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[bookmark: _Toc503393906]Background of the Organization, Products and Target Market
Zara is among the best known names in the global fashion industry market. The company was established in the year of 1957 by Rosalia Mera and Amancio Ortega. Zara is considered to be among the world’s largest or biggest retailer or fashion apparels and is a prominent name in the fashion clothing industry market. The fashion group of Zara has its own brands some of them are Zara Home, Stradivarius, Massimo Dutti, Bershka and others. At present the organization has its stores over 2000 locations across the globe. In this report the product line of Zara considering the new winter clothing apparels and accessories will be considered. Zara is known to be among the top fashion brands in the world. This results in the organization implementing high or premium pricing for their clothing lines and accessories. Therefore the selected segments of customers of Zara belong to the niche customer segments having exquisite fashion choices and high spending power or capability. The following report will analyze in details in branding strategies of Zara along with management of customer end to end journey along with enhancement of customer services and sustain ability in the stakeholder relations. 
[bookmark: _Toc503393907]Strategies for Brand Marketing
In terms of the launch of the new range of winter fashion clothing, brand marketing is necessary for the organization of Zara (Baker, 2014). This can be achieved through application of the marketing mix, which has been explained in details in the following section of the report;
                    
                                                     Fig: Marketing Mix (source: self)
Products:
Zara is seen to be highly effective and efficient in the context of developing products and services that fulfil the trends and expectations of their targeted customer segments in the global market. In addition the products and services offered by Zara are highly differentiated from that of the competitors in the concerned industry market. The organization is also capable of introducing high product innovations which makes their clothes highly desirable in the fashion clothing industry market across the globe (Huang, 2014). Therefore the winter line of fashion clothing has been introduced by the organization aligned with the modern ay customer needs and requirements. These requirements or trends of the market are seen to be effectively identified through a detailed and in depth market research. The new product and services are expected to cater to the modern fashion trends and demands of the customers in the global fashion industry market. 
Price:
Now considering the perspective of pricing, Zara usually implements a high or premium pricing of the products and services. This specific strategy of premium pricing is justified, when considering the premium and differentiated quality of the products and services offered by the respective organization. The presence of high research and development enables Zara to implement product innovation which justifies the pricing of the products in the market. IN this addition as majority of the targeted customers of Zara belongs to the niche segments of customers the premium pricing strategy is correctly justified. 
Place: 
Considering the perspective of place, Zara has a well developed strategy or approach. The presence of retail stores and outlets across different markets makes it possible for the organization to carer to the convenience of the buyers. The buyers and customers can easily avail the products of Zara by visiting the well developed and equipped retail stores and outlets. In addition Zara also facilitates buying of their products through online retailing so that better customer convenience is achieved.. This helps the organization in making the Products readily available in the market. 
Promotion:
In the perspective of branding, promotion is said to be playing a crucial role. Therefore the organization focuses upon innovative marketing approaches that can help in better brand or the product awareness in the respective industry market. Therefore Zara utilizes the availability of the digital technology for their marketing and promotions. The use of social media in this context is seen to be done extensively. Social media offers the organization with the advantage of using an innovative marketing platform that can help Zara to connect with widespread audiences in the fashion industry market without the presence of any specific geographic boundaries or limitations. Some of the platforms of social media that is seen to be utilized by the organization include the following;
· Facebook: Through Facebook the organization can connect to wider and diverse audiences without the constraint of the geographical limitations. This can help Zara in promoting their products among a wider customer base or audiences leading better brand and product positioning in the concerned market of their operations. Valuable customer feedbacks can also be collected which can be later used for enhancement of respective products (Chaffey, 2012). 
· Twitter: By the use of Twitter the organization can post valuable product and services updates in form of tweets which can lead to product branding and promotions among a larger customer segment in the global market. This can help in improved positioning of the brand image among the targeted customers. 
· YouTube: The product ranges are exhibited through posting of videos in YouTube that enables the marketing of the products among millions of viewers or audiences worldwide resulting in better product marketing and branding. In addition promotional videos in terms of celebrity endorsements can be posted for attracting the attention of the respective buyers and customers. 
[bookmark: _Toc503393908]Critical Success Factors (CSF)
The critical success factors add to the overall competitive advantage of Zara in their global business operations and activities in the fashion clothing industry market. The major critical success factors for the organization have been discussed in details as below;
· The organization of Zara is well capable of high product innovation that enables the organization in developing and offering of best and premium clothing lines to the customers, In addition the high product development enables the organization to differentiate their products from that of their other competitors in the market. The strong research and development resources enable the organization to cater to the changing preferences and trends of the customers through effective product innovation. In addition the quality control measures also ensure that the products and services delivered to the customers are of the highest and exquisite quality of fabric and design. 
· The innovative and string branding and advertisements campaigns of Zara also enables the organization to achieve a high competitive advantage in the market. The strong and highly differentiated marketing and branding capabilities helps the organization in positioning their products among the niche buyers in the market. IN addition high celebrity endorsements also help Zara in attracting the attention of the customers towards their services and products (Nicoletti, 2017).
· In addition to this the presence of a well established and strong network of distribution helps the organization in making their products widely available in the global market, which is among the major critical success factors (CSF) for the organization of Zara. This also leads to a specific competitive advantage in the concerned market. 

[bookmark: _Toc503393909]Customer End to End Journey Analysis
The popularity and brand image of Zara in the global fashion clothing industry market, is well dependent upon the effective management and handling of the customer end to end journey. Through a proper and well maintained customer end to end journey, the organization can fulfil the demands and expectations of the customers. The customer end to end journey is managed by the organization of Zara through implementation of the following discussed approaches;
· The presence of a strong and well developed distribution networks and channels across the global markets benefits Zara in having a well defined customer end to end journey. Through the efficiency of the distribution network, it is possible for the organization to deliver the products and services across the concerned markets thereby striking a proper balance among the overall demand and supply needs of the market. This makes it easier for the customers or buyers to avail or access the products and services delivered by the organization. 
· The strategic approach of establishment of retail stores also helps the organization of Zara in management of the customer end to journeys. The organization is capable of setting of high fashion retail stores across different markets (Siu, 2016). All of the stores are highly equipped and offers the buyers or customers with a comfortable shopping environment. In addition the stores of Zara have well qualified and skilled personnel that can help in answering to the customer queries and offer the respective customers or buyers with the highest possible qualities of services and support. This in turn enables the organization to fulfil or satisfy the customer needs and expectations thus enabling the accomplishment of proper customer end to end journey.
· The success in respect to management of customer end to end journey of Zara is also attributed to the delivery of higher quality of services and the products being able to deliver the best value for money to the customers or buyers in the market. In addition the organization is also seen to be highly successful in their quality control measures and strategies which highly ensure that best products and service qualities are offered or delivered to the customers or buyers in the respective markets. Through integrating the respective buyers as core of their business model also helps the organization n ensuring that best possible products and services are offered for fulfilment of customer satisfaction. This helps in proper value and management of the customer end to end journey.
· Lastly, the proper customer end to end journey of Zara is also driven through the presence of properly defined and managed customer support and service networks. The integration of the customer relationship management (CRM) framework enables the respective organization to offer better support and facilities in addition to obtaining of valuable customer feedbacks or complaints which can be later mitigated through better offering of products and services. This results in proper management of the customer end to end journey. 
[bookmark: _Toc503393910]Enhancement f Customer Support and Services
The development of the brand image and awareness in the concerned market is also dependent upon the levels of customer services and support offered by Zara for accomplishment of better levels of customer satisfaction. Therefore the organization of Zara is seen to be focused upon making valid improvements to their customer support and services, so that the demands or needs of the customers can be properly fulfilled. The enhancement of customer support and services can be done once the deficient or gap in the current services can be achieved or identified. This is done by implementation he GAP model of service quality which has been discussed in details in the following sections of the report;
[image: Image result for gap model of service quality]
                 Fig: GAP Model of Service Quality (source: mindtools.com)
As depicted in the above figure, the implementation of GAP model can help the organization of Zara in identification of five specific service gaps the improvement of which can lead to better customer support and services. These specific gaps have been discussed in details as below;
Gap1:
There exists a high service gap considering the actual customer expectations and the perceptions that the managers have regarding the expectations of the customers. This results in the customer services being incapable of fulfilling the customer expectations and the requirements. This gap can be effectively addressed by the organization of Zara through initiation of detailed customer surveys and market researches. This can help in determination of actual customer satisfaction, so that the products and services can be aligned as per the actual customer requirements and demands. 
Gap 2:
This specific gap is seen to occur due to the overall differences in management awareness or knowledge and the actual stipulations that concern the experiences of the buyers or customers in the concerned market. In relation to this aspect, the organization of Zara is seen to be effectively responding by implementation of specific approaches (Peter, 2011). These approaches must carefully ensure that the services or the support delivered to buyers or customers as per the promise or the standards issued by the brand of Zara in the fashion industry market. Delivering of actual brand promise can help the organization in achieving improved satisfaction among the respective buyers and customers in the market. 
Gap 3:
As identified from the figure the gap is seen to precisely exist considering the different specifications regarding the experiences of the customers from the brand and the precise experiences of the buyer or customer segments. This can be identified by Zara by analysis of the present buyer experiences from the brand and how it lacks the expected quality of services and specifications. The identified gaps can then be mitigated by the respective organization through offering of better support for improved customer experiences and satisfaction. This can lead to improvement in the overall facilitates and services to the segments of customers and buyers. 
Gap 4:
As analyzed from the figure showcased above, the gap is seen to develop due to the delivering of the precise or actual experiences of the buyers and customers to that of the services and experiences which have been significantly communicated or promoted among the concerned customer or buyer segments in the respective market. Thus to reduce this specific gap, it is needed for the organization of Zara, to refrain from any sort of marketing and promotional activities that are seen to be exaggerating the product and service benefits to the customers. IN this context, the organization must refrain from making false product and services impressions on the customer mindsets. On the other hand, the services and products must be precisely marketed and the promoted services must be offered to achieve positive customer perceptions towards the respective brand. 
Gap 5:
As identified from the figure above the specific gap is said to be arising due to the differences among the customer perceptions regarding the products and services experiences and the actual expectations that the customers or buyers in the market has from the services and products. Now for addressing this specific gap research and market surveys must be effectively initiated in proper schedules or routines once the delivery of services and products to the customers have been completed. This will help the organization to effectively identify the gaps and implement proper measures so that the customer expectations can be precisely fulfilled (Dabholkar, 2015.). 

[bookmark: _Toc503393911]Enhancing the Awareness of Brand
In order to achieve high success in relation to promotions and branding Zara emphasizes upon application of the AIDA framework for obtaining of higher success rates. This helps the organization in generating higher awareness among their targeted customer segments in the global market relating to launch of new winter fashion clothing and accessories. Therefore the proper utilization of AIDA framework also aids Zara in achieving substantial improvements considering the brand awareness and the equity and sales relating to their services and products. The four specific stages of AIDA framework have been discussed in details as below;
Attention
This phase focuses upon Zara attracting the buyer attentions towards the products and services. This can be accomplished by the organization of Zara through development and implementation of innovative and well structured marketing strategies and approaches. Thus the organization must make proper use and implementation of the different platforms on social media which can result in obtaining of higher customer reach and attention in relation to global markets of business activities and operations. 
Interest
This phase revolves around the engagement of Zara with their customer segments in the respective market. This can help the organization is fostering of better interests from the customers through the optimal use of the available platforms on social media. The promotion and branding by using social media technology can help in creation of high customer interests or buzz regarding the launch of new line of winter fashion clothing in the market. Thus better success and results can be obtained in terms of branding and promotions of the respective products and services (Budiawan, 2017). 
Desire
Zara must focus upon developing higher desires among the concerned buyers or customers in the market. This can be achieved by motivating the targeted customer segments towards buying r purchasing from the newly launched products and services in the market. This can be achieved by lining of product categories as per the market and customer demands along with conveying the product benefits to the concerned customer segments in the respective market. 
Action 
In this specific phase, the focus of Zara ,must be upon motivating or urging the customers for buying from their newly launched products and services. This can be obtained by the organization through offering of attractive product offers or seasonal discounts, customer membership opportunities and other seasonal gifts or lucky draws. This can help the organization in transforming the specific buyer or customer decisions for purchasing into proper action that can lead to higher fostering of revenues and sales for the organization. 
[image: Image result for AIDA]
                                     Fig: AIDA Framework (source: marketing.com)
[bookmark: _Toc503393912]Stakeholder Relations and Sustainability 
In relation to the highly competitive fashion industry market, the sustainability and growth of the organization of ZARA is largely dependent upon the overall relations of the organizations with the concerned stakeholders. Thus there is a necessity for Zara to be proficient enough in fulfilling their designated roles and responsibilities towards the concerned group of stakeholders that can help in catering to the stakeholder demands and expectations. The overall sustainability in regards to the stakeholders’ relations for the organization has been expressed in details in the following section of the report;
Suppliers
The suppliers are among the important stakeholders for the organization of Zara. Zara is seen to be heavily dependent upon their respective suppliers for the delivering of different raw, materials that are required for developing of their products and services. In addition the cost of switching of suppliers in the fashion industry market is also relatively high (Carroll, 2014). Thus Zara focuses upon development a highly reliable and sustainable network of suppliers that can help in development of long supplier relations. The demands of the suppliers are properly fulfilled along with maintaining the consistency in payments. This benefits Zara in terms of maintaining the supply and demand chain networks for better business sustainability. 
Customers
The customers are among the core stakeholders for Zara. In this context, the core customer centric strategy helps the organization in offering the customer with superior quality of products and services as demanded. This is achieved through high product and service innovation so that the customer demands or expectations can be properly met or fulfilled. In addition the organization also fosters high communication with the customer or buyers in the market, resulting in longer termed customer or buyer relations (Scott, 2016).
Employees
The business growth and performance of Zara is largely dependent upon their staffs and employees. Thus to achieve a sustainable relations with their employees and reduce the issues of employee burnout, turnover and absenteeism, the organization is seen to be cater to the employee needs and demands. The demands are seen to be fulfilled through offering of high fringe benefits, opportunities for career development, incentives and others. This helps the organization in keeping the motivation of the workforce high and obtains better productivity at work. 
Creditors and Investors
In order to maintain proper investor relations, Zara is seen to be offering the investors with access to their financial information and performance statistics. In addition proper return on investments (ROI) is also given to the concerned investors. This helps Zara in developing highly sustainability in relations with the investors that can foster future investor opportunities for the organization. 
Society
The organization fulfils their responsibility towards the society by facilitating the community and society growth and development through well implemented corporate social responsibility (CSR) initiatives. In addition green supply chain strategies are also adopted by the organization so as to mitigate the harmful impacts of their business activities on the respective environment. 
Government
The organization of Zara is seen to be effectively complying with all the necessary rules and regulations of the concerned government along with maintaining of sustainable relations with the government bodies or agencies in relation to the concerned market of their business activities. 

                                    Fig: Stakeholder Relations (source: self)
[bookmark: _Toc503393913]Conclusion 
The above report has been successful in analysis and identification of the innovation considering the marketing approaches or the specific strategies applied by Zara considering the introduction of their new line of products and services into the global market. The overall end to end customer journey, the customer services and the sustainability in stakeholder relations have also been vividly discussed and analyzed in the above report. 
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Attention (Awareness): attract the
@ attention of the customer.
Interest: raise customer interest by
© focusing on demonstrating advantages and
benefits.

Desire: convince customers that they want and
desire the product or service and that it will
satisfy their needs.

@ Action: lead customers towards taking action
and/or purchasing.




