factors covered in the market and reaching the targeted customers. On the other hand, ZARA has gained an effective place in the market that supports its financial values in the long run. The promotional strategies by ZARA was able to handle the effectiveness of customer values. The decisions making patterns is identified through creation of motivation and emotional values for brands in the market.


[bookmark: _Toc165046937]Chapter 6: Conclusion
[bookmark: _Toc165046938]6.1 Conclusion
The study has focused on the decision-making process of customers in the case of ZARA through the implication of digital marketing activities. ZARA has implemented digital marketing activities to ensure the effectiveness of customers in purchases. It highlights the effectiveness of the brand in suggesting the key needs of customers through recommended marketing. The application of AI has developed the marketing activities by ZARA. At the same time, it supports the decisions making process of the customer in a reliable manner. It helps in the identification of weak areas required for extensive customer values in the creation of long-term stability. The market of ZARA in the UK is considered to be highly competitive. The UK market has supported the entry of new brands and existing brands. In such cases, the customer gains a wide options for making the right choice. However, the focus of ZARA was linked towards the development of extensive values through corporate social responsibility or CSR initiatives. It has helped in revealing a trust value in catering towards organisational growth in the long run. 
[bookmark: _Toc165046939]6.2 Linking with the objectives
The data collection strategy developed by the researcher was focused on linking the objectives through the results generated. The researcher has tried to validate the data generated through the research while focusing on theory application. The success rate of the research is identified through the links generated by the researcher as analysed below:
Linking Objective 1: To understand the effectiveness of digital market activities generated by ZARA in contributing towards brand awareness : As analysed through the findings, digital marketing activities of ZARA have helped in improving the financial values through customer attraction. The analysis of market share by ZARA highlights the success rate at which they are able to gain the attraction of a wide customer base. The digital marketing strategies and activities by ZARA have mainly focused on women's empowerment and raising their standards within society. It has led to the creation of emotional links with society that contributed towards customer attraction and brand awareness. Also, ZARA is considered a luxurious brand in the market that attracts the focus of high-income customers for the derivation of social class values. On the other hand, the promotion of sustainable approaches through digital marketing activities is crucial.
Linking to objective 2: To understand the role of digital marketing in the case of ZARA while considering the customer's decision-making process: The analysis of secondary sources has revealed customer decision-making through past analysis. The data analytics is implemented to highlight the future needs of the customers. Based on the market scenarios, the recommendations are presented to the customers in making the right choice. It helps in the creation of customer values in the competitive landscape. The role of digital marketing activities by ZARA has supported the enhanced development of the brand. ZARA has aimed at the creation of awareness in the initial stage that links to customer perception of the brand. The purchase process is identified by customer experience in previous factors. In the case of new customers, the eradication of pain points by ZARA is crucial. The marketing activities by ZARA focus on the key points covered by them in eradicating pain points. It helps in improving the purchase process of the customer and the derivation of maximum benefits from the same. It has been revealed that the marketing process of ZARA is easy to understand and attracts huge customers towards the system. 
[bookmark: _Toc165046940]5.3 Recommendations identified through the research
The findings and discussions carried out by the researcher through evaluation of the secondary sources have identified key areas for improvement. The researcher has presented effective branding strategies in aligning the future needs of the customers in a reliable manner. It aims at meeting the key shortcoming identified by ZARA linking to marketing activities while supporting long term competitiveness.  
Development of in-store experience: The digital marketing activities by ZARA have gained an effective place in the market. However, certain areas have been identified for development in the case of the in-store experience. Not only the digital marketing activities , but the focus of ZARA also needs to link the customer values for the creation of customer values. It highlights the perceived values of customer’s pre-purchase and post-purchase stages. In-store experience also promotes customer values and highlights the real experience of luxury factors through emotional values. The market expansion and business growth by ZARA have considered the customer view, but the development of the experience aims at the creation of continuous revenue growth for the organisation. In-store customer experience and the development of digital marketing strategies need to be integrated into the market while linking to the customer needs through direct approaches identified in the operating market. Alignment to local culture for the development of customer emotion is crucial for ZARA, which aims at the promotion of brand awareness in the global market. Customers are able to generate effective communication strategies for customer interrelations. 
Better marketing activities and promotional activities: It was highlighted through the study that the focus of ZARA is linked to the attraction of a female customer base in the market. Further analysis needs to be carried out while focusing towards sustainability. The future market has identified the need for sustainability and sustainable fashion. The shift of ZARA should highlight the appreciation of the same in improving customer values. In the initial stage, ZARA has highlighted the effective, sustainable improvement in the system. However, it is not effective in linking to the future values in the market. The strategies developed by the organisation need to be more strategic in aligning with the rapid changes in customer values identified in the global market. The promotion of green factors through digital marketing strategies by ZARA will aim at the creation of a positive customer experience linked towards long-term development. Boosting the brand values of ZARA in the competitive forces in a reliable source that helps in long-term stability within the fluctuating market. In such cases, the promotional approaches of the organisation can take a positive form in supporting the needs of environmentally conscious customers to purchase the process by ZARA.
[bookmark: _Toc165046941]5.4 Limitations of the Study
The development of the study could have been considered in the global market to analyse the operations of ZARA through digital attributes. The secondary data has supported the views of the researcher in improving the study scope but failed to gather the latest and first-hand data. The application of primary data enabled the researcher to carry out the study in the preferred manner. The development of research instruments and data collection would have been developed as per self-choice. The time limitation has restricted the views of the researcher to certain areas. Further analysis of the topic could have highlighted effective areas linked to digital marketing strategies by ZARA in contributing towards the purchase decisions. The financial budget highlighted limitations that have led to the creation of restrictions for further analysis of the topic. The development of modern marketing strategies by ZARA for revenue generation in the competitive forces was not considered. 
[bookmark: _Toc165046942]5.5 Future Scope of the Study
The researcher was able to identify the future scope of the study that could be carried out in further study. The researcher has identified that the topic needs to be exploited to the potential levels and highlights certain factors that can be met in the long run. The development of the study could have been considered through new fashion entrants in the UK market. The operations of ZARA are considered in the global market. The comparative analysis of the two nations and identification of digital marketing strategies could have been better. It would have revealed an overview that links towards the customer attraction. The comparative study helps in the identification of key strategies developed by the organisations. It highlights effective stages considered within the management in customer attraction through digital marketing in step-wise analysis. Sustainability strategies by ZARA in marketing factors will be considered. 
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1. How often do you encounter ZARA's digital marketing campaigns?

20 responses

@ Daily
@ Weekly
@ Monthly
@ Rarely
@ Never
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2. Which digital marketing channel most frequently exposes you to ZARA's campaigns?

20 responses

@ Social media (Facebook, Instagram,
Twitter)

@ Email newsletters

@ Online advertisements
@ Influencer collaborations
@ None of the above
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3. How would you rate the creativity of ZARA's digital advertisements?

20 responses

@ Very creative

@ Somewhat creative
@ Neutral

@ Not very creative
@ Not creative at all
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4. Have ZARA's digital marketing campaigns increased your awareness of their new products?
20 responses

® Yes
® No
©® Maybe
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5. To what extent do you agree that digital marketing has improved your overall perception of

ZARA?

20 responses

@ Strongly disagree
@ Disagree

@® Neutral

@ Agree

@ Strongly agree
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6. How often do digital campaigns influence your decision to check ZARA products online or
in-store?
20 responses

@ Always
@ Sometimes
@® Never
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7. When you see a ZARA digital advertisement, how likely are you to share it with others?

20 responses

@ Very likely

@ Somewhat likely
@ Neutral

@ Unlikely

@ Very unlikely
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8. What aspect of ZARA's digital marketing campaigns do you find most appealing?

20 responses

@ Product visuals

@ Promotional offers

@ Customer testimonials
@ Eco-friendly initiatives
@ None of the above
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1. How often do you encounter ZARA's digital marketing campaigns?
20 responses

@ Daily
@ Weekly
@ Monthly
@ Rarely
@ Never
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9. How does digital marketing affect your understanding of ZARA as a brand?

20 responses

@ Greatly enhances understanding

@ Moderately enhances understanding
@ Slightly enhances understanding

@ No impact

@ Reduces understanding
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10. Which factor most influences your decision to purchase ZARA products after viewing digital

marketing?

20 responses

@ Product quality highlighted in ads
@ Price promotions

@ Brand reputation

@ Peer recommendations

@ None of the above
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11. How relevant do you find the content of ZARA's digital marketing to your interests and needs?

20 responses

@ Highly relevant

@ Moderately relevant
© Slightly relevant

@ Not relevant

@ Not relevant at all
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12. Following exposure to ZARA's digital marketing, how quickly are you likely to make a purchase?

20 responses

@ Immediately

@ Within a few days
@ Within a week

@ Within a month

@ | do not purchase based on digital
marketing
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13. How effective do you believe ZARA's digital marketing is in standing out against competitors?

20 responses

@ Very effective

@ Somewhat effective
@ Neutral

@ Somewhat ineffective
@ Very ineffective
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14. To what extent do you trust the information presented in ZARA's digital marketing campaigns?

20 responses

@ Completely trust
@ Mostly trust

@ Somewhat trust

@ Seldom trust

@ Do not trust at all
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15. Overall, how has digital marketing influenced your loyalty to the ZARA brand?

20 responses

@ Significantly increased loyalty
@ Moderately increased loyalty
@ No change

@ Moderately decreased loyalty
@ Significantly decreased loyalty
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2. Which digital marketing channel most frequently exposes you to ZARA's campaigns?
20 responses

@ Social media (Facebook, Instagram,
Twitter)
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@ Online advertisements
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3. How would you rate the creativity of ZARA's digital advertisements?
20 responses

@ Very creative
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4. Have ZARA's digital marketing campaigns increased your awareness of their new products?
20 responses

® Yes
® No
©® Maybe
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5. To what extent do you agree that digital marketing has improved your overall perception of

ZARA?

20 responses

@ Strongly disagree
@ Disagree

@ Neutral

@ Agree
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6. How often do digital campaigns influence your decision to check ZARA products online or
in-store?
20 responses

@ Always
@ Sometimes
@ Never
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