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INTRODUCTION
Marketing management is defined as thoughtful planning, effective execution, and effective management of all business-related marketing and promotion-related activities. Accomplishing the company's marketing goals and increasing sales and profits, entails analysing, planning, and putting into practice marketing strategies and methods (Mele, et al., 2021). The respective report is based on the chosen firm Zara which is Global apparel retailer and is renowned for its fast-fashion business strategy and distinctive merchandising strategy (Zara, 2023).
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Figure 1: Zara Headquarter

(Source: Zara, 2023)

It belongs to the Inditex Company, one of the biggest global companies for fashion retail with its main office in Arteijo, Spain. Amancio Ortega Gaona established Zara in 1974, and since then it has developed into a significant force in the worldwide fashion market. The report will briefly provide a detailed discussion on the innovative strategies of Zara for raising awareness of the brand and evaluation of customer journey across communication channels, theories such as the Keller model, marketing mix, customer journey, marketing mix of Zara, branding and brand equity, different promotional strategies (online and offline), touchpoints, and total engagement model. External and internal stakeholders of the selected brand along with a conclusion of the file.
INTERNAL AND EXTERNAL STAKEHOLDERS

Individuals or organisations that have a direct connection to Zara and participate in its daily operations and decision-making processes are referred to as internal stakeholders. These parties could include:

Internal stakeholders

· Employees: An important internal stakeholder group is Zara's workforce. This includes the management team, designers, production workers, sales representatives, and other personnel who assist with running the business (Seo and Suh, 2019). Implementing Zara's plans and providing clients with high-quality goods and services depends heavily on its workforce.

· Shareholders: The financial success of Inditex, the parent company of Zara, is very important to its shareholders, including both private and institutional investors. They may have an impact on decision-making through voting rights and expectations of financial returns since they are concerned with the company's profitability, growth potential, and return on investment (Allam, et al., 2020).

· Management: The management group of Zara, which consists of senior managers and top executives, oversees establishing the company's strategic direction, making operational choices, and supervising daily operations. They are essential to the success of the business and the creation of profit for shareholders.

External stakeholders

· Government and regulatory bodies: In many nations, Zara is governed by a variety of laws and regulations, including those about trade, employment, the environment, and taxation. Government and regulatory agencies may have an impact on Zara's business operations through compliance needs, licenses, and permits, as well as through modifications to laws that apply to the retail sector (Sitaro, 2020).

· Communities and society: Local communities may be impacted by Zara's operations in terms of social and environmental factors like employment opportunities, environmental sustainability, and community development (Bauer, 2021).  Through corporate social responsibility (CSR) programmes, charity, and sustainability projects, Zara may interact with communities and society.

DISCUSSION OF THE PROMOTIONAL STRATRGIES OF ZARA

Global fashion retailer Zara, recognised for its fast-fashion business strategy, uses a variety of online and offline advertising tactics to raise awareness, spark interest, and boost sales. Let's go into greater detail about a few of these tactics:

Online promotional strategies

· Social media marketing: On social media sites like Instagram, Facebook, Twitter, and Pinterest, Zara actively engages with its audience by posting photographs of its newest collections, behind-the-scenes peeks, and style inspirations. For audience engagement and brand awareness, Zara also makes use of influencer collaborations and user-generated content (Lee, et al., 2021).

· Email marketing: With the help of a strong email marketing strategy, Zara regularly distributes newsletters to its subscribers with information about sales, new arrivals, and special deals. This encourages recurring business by keeping customers up to date on the latest products.

Offline strategies

· In-store merchandising: The layouts and displays of Zara's brick-and-mortar stores are renowned for their aesthetic appeal (Jha and Veeramani, 2021). A visually appealing and immersive shopping experience is created by Zara using eye-catching window displays, in-store signage, and beautiful product placements to entice shoppers to explore and make purchases.

· Print advertising: To exhibit its most recent collections and advance its brand image, Zara also uses print advertising in newspapers, magazines, and other media. Print advertisements frequently include excellent photography and simple layouts that complement Zara's style.

BRANDING AND BRAND EQUITY OF ZARA

With its fast-fashion business approach and cutting-edge clothing designs, Zara is a well-known fashion company that has expanded its customer base significantly. The brand equity and branding of the business have been key factors in its success. Let us take a closer look at Zara's branding and brand equity:

Branding

The process of developing and establishing a distinctive identity, image, and perception for a good, service, or business in the eyes of customers is known as branding (Mariutti and Giraldi, 2021). It entails developing a distinctive personality, image, and value proposition that sets a brand apart from its rivals and appeals to the target market. The brand name, logo, colours, typography, messaging, tone of voice, and overall visual and verbal communication are all included in branding.

The key elements of Zara branding

· Unique brand identity: The brand word "Zara" appears in large, uppercase characters on Zara's emblem, which sums up the company's distinctive brand identity. The brand's modern and minimalist approach to fashion is represented by the logo, which is straightforward but recognisable (Chen, 2022).

· Consistent brand image: All of Zara's marketing tools, such as its website, advertising campaigns, and in-store displays, maintain a consistent brand image. With its target market of fashion-conscious young adults, the brand image communicates a feeling of style, innovation, and affordability (Shiratori et al., 2021).

Brand equity

The intangible value that a brand has in consumers' thoughts is referred to as brand equity. Due to several variables, Zara has developed significant brand equity those are discussed below:

· Brand awareness: With millions of people all around the world knowing its name, Zara has attained a remarkable degree of brand awareness (Duoyan, 2021).  Its worldwide notoriety is a result of the brand's intensive marketing initiatives, which include its advertising campaigns, social media presence, and celebrity endorsements.

· Brand association: The fast-fashion company Zara is renowned for its distinctive line of clothing, reasonable prices, and little overhead. With its target market of fashion-conscious consumers, the brand is synonymous with modernism, innovation, and trendiness.

· Brand loyalty: Due to its tremendous brand equity, Zara has a devoted client base that frequents its locations. Customers frequently grow devoted to Zara as a result of their faith in the company's quality, style, and price, which leads to repeat purchases and brand advocacy.

KELLER’S BRAND EQUITY MODEL OF ZARA

The Customer-Based Brand Equity (CBBE) model, also known as Keller's Brand Equity Model, offers a framework for comprehending how consumers view and react to a brand. Let us examine Zara's position under Keller's Brand Equity Model:
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Figure 2: Keller Brand Equity Model

(Source: Medium, 2019)

· Brand Resonance: The highest level of brand equity, known as brand resonance, captures consumers' intense emotional attachment to and brand loyalty. Due to the frequent development of brand loyalty among its clients, Zara has attained a high level of brand resonance. A sense of excitement and exclusivity is created by Zara's distinctive shopping experience, which includes often changing designs, limited availability, and a sense of urgency, further boosting brand resonance.

· Brand Judgements: Brand judgements are the opinions and assessments of a brand by consumers. The perceived quality, fashionable designs, and reasonable costs of Zara contribute to the brand's overall favourable perceptions (González-Padilla and Zori, 2021). Despite the brand's emphasis on rapid fashion, consumers believe the products to be of high quality and trust the brand. Customer contentment, loyalty, and repeat purchases are indicators of how strongly Zara's brand is perceived.

· Brand Imagery: Brand imagery pertains to a brand's abstract and sentimental elements. Modern, simple, and fashionable dress is a defining feature of the Zara brand image. With its target market of fashion-conscious young adults, the brand relates to a sense of style, innovation, and affordability. Through its marketing materials, store designs, and customer interactions, Zara continually portrays its brand image, which shapes consumers' emotional relationships with the brand.

· Brand performance: Customers' perceptions of a brand's product and service features are referred to as brand performance. Despite its focus on fast fashion, Zara is renowned for providing fashionable clothing that is of high quality. The company's focus on quality, innovation, and fashion trends resonates with its target market, and it has established a reputation for upholding these promises, which has a favourable effect on its brand performance.

· Brand Salience: The awareness and identification of a brand are referred to as brand salience. Given that it is well-known for its fast-fashion business strategy, stylish clothing designs, and reasonable costs, Zara has a high level of brand salience. The brand has made significant marketing investments, which have boosted its brand salience. These include advertising campaigns, social media presence, and celebrity endorsements.

Finally, because Zara has a strong brand salience, positive brand performance, distinctive brand imagery, favourable brand judgments, and high brand resonance, its brand equity is consistent with Keller's Brand Equity Model. The brand has a significant brand equity and customer-based brand equity as a result of its emphasis on fashion trends, innovation, quality, affordability, and a distinctive shopping experience, making Zara a well-known and regarded fashion brand on a global scale.

Advantages and Disadvantages of the Keller Brand Equity Model

Advantages

· Strategic brand management: A strategic framework for managing brand equity is offered by Keller's Brand Equity Model. This model can be used by selected brands to direct their brand management initiatives and coordinate their brand-building initiatives with the desired brand positioning and image (Sarker, et al., 2021). The model aids the chosen firm in comprehending the various aspects of brand equity as well as the factors that influence customer-based brand equity, enabling the brand to make wise choices regarding its marketing plans, communication methods, and customer experiences.

· Customer focus: Understanding how consumers feel and react to a brand is crucial, according to Keller's Brand Equity Model. This model can help Zara understand how its target market views its brand and how to enhance both consumer perceptions and brand performance (West, et al., 2020). Understanding the requirements, interests, and behaviours of its customers allows the undertaken entity to focus its marketing efforts on building a stronger emotional bond and resonance with them, which in turn fosters more brand advocacy and loyalty.

Disadvantages

· Complex: The respective model is an intricate framework with many variables and subjective evaluations of consumer perceptions and reactions. The respective firm may find it difficult to put the concept into practice and measure every aspect of it because it calls for a lot of investigation, data gathering, and analysis.

· Dynamic and evolving: Due to numerous internal and external causes, brand equity is not constant and subject to change over time. The dynamic character of brand equity and the requirement for ongoing monitoring and adaptation are not entirely taken into account by Keller's Brand Equity Model (Chunling, 2020). To preserve and build upon its brand equity, Zara must continually adapt its brand strategies following the shifting market dynamics, consumer preferences, and competitive landscape.

CUSTOMER JOURNEY CONCEPT AND ITS STAGES

The different phases that a customer experiences when interacting with a brand or choosing a product are referred to as the customer journey (Palazón, et al., 2022). It includes everything a customer encounters with a brand, from first exposure through interactions after a purchase. The stages are discussed as follows:
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Figure 3: Customer Journey Map

(Source: Decision Link, 2022)

· Awareness: The different phases that a customer experiences when interacting with a brand or choosing a product are referred to as the customer journey. It includes everything a customer encounters with a brand, from first exposure through interactions after a purchase.

· Consideration: Customers who are familiar with a brand may then move on to the consideration stage when they assess several options and contrast alternatives. To ascertain whether the brand satisfies their requirements and preferences, they may analyse product features, costs, ratings, and other details.

· Purchase: Customers may decide to make a purchase and finish a transaction with the brand after weighing their options. The real purchasing procedure, including product selection, payment, and confirmation, happens during this step.

· Post-purchase: Customers move into the post-buy phase after placing an order, during which they evaluate their interaction with and satisfaction with the brand. This phase takes into account elements like product quality, client happiness, and the whole brand experience. Bad post-purchase encounters might result in consumer discontent and potential churn, whereas positive post-purchase experiences can foster client commitment and support.

· Loyalty and advocacy: At this stage, satisfied consumers could develop brand loyalty, completing additional buying decisions and promoting the company to others. Loyal customers can become brand promoters by sharing positive brand content on social media, via reviews, and through referrals, which may bring in new clients and enhance the company's standing.

Strengths and Weaknesses of Customer Journey

Strengths

· Improved customer experience: Personalized product recommendations, a simple online checkout procedure, or attentive customer care are just a few examples of touchpoints that may be identified and optimized with the aid of a customer journey map. These efficient touchpoints can improve client retention and repeat business by increasing their satisfaction, loyalty, and advocacy (Pradies, et al., 2021).
· Better customer engagement: A customer journey map can assist in identifying the touchpoints, such as social media conversations, in-store visits, or post-purchase follow-ups that engage customers the most. Zara can improve consumer engagement, create customer connections, and increase customer loyalty by utilising these touchpoints efficiently.

Weaknesses

· Complex and dynamic: Customers may connect with several touchpoints through a variety of channels and platforms during their customer journeys, which can be dynamic and complex. It may be time-consuming and resource-intensive to map the customer journey for Zara because it will likely involve substantial research, analysis, and updates to take changing touchpoints and changing customer behaviour into consideration.
CUSTOMER TOUCH POINTS AND THEIR TYPES

The multiple interactions and points of contact that customers have with a brand throughout their customer journey are referred to as customer touchpoints. These touchpoints can happen before, during, or after a transaction, and they can have an impact on how the customer feels about the brand. Customer touchpoints for the well-known fashion retailer Zara may be divided into three categories: pre-buy touchpoints, purchase touchpoints, and post-purchase touchpoints.

· Pre-Purchase: All the contacts that clients experience with Zara during the awareness and contemplation stages of their customer journey are included in these touchpoints, which take place before they make a purchase. Pre-purchase touchpoints for Zara such as advertising or marketing campaigns, website, online browsing, and more (Salvietti, et al., 2021).
· Purchase touchpoints: When customers are transacting with Zara, these touchpoints take place throughout the actual purchase process. For Zara, several instances of buying touchpoints include point of sale, online purchase process, and more. 
· Post-purchase touchpoints: All the contacts clients have with Zara following purchase are considered as part of these touchpoints, which take place after the customer has completed a purchase and are used to gauge customer happiness. For Zara, some instances of post-purchase touchpoints involve product usage and user experience, reviews, feedback and more. 
To provide a satisfying and consistent customer experience throughout the whole customer journey, Zara must fully comprehend and effectively manage these various touchpoints. By providing top-notch customer service at every touchpoint, Zara can increase customer loyalty and advocacy while enhancing its brand reputation in the cutthroat fashion retail market.

IMPORTANCE OF THE TOTAL ENGAGEMENT MODEL OF ZARA
Through multiple touchpoints along the customer journey, the Total Engagement Model focuses on increasing customer engagement. The Total Engagement Model can be used in the context of Zara, a top global fashion retailer, to develop a comprehensive and integrated strategy to engage customers at every stage of their shopping experience.

· Pre-purchase engagement: Using a variety of touchpoints, including social media sites, email newsletters, website content, and digital advertising, Zara can connect customers even before they make a purchase (My total retail, 2022). To draw customers in, pique their interest, and nudge them towards exploring Zara's services and products, the retailer can develop compelling content, promotions, and personalized offers.
· Purchase engagement: By offering a seamless and convenient online and in-store buying experience, Zara can maximize the purchase touchpoint. This can include a user-friendly website, a quick checkout, a variety of payment methods, and speedy order fulfilment and shipping. 

· Post-purchase engagement: Via post-buy touchpoints, Zara may keep in touch with clients after they have made a purchase. Order confirmation emails, shipment updates, individualized suggestions for subsequent purchases, and post-purchase follow-ups to gather feedback or address any difficulties can all be a part of this.

The Total Engagement Model for Zara strives to develop solid client relationships, foster customer loyalty, and ultimately increase sales and revenue by delivering a seamless and consistent consumer experience across many touchpoints, both online and offline. Zara can adapt its offers, create unique experiences that resonate with customers, and differentiate the brand in a crowded market for fashion retail by understanding the preferences, requirements, and behaviours of each customer at each touchpoint. By doing this, Zara can optimise its engagement strategy.

RECOMMENDATIONS IN TERMS OF NEW TOUCH POINTS OF ZARA

Some of the recommendations about the new touch points of Zara are stated as follows:

· Mobile App: Customers can have a simple and seamless buying experience by creating a user-friendly and feature-rich mobile app. Personalized product recommendations, simple browsing and filtering choices, quick checkout, and order tracking features are some of the features the app can provide.

· Virtual Styling: Offering customers individualised fashion guidance and recommendations with virtual styling services. This can be done by offering clients personalized style advice based on their tastes, body type, and occasion through virtual styling sessions delivered via video calls or chatbots.
CUSTOMER JOURNEY ACROSS COMMUNICATION CHANNELS

Numerous touchpoints may be encountered during a customer's journey across Zara's communication channels and during their interactions with the company. Here is a general overview of the consumer experience with Zara across all its communication channels:

· Social media: Social media posts from Zara may be seen by customers on websites like Instagram, Facebook, Twitter, and Pinterest. Updates on new collections, sales, and fashion inspections may be included in these blogs. Customers can interact with these posts by favouriting, sharing, and commenting on them. They can also click on links to Zara's website to learn more or to make a purchase.

· Website: Customers can browse and buy products on Zara's website, which serves as a vital communication channel. Customers can browse product categories on the Zara website, examine comprehensive product information, add items to their carts, and then check out to complete their transactions. For additional assistance, the website may additionally provide features like sizing guidance, client feedback, and live chat support.

· Mobile App: Customers can browse and buy things using the Zara mobile app as another means of communication. For a seamless mobile shopping experience, the app might provide features like personalized suggestions, saved wish lists, and simple checkout options.

· Customer service: Customers can get assistance with their orders, returns, or questions through Zara's customer service channels, which include phone, email, and chat support. Customers can use these channels to contact Zara's customer support staff for assistance, and the team may react and offer a solution.

It's crucial to remember that each unique customer may have a different specific customer journey across communication channels, and customers may interact with multiple channels at different points of their journey. The engagement of customers, the dissemination of information, the facilitation of transactions, and the provision of customer support through Zara's communication channels are critical components of the overall customer experience and brand perception.

n market societies economic exchange requires the existence and enforcement of rules that 
the market cannot generate itself. Although the dimensions and limits of state intervention 

have always been a matter of debate, it is indisputable that certain rules need to be 

implemented for an economy to function properly and contribute to the common good. 

Consequently, many theories of society assume that these rules will be created and enforced 
by national states. In this scenario, the state determines formal regulations and delineates the 

sphere of private freedom within which individual citizens and private businesses are entitled 

to conclude contracts and pursue their private interests.

CONCLUSION
The mentioned report has benefitted in concluding that Zara's excellent branding and efficient marketing tactics are responsible for its success in the fashion sector. From awareness to post-purchase, the Total Engagement Model has been important in retaining customers' interest. With the use of the customer journey map, Zara was able to pinpoint important touchpoints and modify their marketing strategies accordingly, which enhanced client happiness and loyalty. Additionally, Zara has been able to establish a solid brand identity and keep a consistent message across all touchpoints thanks to Keller's methodology. Overall, Zara's marketing strategy has been crucial to the brand's success and ensuring that it continues to expand in the cutthroat fashion industry.
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