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[bookmark: _Toc158121837]CHAPTER 1: INTRODUCTION

0. [bookmark: _Toc158121838]Introduction 
A proper and effective advertisement strategy has helped organisations to interact with customers regularly, hence increasing consumer awareness related to the brand. Therefore, it plays an essential role in influencing customer buying intention by increasing awareness and attracting customers towards the brand (Al Khasawneh et al. 2023). Zara has been employing different advertising and promotion strategies to attract customers. However, the notable strategy of Zara includes its loyalty programs where it offers discounts and coupons to its customers (Zara, 2023). Hence, this research is focused on investigating how Zara’s loyalty programs affect the consumer intention to purchase their products. It explores different loyalty programs introduced by Zara and the way they affect their consumer intention.  
0. [bookmark: _Toc158121839]Background 
The loyalty program use has increased across different industries with notable influence on the retailing and fashion department stores. The memberships for loyalty programs have seen significant growth in recent times. However, fashion retailers have not traditionally relied on loyalty programs and hence the recent adoption by high-end fashion stores raises concerns about its compatibility with luxury retailing (Jones, 2016). Therefore, the research of Stathopoulou and Balabanis (2016) filled the gap by evaluating the effectiveness of LPs in luxury fashion retailing. Notably, the focus has shifted from reward magnitude to comprehensive evaluation of utilitarian, hedonic and symbolic benefits and their impact on relational outcomes such as trust and satisfaction (Gunawan, 2022). Therefore, it has been significant in guiding fashion retailers in the adoption of loyalty programs. 
In the UK, companies and brands spend billions on promotion in order to increase awareness, drive sales and boost competitive standing. In addition, the UK is the highest advertising market in Europe along with the leading advertising market all over the world. Based on Figure 1.2.1, it can be stated that the UK companies have spent almost 34.77 billion British pounds which has increased by almost 9% Compared to the previous years (Statista, 2023a). However, the study of Bara et al. (2021) emphasised that finding an appropriate advertising strategy that would significantly affect the consumers is crucial for these brands to make a significant contribution in attracting customers. 
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[bookmark: _x0z68awl7oj9]Figure 1.2.1:  Cost of advertisement in the UK
(Source: Statista, 2023a)
Zara loyalty programs provide an opportunity for retailers to earn points on every purchase and redeem them for discounts, personalised offers and early access to the sales. Furthermore, it provides the Zara VIP membership. In this, the individuals have to enjoy member only deals and promotions (Zara, 2023). This loyalty program provide Zara with the exclusive opportunity to succeed in the market and expand its customer reach. It has also increased its customer loyalty as well (Bonagas and Dang, 2022). Hence, the study attempts to evaluate the loyalty programs adopted by Zara and its influence on the overall consumer re-purchase intention (Witek and Wiesława Kuźniar, 2020). 
0. [bookmark: _Toc158121840]Problem Statement 
Zara has been operating in a market competitive environment where there are various fashion brands competing in the market. In this environment, it is necessary to maintain customer loyalty which ensures the repeat customers and customers attached with the brand for the long term (Duoyan, 2021). Furthermore, based on figure 1.2.2, it can be stated that in 2020, the net sales of Zara decreased slightly as compared to 2019 (Statista, 2023b).  Therefore, it requires a stringent strategy that can be beneficial for the organisation in the long run. The loyalty programs can provide Zara an opportunity to earn the customer loyalty and increase its repeat customers. Hence, it is critical to evaluate how this strategy can impact on the repurchase intention for such brands. While current literature provide significant evidences regarding the impact of different strategies on customer intention, however, there is lack of literature on the significance of loyalty programs. Hence, this study bridge the gap by advocating this aspect in the literature. 
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[bookmark: _mwr65uea1r9n]Figure 1.2.2: Key Financial Inditex
(Source: Statista, 2023b)
0. [bookmark: _Toc158121841]Research Aims and Objectives 
The purpose of this research is to investigate the impact of Zara’s loyalty programs on the customer repurchase intention. The specific objectives of the research are as follows:
1. To evaluate the Zara’s loyalty program and its perception among consumers. 
1. To identify how Zara’s loyalty program affect customer purchase intention.
1. To identify the impact of Zara’s loyalty program on the repurchase intention.
0. [bookmark: _Toc158121842] Research Questions 
1. What is the consumer perception about Zara’s loyalty program? 
1. How does Zara’s loyalty program affect customer purchase intention? 
1. What is the impact of Zara’s loyalty program on the repurchase intention? 
0. [bookmark: _Toc158121843]Research Rationale 
Advertisements and promotional strategies play a major role in terms of enhancing consumers' buying intent as it increases brand exposure and connection. However, changing customer purchasing behaviour due to changing international markets has become a significant issue in the marketing strategy of global brands (Mooij, 2019). The business market has also rapidly changed due to the pandemic and hence customer preferences have changed towards the brands. Based on Figure 1.4.1, it can be stated that purchasing behaviour has rapidly changed because of the uncertain situation of pandemic. In this regard, almost 90% of customers have preferred to purchase online (Statista, 2023c). Therefore, Zara need to have strong strategy for attracting its customers and retaining them for the long term. 
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[bookmark: _hrmizxewwavg]Figure 1.4.2: Zara sales have dropped
(Source: Statista, 2023e) 
The loyalty program has been introduced by Zara in an attempt to regain the customer trust and awareness. It has been indicated that the loyalty program of Zara allows for the membership for its customers where they can enjoy different deals and discounts (Zara, 2023). Hence, the strategy can help attract customers. Therefore, the current research is aimed to evaluate the impact of loyalty programs on the purchase intention.
0. [bookmark: _Toc158121844]Overview of Methods 
Diverse methods have been incorporated in order to successfully carry out the research to address the research objectives. The research has adopted a positivist research philosophy along with the descriptive research design in this research for knowledge development as well as to evaluate the variables related to the research. In addition, a deductive approach has been incorporated in this research to provide specific conclusions through data collection (Casula et al. 2021). The research followed the primary quantitative methods to analyse the impact of advertisement strategy of Zara to influence customer buying behaviour.  The data has been collected by making 25 close-ended and open-ended questions through surveys. The limitation has identified that due to using qualitative methods the study has lacked theoretical perspective in this research. 
0. [bookmark: _Toc158121845]Research Limitations 
Advertisement is a marketing strategy which helps to attract potential customers and motivates them to purchase products and services from the brand. As per the observation of Alsharif et al. (2022), an efficient advertisement strategy is essential because it helps businesses to increase customer awareness and engagement regarding the brand which enhances value and profitability.  The research is extremely significant because it analyses the in-depth background of the impact of Zara’s advertisement approach in terms of influencing customer purchasing intention. The research also analyses the issues which are faced by Zara in order to conduct advertisements as well as influence consumers' buying intent. In addition, it is important to analyse the importance of advertisement because it can contribute to a better understanding of the broader research area of Zara's marketing strategy effectively. Despite conducting real-time survey, this study, however, lacks opinion of managers. This could have been taken into consideration with inclusion of qualitative data collection method, interview.  
0. [bookmark: _Toc158121846]Structure of Dissertation 

[bookmark: _4s57c72n0bzu]Figure 1.9: Structure of the Dissertation
The research has been segmented into five specific chapters such as introduction, literature review, methodology, discussion and analysis as well and conclusion. The first chapter, the introduction, demonstrates a clear research objective and aims with a concise rationale as well as the context of the topic to carry out the research.  The second chapter's literature review has provided an in-depth understanding of the research topic along with presenting a theoretical perspective on this research. The third chapter methodology has provided the suitable method and techniques as well as the proper way of data collection in order to successfully execute the research. In addition, the fourth chapter's discussion and analysis are critical analyses of the research topic and discuss the topic vastly while comparing and contrasting with the literature part. Lastly, the last chapter that is conclusion demonstrated the overall summary of the research while presenting suitable recommendations and future scope to increase research credibility along with research outcomes in future.


[bookmark: _Toc158121847]CHAPTER 02: LITERATURE REVIEW

[bookmark: _Toc158121848]2.0 Chapter Introduction 
This section of the dissertation substantially determines the gap which critically demonstrates and determines the information related to scholarly knowledge regarding the impact of advertising on consumer buying behaviour. In addition, this chapter significantly presents an accurate, critical and comprehensive understanding of knowledge. The literature review of this research significantly focuses on previously published information with clear concepts and understanding and crucially synthesises and summarises the ideas and arguments. In further, the literature review substantially generates a knowledge foundation and identifies the major areas of the research. Additionally, this chapter also determines the knowledge gap regarding advertising and its influence on consumer buying behaviour. Overall, this section also determines the theoretical framework and knowledge which potentially applies and shows relevance to advertising and consumer buying behaviour. 
[bookmark: _Toc158121849]2.1 Digital Marketing and Advertising 
Digital marketing and advertising particularly refer to marketing in the context of online channels and mediums which include streaming content and websites. Furthermore, Husnain and Toor (2017 pp. 167-199) determined digital marketing as a process of promoting, planning and selling a product in the market. As per the study of Eger et al. (2021 p. 102542), digital marketing and digital advertising are the terms used interchangeably to contribute towards the brand's success. In addition, digital marketing is a potential method used to engage and gain information regarding the products and services of the company. According to the key findings summarised by Lee and Cho (2020, p. 333), it has been assessed that some essential components of digital marketing need to be acknowledged which can have a critical impact on the buying behaviour of consumers, especially in the fashion industry. An emerging digital marketing component which has gained significance in recent years is identified as Search Engine Optimisation (SEO). SEO emphasises optimisation of the websites so that their ranking and visibility can be enhanced when search results are returned to the users. It is embedded with different approaches including content creation, link development, on-page optimisation and keyword searching so that the website traffic can be increased organically (Looy, 2022, p. 140). 
Moreover, Desai and Vidyapeeth (2019, p. 200) highlights Search Engine Marketing (SEM) being an essential component of digital marketing in the modern era as well. SEM is based on using paid advertising incentives so that an organisation can be a part of the page of search engine results. It has been observed that pay-per-click (PPC) advertising is a common and popular form of SEM in which the keywords are used by advertisers and they make their payment while clicking on adverts. Google Ads is believed to be a renowned SEM platform today. Additionally, Bala and Verma (2018, p. 332) highlights the significance of social media marketing as being an important digital marketing component as well. Social media marketing leverages common social media platforms including YouTube, LinkedIn, Twitter, Instagram and Facebook so that the required products and services can be promoted effectively. It is inclusive of developing and sharing engaging content, conducting paid advertisements and maximising user interaction to drive traffic and establish sufficient and positive brand awareness (Viktória Ali Taha et al., 2021). In my opinion, I believe that digital marketing and advertising is indeed important in the modern era as it is believed to be cost-effective and focusses on a far-reaching aspect successfully earning new customers for an organisation in the long term. 
[bookmark: _Toc158121850]2.2 Digital Marketing and Its Impact on Consumer
Concerning the aspects of advertising, digital marketing is accountable for getting in-depth knowledge and information about the particular subject and raising the awareness which increases profitability, and revenue and fosters customer loyalty (Sangroya and Nayak 2017 pp. 393-405). Through analysing the study of Hanaysha et al. (2021 pp. 56-72), it was found that digital marketing provides significant options in the context of information screening and product comparison. Concerning this aspect, digital marketing accounts evaluate how customers interact and attract various available online brands. According to Dastane (2020, p. 155), it has been observed that digital marketing has had a profound influence on consumers recently while evolving how the engagement of businesses with their target audience is optimised. It has been assessed that digital marketing provides greater accessibility towards authentic and concrete information for consumers regarding explicit products and services attracting their attention and interest effectively. With the help of certain clicks and taps, consumers can acquire information, overview reviews from others, conduct quick comparisons and then make well-informed purchase decisions accordingly. Information accessibility through digital marketing has led towards greater consumer empowerment while shifting the balance of power to consumers from the businesses efficiently (Eger et al., 2021). 
Additionally, Melović et al. (2020, p. 101425) claimed that digital marketing leads to targeted and personalised advertising in a professional context. Digital marketing enables businesses to provide targeted and personalised advertising according to the behaviour, demographics and preferences of the consumers. This regards the consumers being considerate about advertisements being linked with their interests so that their engagement and conversion extents can be maximised proficiently. However, it is also true that certain consumers might develop an overwhelmed feeling while others can become considerate towards the invasion of their privacy because of extensive personalised targeting. Furthermore, Ashrafuzzaman et al. (2022, p. 290) have highlighted the fact that digital marketing assists consumers with enhanced engagement with businesses (Jalal Rajeh Hanaysha, Emad and Alzoubi, 2021). Digital marketing channels serve significant opportunities through which direct engagement is maximised among businesses and consumers with the help of email marketing, blogs and social media. In this way, two-way communication is encouraged, enabling the consumers to share their experiences, provide relevant feedback and raise their queries and concerns accordingly. Brands which are engaged in responding to consumers efficiently can establish trust, loyalty and long-term relationships successfully. Lastly, it has been observed through the claims made by Nunan and Domenico (2019, p. 480) that digital marketing has transformed shopping with convenience and accessibility for consumers. Different e-commerce platforms allow consumers to search and purchase products from different parts of the world regardless of time. Moreover, digital marketing enables businesses to serve tailored suggestions, make the purchasing process convenient and provide several payment options to customers so that their broader experience is optimised favourably. In my opinion, I believe that the impact of digital marketing on consumer behaviour is quite high because of the justifiable prospects which exist in terms of online reviews supported with evidence such as images and videos. In this way, the consumers are able to initiate a well-informed decision (Lia Febria Lina and Ahluwalia, 2021). 
[bookmark: _Toc158121851]2.3 Consumer Buying Behaviour 
Concerning digital marketing, consumer buying behaviour particularly refers to the action crucially undertaken by consumers before using the services or buying a product (Ramanathan et al., 2017 pp. 105-123). In addition, the buying behaviour of consumers refers to the decision process which involves buying actions and behaviour based on stimuli coming from different mediums and a variety of sources. As per the research of Jaiswal and Kant (2018 pp. 60-69), it is found that consumer buying behaviour is presented as consumer opinion about their product, business and brand. Through evaluating the study of Ramanathan et al. (2017 pp. 105-123), it was found that understanding consumer buying behaviour can significantly assist in improving customer satisfaction and increasing sales. Simultaneously, the findings of Palalic et al. (2021, p. 1255) highlight the fact that different channels of digital marketing, including social media platforms and various search engines, serve consumers with easy and convenient accessibility to extensive information related to products and services. The consumers can conduct extensive research, contrast options and read reviews from others to acquire valuable insights before their purchase decision can be initiated. Moreover, a relevant study conducted by Munsch (2021, p. 27) seconds this perception that online ratings and reviews play an important role in influencing the buying behaviour of consumers (Lia Febria Lina and Ahluwalia, 2021). 
Consumers are found to be extending their trust in recommendations from others and are dependent on their reviews in terms of assessing the credibility and quality of a particular product or service. Digital marketing further uses such reviews by making them clear for the consumers so that a viable purchase decision can be initiated. Additionally, Vieira et al. (2019, p. 1100) suggests that digital marketing allows businesses to provide targeted and tailored advertisements which are aligned with the behaviour, demographics and preferences of the consumers. By being able to personalise advertisements according to the interests and needs of consumers, the effectiveness and relevance of advertisement messages are maximised with the help of proficient digital marketing. Such a level of personalisation ultimately impacts the consumers by providing them with products and services which are efficient in providing them with a significant solution. Moving further, it has been assessed that social media has been established as an important aspect in optimising the buying behaviour of consumers. Digital marketing uses different social media platforms so that engagement with consumers can be maximised, positive brand awareness can be developed and a sense of community can be established positively (García et al., 2019, p. 130). Consumers are easily affected by content displayed through social media, endorsements from influencers and recommendations from friends. It also enables the consumers to share their explicit experiences so that their buying decisions can be influenced positively. In my opinion, consumer buying behaviour is not only affected positively with the help of digital integrations, but it has been affected negatively as well as the digital marketing strategies focus on persuasive selling tactics which might be socially unethical for the low-income households and customers, targeting their integrity (Lia Febria Lina and Ahluwalia, 2021). 
[bookmark: _Toc158121852]2.4 Consumer’s Attitude and Perceptions towards Advertisements
The perception and attitude of customers are associated with the set of intentions, behaviour, emotions and beliefs which consumers develop towards the service or product. Concerning the aspect of consumer attitude, advertisement performs a significant role in diversifying their behaviour of purchasing such as social media posts and brand advertising (Sangroya and Nayak 2017 pp. 393-405; Sama 2019 pp. 54-68). To increase brand loyalty and purchasing behaviour, consumer perception and attitude play a crucial role. Concerning the study of Willman-Iivarinen et al. (2017 p. 14), the effectiveness of advertisement significantly showed alignment with the significant values and behaviour which increases brand consumption. It is found that the positive attitude of consumers is significantly associated with an advertisement and the perceived value of services and products. Through analysing the research of Jeckells et al. (2022 pp. 278-304), it is observed that consumers produce a favourable response towards advertisements which are authentic and transparent. Referring to the findings of Redondo and Aznar (2018, p. 1610), it has been assessed that an increase in the availability of ad-blocking software along with the capability of ignoring and blocking advertisements has enabled users to ignore digital advertisements completely. Such behaviour is usually associated with the need to acquire a seamless online experience without any interruptions. It is recommended that advertisers search for an effective way through which the advertisements must be circulated attractively while providing significant value to minimise such behaviours optimally. 
Furthermore, Buchanan et al. (2018, p. 148) stated that users can reflect distrust and scepticism towards digital advertisements because of their concerns related to perceived manipulative approaches, promises exaggerated and false claims. An increase in the circulation and existence of fake news and advertisement fraud has eventually maximised such scepticism due to which it has become necessary for advertisers to emphasise trust development, authenticity and transparency with the users. Simultaneously, the findings of Liu-Thompkins (2019, p. 9) concluded that users are usually attracted towards advertisements which are connected to their preferences, needs and interests. Tailored advertisements which provide personalised suggestions and discounts according to available information can have a positive impact. User engagement is maximised automatically when the advertisements are found to be valuing the users and have been personalised for them distinctively. In my opinion, the perception of consumers towards advertising does not remain same whereas there is a 60/40 ratio of their influence. 60% of the consumers are influenced by the content itself whereas 40% of the impacts emerge from the perceptions about the content being advertised in their social surroundings and through referrals from others (Sharma et al., 2021). 
[bookmark: _Toc158121853]2.5 Factors Which Impact Consumer’s Decision-Making 
The development of digital marketing significantly transformed the landscape by enabling targeted and personalised advertising. It is found that there are different factors which potentially influence the significant outcomes regarding the decisions of purchasing (Salazar-Ordóñez et al., 2018 pp. 412-424). To enhance the productivity of business, it is important to analyse the factors associated with the targeted population in the context of their economic status, motivation, personality, preferences and background of individual (Huang and Benyoucef 2017 pp. 40-58). The decision-making of consumers is significantly influenced by cultural influences under the consideration of social networks, friends, family and social validation and generates perceptions and attitudes towards brands and products. Integrating the findings of Han (2020, p. 70), it has been observed that users are considerate towards the trustworthiness and reputation of a brand when proceeding with their purchase decision. A positive brand image which has been established through high consistency in ethical business practices, excellence in customer services and high-quality delivery eventually influences the decision-making approach of the audience accordingly. It is essential for the efforts made in the view of digital marketing to emphasise the development and maintenance of brand image with engaging content, authenticity and transparency. Additionally, it has been analysed that users are highly concerned towards acquiring validation from other individuals before their decision can be initiated (Tsai Feng Kao and Yi Zhan Du, 2020). 
Victor et al. (2018, p. 153) connects this aspect with influencer marketing and social proof. Social proof including influencer endorsements, user-generated content and testimonials are found to be affecting the behaviour of users critically. Digital marketers must use strategies of social proof along with extending their collaboration with influencers to maximise credibility and trust positively. Moreover, contrasting the findings of Lăzăroiu et al. (2020, p. 890), it can be evaluated that users are interested towards obtaining a seamless experience in terms of the digital interactions being faced. Different factors including hassle-free exchanges, secure payment options, quick load time and convenient navigation ultimately influence the decision-making capabilities of individual users. It is recommended for digital marketers to prioritise the entire customer journey, provisioning of mobile applications and website optimisation so that a convenient and smooth experience can be ensured for the users. In my opinion, consumer’s decision-making is influenced by different factors including frequency of advertisements, content showed on advertisements and the word-of-mouth aspects provided within the social surroundings (Lia Febria Lina, 2021). All of these factors need to be acknowledged by the businesses so that they can take necessary steps for relevant improvements accordingly. 
[bookmark: _Toc158121854]2.6 Importance of Advertising on Consumer Behaviour 
Through analysing the aspects of marketing, it was found that the advertisement performs a significant role in creating a product image and encouraging consumers to buy the product. Discussing the study of Jiang and Gao (2019 pp. 455-477), it was found that advertisements produce a dynamic impact on consumer behaviour by shaping their intentions of purchasing, attitudes and perceptions. In addition to this, the descriptive research of Salazar-Ordóñez et al. (2018 pp. 412-424) asserted that advertisement and digital marketing practices are essential for creating significant product images in consumer minds. Irrespective of this, it is considered that an advertisement is a significant way to educate people and assist them in significant purchasing and decision-making regarding their buying behaviour (Al‐Samarraie et al., 2019 pp. 993-1005). Major importance in terms of advertising on consumer behaviour can be traced as an essential element of maximising user engagement and driving their interest towards referrals. Hendrayati and Pamungkas (2020, p. 45) stated that word-of-mouth advertising has an elevated significance in the modern era which allows cost-effective and highly impactful marketing as it is linked with the experience encountered by other individuals within the social circles. In my opinion, advertisements need to be changed frequently with more engaging content, which has become a beneficial and adaptable opportunity on the various social media platforms. In this way, the associations of consumers will be maximised and they will remain engaged positively in the long term (Tsai et al., 2020). 
[bookmark: _Toc158121855]2.7 Loyalty Programmes and Their Impact on Consumer Loyalty
 Given the previous literature research findings, it was observed that a consumer loyalty programme is positively associated with consumer satisfaction and profitability. Conversely, the outcomes of Jiang and Gao (2019 pp. 455-477) reported that consumers spend more on brands (62%) when they are members of loyalty programs. Discussing the research of Huang and Benyoucef (2017 pp. 40-58), it was found that to retain valuable customers, it is important to consider different loyalty programmes and liquidate the acquisition cost of customers. In addition, deliberating the research of Willman-Iivarinen et al. (2017 p. 14) it was also embraced that loyalty programmes are important for making the customers feel valued by their services and products and retaining them through rewards to make them repeat purchasing the particular brand. Summarising the findings of Alshurideh et al. (2020, p. 600), loyalty programmes are found to encourage repetitive purchases among consumers by serving them with rewards and incentives for their established loyalty. By allowing the users access to exclusive offers, reward points and discounts, the organisations motivate consumers to prefer their brand instead of the competitors through which retention of consumers is maximised positively (Tsai et al., 2020). 
Additionally, Sanchez-Casado et al. (2019, p. 40) stated that loyalty programmes are effective in strengthening the brand affinity and emotional connection of consumers towards a business. By serving them with personalised offers, specific rewards and tailored experiences, a significant commitment is reflected towards valuing their perceptions positively. Such attention and appreciation eventually strengthen a positive emotional connection of consumers with a brand of their choice, so that their long-term loyalty is developed successfully. It has also been emphasised by Chen et al. (2021, p. 191) that loyalty programmes serve with the availability of valuable insights and information focussing on the preferences and behaviour of the consumers. With the help of tracking purchase patterns and registrations entered by users, organisations can collect information related to potential users and look forward to segmenting them according to their interests. Such information ultimately assists organisations in acknowledging their customers efficiently and personalising the marketing contributions to meet their needs while maximising customer loyalty successfully (Chou et al., 2020). In my opinion, loyalty programmes have their own heritage since several years in enhancing associations of consumers and hence they should continue to be adopted and reflected with a positive stance along with digital improvements embedded in the future as well. 
[bookmark: _Toc158121856]2.8 Literature Gap 
It was observed that the previous literature findings widely explored the impact of advertisement and digital marketing on consumer buying behaviour and particularly explored the emotional and psychological aspects of advertisements (Huang and Benyoucef 2017, pp. 40-58; Solan 2020 pp. 7059-7066). Through evaluating and analysing several pieces of research, a noticeable gap in research was observed which focuses on digital marketing, advertisement channels and personalised content (Al‐Samarraie et al., 2019 pp. 993-1005). However, limited information was presented regarding demographic as well as cultural variations of customers and their response towards advertisement stimulus. Concerning contemporary advertisement strategies, it is important to address the knowledge gap and generate significant insight into consumer buying behaviour. 
Additionally, the frequency of changes in the digital environment, concerning technological developments has been critically high due to which it has been observed that the ability to account for all changes has been reduced. This eventually affects the quality of information available which can be relied upon for further decision-making. Some of the relevant changes which have influenced the digital marketing efforts of organisations are inclusive of Artificial Intelligence (AI), Machine Learning tactics and the new trends in social media marketing which are being relied upon extensively but their positive and negative influences are not stated clearly (Saura, 2021, p. 100). 
Furthermore, another significant gap which exists in the underlying literature related to digital marketing is that reliance and dependence on a single perspective might not be suitable according to industrial variations. For instance, the use of digital marketing through social media approaches can be effective in the fashion industry but it cannot be effective in the medical or accountancy profession and hence it needs to be altered with other theoretical perspectives strategically and according to the industry-specific trends and requirements (Behera et al., 2020, p. 101799). 
[bookmark: _Toc158121857]2.9 Theoretical Framework 
[bookmark: _Toc158121858]2.9.1 Information Processing Theory 
Under the consideration of theoretical framework, Information processing theory is an approach which accounts for processing information and delivering an output under the consideration of cognitive development. Relating to this theory significantly implies actively engaging consumers through the advertisement process and coming up with informed decision-making. Through analysing and evaluating the research of Al‐Samarraie et al. (2019 pp. 993-1005), it is found that information processing theory majorly emphasises shaping the perception, attention and behaviour of people in changing the response of consumers. According to Li et al. (2021, p. 707), there are different ways through which the information processing theory can influence digital marketing incentives across organisations critically. Initially, information processing theory values attention which is a restricted cognitive element whereas the users precisely become attentive towards data which is salient and relevant to their interests. In terms of digital marketing, acquiring and retaining the attention of consumers is mandatory. Marketers can leverage personalised content, compelling headlines and eye-catching visuals through which the possibility of processing information can be maximised. 
Additionally, perception also plays an essential role as it reflects the different ways in which consumers analyse and associate sense with sensory data. In the aspect of digital marketing, the presentation, layout and design of advertisements work continuously to shape the perception of consumers. The marketers can use principles of user experience, colour-based psychology and visual elements to develop positive brand perceptions accordingly (Kanuri et al. 2018, p. 105). Furthermore, encoding is also essential to be considered which can be illustrated as the process of transforming sensory information in a format which can be saved and accessed later. Within the aspect of digital marketing, effective encoding integrates the presentation of information in an effective way through which remembrance can be optimised. Concise and clear messaging strategy can be leveraged by marketers which can be embedded with compelling storytelling initiatives as well so that the coding of key brand messages can be enhanced. 
[bookmark: _Toc158121859]2.9.2 Consumer Behavioural Model  
Concerning the conceptual model for this research, the consumer behavioural model is a significant framework which particularly accounts for explaining the purchasing decisions of consumers. Discussing the consumer buying model substantially assists marketers and businesses to capitalise on their behaviour regarding purchasing. Relating to the research of Salazar-Ordóñez et al. (2018 pp. 412-424), the consumer behavioural model is an act of people and a decision process which involves buying products concerning the needs and requirements. It is essential to acknowledge the fact that the consumer behavioural model is associated with the consumer decision-making process further integrated with necessary steps that need to be followed carefully. Initially, need recognition needs to be prioritised in which the consumer identifies a problem which should be overcome promptly (Ritz et al., 2019, p. 200). Considering the digital content, a need can be triggered due to internal elements such as desire for a new product or external elements such as attractive online advertisements. 
Additionally, the individual then searches for relevant data so that necessary options can be acknowledged and the potential solutions can be evaluated. Contrasting the digital sphere, search for information is based on online searches while leveraging price comparisons, reading reviews of products and using search engines. Upon acquiring sufficient information, the consumer then evaluates various options according to different factors such as peer recommendations, brand reputation, features, quality and pricing. Digital marketing incentives including online ratings, user-generated content and persuasive product descriptions can also have a significant impact on the evaluation process of consumers (Kimmel and Kimmel, 2018, p. 1). Finally, the consumer proceeds with deciding to purchase a particular product or service. Referring to the digital sphere, this step emphasises the addition of products in a virtual shopping cart or completing a paused transaction online. The purchase process of consumers can be optimised by marketers by providing a seamless experience in terms of serving secure payment options and associating attractive aspects including free delivery and discounts. 
[bookmark: _Toc158121860]2.10 Chapter Summary 
Summarising the contents of this chapter, it has been observed that the relevant literature related to digital advertising and marketing has been assessed while analysing its influence on consumer behaviour explicitly. The key aspects of digital marketing including social media marketing, search engine marketing and search engine optimisation have been discussed critically. It has been revealed through the literature review that digital marketing serves the consumers with convenient access to reviews and information regarding different products so that a well-informed decision-making initiative can be considered. Similarly, some essential factors including social endorsements, personalised content and targeted advertising have been found as being highly influential on the behaviour and purchase decision of the customers. 
Additionally, the chapter has also considered different concepts regarding the buying behaviour of consumers along with those factors which have been influencing their decision-making accordingly. Different theories related to consumer behaviour models and information processing have been discussed with the help of essential theoretical tools. Furthermore, the significance of word-of-mouth marketing, loyalty programmes and advertisements related to shaping loyalty and attitude of consumers has been covered extensively as well. Lastly, the chapter has acknowledged and highlighted some of the perceived gaps in the existing literature related to cultural and demographic impacts while being well-aligned with the emerging digital trends as well. 

[bookmark: _Toc158121861]CHAPTER 03: METHODOLOGY

[bookmark: _Toc158121862]3.0 Chapter Introduction 
Concerning the section on methodology in research potentially refers to the overarching strategy used to collect significant information with its analysis and interpretation. This section of research particularly underpins the methodological choices, tools and techniques specifically used for the research. This section significantly explains the methods of data collection crucially employed to proceed with the research. The methodology of results significantly makes the research replicable and accounts for undertaking the aspects regarding philosophy, approach, choice, strategy, data collection, analysis, limitations and ethical consideration. Overall, the chapter on methodology acts as a systematic foundation for conducting research and obtaining significant research outcomes. 
[bookmark: _Toc158121863]3.1 Research Philosophy 
Concerning the aspects of philosophy, this contemporary research proceeded with a positivism research philosophy which crucially relies on the reason and specific measurements associated with reaction, actions and activity (Ahmad et al., 2021; Goertzen 2019 pp. 12-18). Referring to this research, positivism research philosophy significantly adheres to obtaining factual knowledge and data by generating statistical knowledge which can be recorded, measured and observed. Following the positivism research philosophy in this study has allowed the researcher to emphasise actual impacts of social media influencing consumer purchase decision as their mere behaviour. It has included both negative and positive influences equally to reach an equitable decision accordingly. 
[bookmark: _Toc158121864]3.2 Research Approach 
In the context of the approach, this research proceeds with a deductive research approach in order to obtain generalised data from data collection and observation. As per the research of Skinner et al. (2020 pp. 215-224), the deductive approach is particularly associated with scientific investigation and accounts to derive generalisations. Bloomfield and Fisher (2019 pp. 27-30) in their research embraced that deductive reasoning crucially presents the opportunity to explain the variables and concepts related to the effects and cause and measure the concepts and ideas. For instance, leveraging a deductive research approach in this study has enabled the researcher to establish the impacts of social media influencers as one factor and then test its influences on the purchase decision of Zara’s customers accordingly. 
[bookmark: _Toc158121865]3.3 Research Choice 
Concerning the choice of methods, this contemporary research is proceeding with the mono-method choice of research which only focuses on a single method of gathering data and attaining the aim and objectives of the research. With respect to the choice, mono-method is rationally used to generate more consistency and focus on research outcomes. The mono-method eventually enhances the reliability of the following research by accounting for the emerging trends in the social media segment and then contrasting its actual impacts on the consumers accordingly. 
[bookmark: _Toc158121866]3.4 Research Strategy 
Concerning this empirical research significantly considers quantitative research strategy which is a process of analysing and collecting statistical and numeric data in order to obtain generalised research outcomes. Under the consideration of the study of Zyphur and Pierides (2017 pp. 1-16), the quantitative research approach significantly focuses on collecting and quantifying the data in order to explain the particular phenomenon. Similarly, the research of Fischer et al. (2023 pp. 28-59) illustrated that the quantitative research strategy was substantially used to attain greater understanding and knowledge about specific situations. The quantitative aspect of the research has focussed on different elements such as frequency of purchase, amount of purchase and the scale of relevancy associated with social media engagement. 
[bookmark: _Toc158121867]3.5 Time Horizon
Concerning the aspects of current research, this study significantly considers a cross-sectional study design in order to investigate specific outcomes and measures. Besides, the research of Sürücü and Maslakci (2020 pp. 2694-2726) demonstrated that a cross-sectional study design is used to determine the variables of interest which examines the particular outcomes and variables of interest. The cross-sectional time horizon has been selected for collecting the data from a specific population at a specified time period in order to draw conclusions on the basis of designed research questions. 
[bookmark: _Toc158121868]3.6 Research Procedure 
	In this regard, the procedure of research follows in an organised and systematic way in order to generate effective and valuable knowledge (Disman et al., 2017 pp. 46-52). The mail of participation was sent to the consumers who previously did shopping from Zara. In order to support their voluntary participation and to evaluate their positive response towards participation, a participant information sheet was sent which informed them about this research and its significance. Moreover, survey questionnaires were shared with participants through Facebook, and Twitter and according to the participant convenience. Primary information was collected and supported in order to identify the thoughts and perceptions of people regarding advertisements and their impact on the consumer buying process. 
[bookmark: _Toc158121869]3.7 Data Collection 
For empirical research, data collection is a particular process of measuring and gathering information regarding the variables of interest and enabling them to obtain valuable outcomes (Skinner 2020 pp. 215-224; Rutberg and Bouikidis 2018 pp. 209-213). This research potentially collected the primary data which can be directly obtained from main sources. Primary data presents more reliable and accurate information which is specifically obtained from direct sources. This research significantly used a survey method in order to obtain particular experience, insight and knowledge regarding the research.
[bookmark: _Toc158121870]3.8 Sample Size and Sampling Technique 
A total 50 participants were sampled for this survey. Of these, 44 had prior experience shopping and purchasing from Zara while the rest were general online shoppers. Concerning this, the sample population were recruited by using a purposive sampling technique in order to gain specific and desired results. Concerning the research of https://docs.google.com/forms/d/1Z8u80UC1Buy1DVXKwpilVnzo1J0mXTvp4PoNuGxFlYs/viewform?edit_requested=true, the required information was collected by emphasising a formal process as per Mehrad et al. (2019 pp. 1-7) in which different social media platforms were searched precisely for feedback from the customers of Zara. Different forums were searched with the keyword “Zara advertising” so that the influence of various marketing tactics on a range of different customers can be assessed explicitly. The actual data is gotten directly from Facebook and the work chat between my colleagues.
The sample size following in this study is 44 which includes all the ex-customers of Zara, one renowned brand in the global fashion industry. 
[bookmark: _Toc158121871]3.9 Data Analysis
Within this empirical research, data analysis is a scientific method which crucially used to interpret and analyse the gathered data under the use of logical as well as analytical reasoning and effectively determine the trends, relationships and patterns. Concerning the aspects of analysis, this research analysed the collected data by using the technique of frequency analysis. Similarly, the data analysis of the collected data in this study has been done through using Excel to remain precise with the outcomes and make justifiable decisions which can be further relied by the users. The descriptive statistics, frequency analysis, correlation analysis as well as the regression analysis will be done for assessing the specific patterns of dataset including the relationship between dependent and independent research variables. Key variables include “influencer marketing”, “social media posts”, “user comments”, “user shares” and “referral marketing” which have been contrasted against the existing social media campaigns of Zara. The quantity of each of these variables has been recorded which is then generated into a graphical representation, reflecting the total results in visible percentage so research decisions can be drawn effectively and precisely 
[bookmark: _Toc158121872]3.10 Research Limitations 
Concerning the limitations of this research, this research exhibits a quantitative research design which particularly generates limited insights about the drivers, motivations and thoughts regarding advertising and its impact on consumer behaviour. In further, this research specifically depends upon self-reported data which particularly creates risk and bias regarding the findings. 
[bookmark: _Toc158121873]3.11 Ethical Consideration 
In the context of ethical considerations, an informed consent was accompanied in order to guarantee the voluntary participation of the targeted population before conducting the survey questionnaire from the targeted population. The research carefully considers the research standards by involving ethical considerations, such as informed consent and protection of participant privacy. To comply with the ethical requirements precisely, a formal ethical form was distributed which includes specific details of every activity being conducted while highlighting the ethical responsibility towards them. Moreover, the ethical forms clearly stated that none of the personal information of the participants should be included whereas if it is stated, it would not be used as a mere responsibility of the researcher. The only personal information which was requested was a specific serial number so that the participants can be distinguished when their results are being analysed.  
[bookmark: _Toc158121874]3.12 Chapter Summary 
	Summarising the key contents of this chapter, it can be concluded that the discussion highlights the methodology which has been leveraged throughout this study. A positivist philosophy has been adopted so that a mix of measurable and factual information can be acquired through a quantitative approach. Additionally, a deductive research approach has been followed thoroughly so that generalizable findings can be developed with the help of obtaining relevant hypothesis from the existing theories. 
	Furthermore, a mono-method research design has been focussed so that the major emphasis can be aligned in terms of following a single data collection approach of survey to maintain consistency thoroughly. A cross-sectional study was leveraged so that the interest-based variables can be examined at a specific point in time. Simultaneously, the research process was integrated with communicating with the relevant individuals initially with the help of social media and emails so that their voluntary participation can be requested. To evaluate the significance and the aim of the study, it was further supported with an information sheet being provided responsibly. Twitter and Facebook were then leveraged to distribute the online surveys, considering the convenience of the participants as well. 
	Primary information in the research was acquired through surveys so that the perspectives and experiences related to the influence of advertising on consumer behaviour can be assessed directly. A relevant sample of 44 customers of Zara were selected through the purposive sampling strategy. The acquired information was further analysed with the help of frequency analysis. The key restrictions of the research were further identified and aligned strategically so that the potential biases can be eliminated responsibly. Moreover, the research has maintained different ethical standards throughout the study including obtaining informed consent from the participants and ensuring privacy and security of their sensitive information. 
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[bookmark: _Toc158121876]4.0 Chapter 04: Findings and Results
[bookmark: _Toc158121877]4.0 Chapter Introduction  
In this empirical research, this chapter significantly presents the key findings and results particularly obtained from the survey findings regarding advertising and its impact on consumer buying behaviour. This section possibly represents the key outcomes of research under the consideration of authentic facts and figures specifically based on the gathered information. In further, research findings refer to the collected results and investigation. This chapter rationally executes to articulate the results understand the research problems and determine the perspectives and thoughts of consumers and their buying behaviour through advertising.  The chapter on findings and results in research significantly accounts for describing, interpreting and analysing findings of research regarding advertising and its impact on consumer buying behaviour. This section of research rationally continues to discuss and explore the results and outcomes with their possible implications. This section crucially describes and interprets the survey findings and discusses their similarity with the previous research. In further, this section significantly provides an in-depth knowledge and understanding of research findings in a clear and coherent manner. Overall, the chapter of discussion significantly contains a description of the research and is responsible for exploring the relevance and meaning of the research under the consideration of future implications. 
4.1 Statistical Methods
The current research utilizes Regression and Factor analysis to deconstruct findings across variables. By employing tools such as regression or factor analysis, the current research uncovered underlying patterns and correlations that were evident in descriptive analysis. Regression modelling is often applied to investigate the associations between variables in the survey dataset (Sardjono, Selviyanti and Perdana 2020). For instance, the current study utilizes regression analysis to understand how age, shopping frequency, and customer satisfaction with the loyalty program affect their likelihood of making future purchases and recommending the brand to others. Quantifying the relationships allows Zara to identify areas for improvement and allocate resources accordingly.
In addition, factor analysis aided Zara in detecting the latent dimensions or constructs within the survey data. Researchers can leverage this method to aggregate and deconstruct underlying patterns in several variables. Factor analysis, in turn, can show commonalities among the survey items related to customer satisfaction or loyalty. By recognizing these aspects, Zara can form more specific approaches to overcome the articular spheres of customer experience (Sardjono, Selviyanti and Perdana, 2020). For instance, Zara's business can utilize the method to understand consumer purchasing behaviour. Key survey questions include understanding how the customer rated there for money, and whether the product met their expectations. Zara could have to work with data scientists or analysts to ensure precision in implementing and interpreting the results. Besides, it is worth remembering the limitations of these techniques, for example, assumptions used in regression analysis or subjective aspects of factor analysis. 
First, responses were converted into a correlation matrix, which enabled analysis between different variables, such as numerical ratings, enrolment status, awareness of the program, and sentiment. Next, factor analysis can be performed to detect the latent factors that are underlying the variability described in the responses. These experiments are downstream constructs such as customer engagement, program awareness, satisfaction, and sentiment. Factor loading values obtained from the analysis recommend the strength of association between each factor and the corresponding response variable. The researchers then interpret these factor loadings to get the critical drivers of customer perception and behaviour related to the loyalty program. Furthermore, factor scores are generated for each respondent, making it possible for Zara to segment customers based on their level of engagement, awareness, or satisfaction with the program. Overall, this method stems from the understanding that online survey data contain underlying hidden patterns that might provide second-order dimensions that might be hard to measure from lower-level variables. 
Regression analysis can be applied to the dataset of Zara survey results to develop an in-depth understanding of hidden patterns by investigating the relationships between explanatory variables (for example, demographic information, shopping habits, and perception of the loyalty program) and a dependent variable (for instance, overall satisfaction or likelihood of future purchases) (Sardjono, Selviyanti and Perdana, 2020). For example, Zara might use a multiple regression analysis to determine if demographics such as age or income level can explain customer satisfaction with the loyalty program. Moreover, logistic regression can help us examine the probability of future enrolment in the program, considering factors such as perceived benefits. By analysing these relationships, the researcher determined which factors have the most substantial effect on customer behaviour and satisfaction, which they will then use to shape their marketing strategies and loyalty programs. 
Research findings using these methods can enhance solutions to Zara's digital marketing effectiveness. The current research findings can benefit from both methods in understanding consumer purchasing behaviours, the quality of customer service, and digital infrastructures facilitating purchases and delivery. Future research can identify which factors influence the quality of online applications and subsequently use them to build analytical models that can go beyond predicting current results and future outcomes.
[bookmark: _Toc158121878]4.1 Survey Findings 
The survey respondents consisted of a diverse age group. The majority of the respondents fell into two age groups: 25-40 years and 40-60 years, each constituting 41% of the total respondents. This indicates that the middle-aged demographic is a significant part of Zara’s customer base. A smaller segment of 16% was represented by individuals aged more than 60 years, and the youngest age group (18-25 years) constituted the smallest segment of 2%.








Based on the data above, 16% of the respondents never shop for apparel products. A smaller segment of 9% shops for apparel products regularly. This data suggests that the customer base of Zara is primarily middle aged individuals. About 41% of these individuals are aged between 25-40 and 40-60. The data shows that these age groups shop differently. 9% of them shop regularly. 16% do not shop at all and 55% shop sometimes. Based on this data, Zara needs to target the middle-aged demographics and should also consider addressing their sporadic shopping habits. 








A majority of the respondents, 57%, already shop from Zara, indicating a significant customer base and potentially a positive perception of Zara’s loyalty program. However, 18% of the respondents prefer other brands such as H&M over Zara. This finding suggests that despite Zara’s efforts, a segment of the market remains loyal to other brands. Typically, Consumers opt for rival brands if they deem the value offered to be low (Cordial, 2023). Interestingly, 14% of the respondents are not sure about purchasing from Zara. Based on these findings, Zara should consider adopting various strategies to not only attract customers from other brands, but also retain them. For instance, the brand should improve its product quality and perception to align with the needs and preferences of the 9% of the customers that currently do not like Zara’s products. Aligning the products with their preferences will enhance customer satisfaction. Moreover, Zara should conduct targeted marketing campaigns focusing on the benefits of its products to convert the 14% of the unsure customers to its customers. On top of that, the company should invest in its loyalty program. This will help to attract new customers and enhance the loyalty of the existing ones. 









A majority of the respondents, 57%, already shop from Zara, indicating a significant customer base and potentially a positive perception of Zara’s loyalty program. However, 18% of the respondents prefer other brands such as H&M over Zara. This suggests that despite Zara’s efforts, a segment of the market remains loyal to other brands. For Zara, checking the re-evaluating the marketing communication might help understand why consumers prefer other brands. Interestingly, 14% of the respondents are not sure about purchasing from Zara. A smaller segment of 9% doesn’t like products of Zara. This data reveals that Zara already has a large consumer base based on the 57% positive response. It suggests that the company already has a positive perception among many consumers due to various factors that include its loyalty program. However, as aforementioned, having 18% of respondents preferring other brand shows that the brand needs to re-evaluate its market and implement initiatives like targeted marketing to sway the preferences of these customers. 









This data suggests that there is a communication gap between the company and its customers. If only 30% of the respondents recalled the recent ads and 47% did not remember any, it implies that Zara needs to invest in its marketing. It should focus on creating ads that are more memorable and have a clear message. This will help more people to recall the brand, thereby enhancing engagement with potential customers. 










A majority of the respondents, 86%, either strongly agree or agree that the Loyalty Program of Zara is useful for its customers. However, 5% of the respondents disagree with the statement, indicating that there is a small segment of customers who do not find the Loyalty Program useful. 9% of the respondents are neutral about the usefulness of Zara’s Loyalty Program.
The above findings suggest that there are there are areas that Zara should improve in its loyalty program to gain full acceptance. The company should address this by getting the views of the 5% dissenting voices and make the necessary changes. In addition, having a 9% neutral consumer base indicates that the company needs to communicate clearly about the benefits of its programs to attract more customers. This will also improve the effectiveness of its programs. 


1. Numerical ratings: 60%
2. 
3. Doesn’t have the program: 19%
4. 
5. Doesn’t know about the program: 11%
6. 
7. Neutral or non-specific responses: 8%







The ratings varied, with the majority being positive 19%, suggesting a generally favorable view of the program. However, there were also lower ratings, indicating areas where improvements could be made. The second group, making up 11% of the responses, consisted of customers who stated they did not have the Loyalty Program.. The third group, accounting for 8% of the responses, included customers who were unaware of the Loyalty Program. The fourth group, also making up 2% of responses, consisted of neutral or non-specific responses. 

The Zara Loyalty Program survey reveals significant user engagement (60). Out of this, there is mostly positive feedback (19%). However, there are also lower ratings. This indicate areas for improvement. For instance, the 11% and 8% of the consumers without the program and being unaware of it, respectively, indicate potential opportunities for expanding enrollment and improving marketing. Using more clear information could help to address the 2% neutral responses. Some areas the company can improve in this case include intensifying marketing efforts, enhancing its loyalty program, and having clearer communication to engage customers effectively.








A majority of the respondents, 91%, either strongly agree or agree that they are satisfied with the Loyalty Program. This indicates a high level of satisfaction among the respondents and suggests that the program could be effective in influencing their buying behavior. However, 2% of the respondents disagree with the statement, indicating that there is a small segment of customers who are not satisfied with the Loyalty Program. Zara should consider utilizing customer data to personalize products offerings based on purchase history and interests. 7% of the respondents are neutral about their satisfaction with Zara’s Loyalty Program. This could indicate a need for Zara to communicate more effectively about the benefits of its Loyalty Program.









A majority of the respondents, 65%, either strongly agree or agree that the Loyalty Program of Zara is very effective and does not require further improvement. However, 12% of the respondents disagree with the statement, indicating that there is a small segment of customers who do not find the Loyalty Program effective. This data suggest that more people are satisfied with the company’s loyalty program. Having a 65% agreement rates indicates the potential of this program to influence the customer’s buying behavior. However, Zara also needs to improve because there is 12% of the respondents disagreeing with it current program. This suggests that it needs better communication about program benefits. Zara could achieve this by improving its communication to address concerns of the dissenting customers. This will help to further enhance the effectiveness of the program. 







Based on the above data, it is clear that many people are uncertain about Zara's Loyalty Program. This is shown by the 60% of the respondents expressing no opinion. Only about 23% were in agreement on the program’s effectiveness. 17% disagreed or strongly disagreed with this opinion. Zara should address this situation by gathering more feedback from the existing and potential customers about the program. This will help the company to identify and address the presenting concerns. On top of that, Zara should enhance its communication to clarify the program's benefits for customers.








These findings highlight increased uncertainty regarding Zara’s reward program. This is shown by having 58% of the respondents having no opinion about it. Another 9% did not agree whether they wanted to continue using the program. Only 28% of the respondents were willing to do so. In order to address this, Zara should adopt targeted messaging that will communicate the benefits of the program to the consumer. It can also use incentives to encourage customers to take part in the program. 








Based on this data, it is clear that most of the people prefer to shop at Zara’s in-stores. However, there is a 31% of the consumers that are still uncertain whether they need to go to the shops. This suggests that Zara should either introduce incentives to encourage them to do so or improve their communication to enable the customer’s understand the benefits of in-store shopping. On this note, Zara should enhance in-store experiences. It should also improve communication to drive customer sales.








This data shows that prices affect the purchasing decisions of Zara’s customers. However, there is still a large section of the consumer base, about 30%, that is undecided. This suggests that Zara should communicate more clearly about its deals and value propositions. This could help to sway the undecided market segment. Zara should do so by pricing its products competitively. It should also offering compelling promotions to attract price-sensitive customers. 









The data shows that more people are interested in visiting Zara stores in the future. The 25% neutral respondents indicate that the company needs to do more to drive future visits. This could be through offering incentives, communication clearly abouts its product listings, prices, and promotions, or both. In order to achieve this, Zara should implement targeted promotions or events. This will engage potential customers and encourage repeat visits.

















Based on this data, most of the people hold mixed sentiments towards their future Zara membership. Only about 27% have expressed interest. 48% of the respondents remained neutral. This indicates that there is a potential to grow Zara’s membership if the company adopts effective strategies that will help to sway the neutral customers. Some of the strategies Zara should adopt include targeted communication that highlights the benefits of the membership. It should also offer exclusive perks to attract potential members. 









This data suggests varied opinions on the impact of Zara's advertising. Based on the findings, there a massive 32% of the respondents neutral on this topic and equal number agreed with it and another 14% strongly agreeing on its effectiveness. Zara should improve in this area by refining its advertising messages. This strategy will help the company to resonate with target audiences. In addition, the brand should conduct further research to understand and address concerns raised by the dissenting 16%.








The results above indicate that participants have a wide variety of perspectives, with a significant number staying impartial on the clarity of communication regarding perks and incentives in Zara's Loyalty Programmes. It is clear from the data that most of Zara’s customers hold mixed perceptions on the way the brand communicates about perks and awards in Loyalty Programs. Out of the total number of surveyed persons, 59% remained neutral. This shows that Zara need to enhance the way it communicates to ensure that its message is clear. This will enable the company to communicate the benefits of its programs to customers effectively, thereby encouraging engagement. Zara should also conduct targeted surveys to understand reasons behind neutrality. This can help to further inform its future communication strategies.








The results show that most of the people who took part were not sure how much Zara stressed customer choices and tastes in its adverts. These findings indicate mixed perceptions on whether Zara considers customer preferences in its marketing strategies. On this note, the company should adopt strategies like clear messaging to emphasize customer-centric approaches. 








The results indicate that participants have a wide variety of perspectives, with a significant number staying impartial on the clarity of communication regarding perks and incentives in Zara's Loyalty Programmes. It is clear from the data that there are varied opinions on Zara's communication of perks in Loyalty. On this note, Zara should focus on enhancing communication clarity. This will help to address concerns raised by the 14% who disagreed or strongly disagreed. It should also tailor its messaging to engage the neutral market segment.









The findings suggest that most participants had a neutral impression of Zara's use of SEO for advertising. The above data suggests that there is a neutral perception of Zara's use of SEO for product promotion. There is 61% of the respondents expressing neutrality. Only 30% agreed while 9% disagreed. Useful strategies that Zara should adopt in this case include enhancing SEO strategies. They would help the company to garner more positive feedback. On top of that, the approaches will help to communicate product offerings to potential customers effectively.









The data above indicate that there is a wide variety of viewpoints, and a considerable number of people are undecided about whether communication on the ease and convenience of programme participation is successful. The findings above suggests mixed perceptions of Zara's communication regarding the simplicity of engaging in Loyalty Programs. A massive 56% of the respondents were neutral on this topic. Only 26% agreed and 16% disagreed. In this case, Zara could make its programs simples by using clear communication strategies to explain their workings. The company should also listen to concerns raised by the 18% who disagreed and identify the areas that need improvement.









The findings indicate that participants had diverse perceptions, with a significant number staying impartial on the justification of purchasing value via incentives in Zara's Loyalty Programmes. This data shows that there are mixed perceptions on the monetary worth of rewards in Zara's Loyalty Programs. Therefore, Zara should consider enhancing the value proposition of its rewards to appeal to a wider audiences. Listening to 9% that disagreed and addressing their concerns is also vital in this case.  









Approximately 46% of the participants had a neutral perspective, suggesting a wide variety of viewpoints. Only a tiny fraction, namely 12%, expressed disagreement, and there were no severe disagreements. From the data, it is clear that most of Zara’s customers hold mixed perceptions regarding its advertisement that focuses on eco-friendly and sustainable activities for loyalty programs. Zara should address this uncertainty enhancing messaging clarity. This will not only address concerns relating to sustainable initiatives, but also improve its perception among the wider audience. 








When it comes to simplicity and convenience of Zara’s loyalty programs, the data suggests mixed perceptions. This is evident from the 63% of the respondents remaining indifferent. Out of the surveyed population, only 28% agreed. This indicates that Zara needs to clarify its program benefits. In addition, the company should enhance its communication. This would help to address concerns raised by the 9% who disagreed.










A review of the data indicates mixed perceptions among Zara’s consumers about the company’s decision to incorporate loyalty programs into its mobile app. Having 52% of the respondents remaining neutral suggests a high level of uncertainty. On this note, Zara should consider enhancing the features of its app features to enable smoother program integration. The company should also address concerns raised by the 12% who disagreed. This would enhance a high customer acceptance rate. 






















From the data, it is clear that there are mixed perceptions regarding the impact of cultural content in Zara's loyalty program commercials. Based on the above findings, Zara should conduct further research to understand the consumer’s differing viewpoints. This will be hand in tailoring advertising content that resonates with customers from diverse cultural backgrounds. 








Concerning the need of providing incentives in Zara's loyalty programme commercials for the purpose of engaging customers and managing feedback, 30% (n = 16) of participants agreed, while 19% (n = 8) strongly agreed that such advertisements should be incentivized. Approximately 46% (n = 20) of the participants had a neutral position, suggesting a wide variety of viewpoints. Meanwhile, 5% (n = 2) expressed disagreement, and there were no major disagreements.
The relationship between the question "Do you believe that Zara's Loyalty Programme is beneficial for its customers?" and the question "As a customer of Zara, are you content with the loyalty programme?" The relationship between the variables is robust and has a positive direction (r = 0.69, p < 0.05). This indicates a significant and favourable association, indicating that those who see the loyalty programme as beneficial are more like to express contentment with it. Furthermore, a strong and meaningful connection can be noticed between the question "Do you believe that Zara's Loyalty programme is highly effective and does not necessitate any further enhancements?" Have you used any loyalty programme offered by Zara and do you plan to continue using it in the future? These aspects are strongly linked. This shows that customers who consider the loyalty program as highly beneficial are more prone to have used it in the past and express a desire to use it in the future. Furthermore, there is a fairly favourable association seen in regard to the question "Have you previously utilised any loyalty programme offered by Zara and do you plan to continue using it in the future?" and "Do you visit Zara stores to purchase goods or items?" Also, these elements were noted to have a strong link. This suggests that those who have participated in Zara's loyalty programme and want to continue using it are more inclined to visit Zara shops for making purchases. This study reveals substantial positive associations between opinions of the utility, efficacy, and contentment with Zara's loyalty programme. Moreover, there is a direct relationship between the utilisation and desire to use the loyalty programme and the probability of visiting Zara shops for purchases. The results indicate a strong and positive association between customer perceptions and behaviours associated with Zara's loyalty programme.
The findings of another study examining the connections between different elements of Zara's reward programme and consumer purchase intention are as detailed below. "Do you prefer the purchase of products based on offered discounts?" and "Do you intend to visit Zara Store next time to explore its products more?" have a somewhat positive link. This implies that participants who indicate a modest preference for buying things at a bargain are somewhat more likely to want to visit Zara shops in the future to look at other products. Similarly, "Do you intend to visit Zara Store next time to explore its products more?" and "There is a moderately positive link between the two." along with "Will you avail membership with Zara in the future as well?" (p < 0.05, r = 0.72). This suggests that those who want to investigate Zara's items later on are somewhat more likely to declare that they would be prepared to join Zara at some point in the future. Additionally, "Will you avail membership with Zara in the future as well?" and "Do you prefer the purchase of products based on offered discounts?" have a somewhat positive link. P < 0.05, r = 0.45. This result indicates that individuals who have a preference for buying things at a discount are somewhat more likely to indicate that they plan to join Zara in the future Significant positive associations between preferences for buying at discounts, plans to check out Zara's items, and readiness to sign up for membership in the future are found by the correlation study (Talwar et al., 2021). These results point to a consistent and favourable relationship between consumer preference and intention about Zara's reward programme and their purchase behaviour.
[bookmark: _Toc158121879]4.2 Summary of the Results
 The study results provide vital insights into customer opinions and behaviours regarding Zara's Loyalty Programme and advertising efforts. A significant number of participants voiced diverse perspectives about the utility and efficacy of the Loyalty Programme, while a considerable percentage maintained a neutral stance. The satisfaction scores exhibited a wide range, spanning from contentment to dissatisfaction. The research also revealed a favourable correlation between previous utilisation of the Loyalty Programme and intentions for future use, suggesting a possibility for customer retention. From the survey results above, Zara enjoys a relatively formidable perception of their loyalty program. However, the survey results revealed customer dissatisfaction and resentment in some categories. A considerable proportion of participants had not used the Loyalty Programme, indicating a chance for Zara to improve awareness. The influence of advertising on consumer choices has had varied outcomes, underscoring the need for a sophisticated strategy. Upon auditing the survey results, Zara should consider speeding reward point accumulation. While most consumers remained neutral on satisfaction, a survey report by HubSpot indicates that 43 percent of consumers resent long acumination phases in loyalty programs (Rubkiewicz, 2023). For instance, airlines typically require long flight records before customers can enjoy free flights. While Zara is doubling on messaging, the loyalty program would benefit immensely from reduced thresholds to reach reward levels (Cordial, 2023). They should also consider streamlining messaging to send automated messages on double-point days if certain products are more expensive. Super brands like Star Bucks have maximized this technique with quicker promotions to enhance customer satisfaction. 
4.3 Discussion 
A possible determinant of shopping frequency and brand preferences is socioeconomic status. People with more disposable income will likely shop often and buy from premium brands like Zara. By contrast, low-income earners may rarely shop and choose cheaper alternatives, making them oriented towards other brands rather than Zara. The company's market behaviours further impact the company's online behaviour. For instance, a study conducted by Kuswanto, Hadi Pratama, and Ahmad (2020), seeking to understand students' online shopping behavior, revealed that the youth demographic is typically influenced by their perception of risk, social influence, and online advertisement. These variables shed light on current results calling for marketing focus on critical variables. For instance, despite showing diverse opinions on Zara advertising, most respondents in the present study demonstrated little recall of Zara ads.
Zara's marketing strategy can improve effectiveness by segmenting its demographics and tailoring messages to their unique needs. Further, factors regarding lifestyle, such as what a particular job requires, social acquaintance, and geographic regions, can affect shopping patterns. One instance can be professionals in urban areas buying work clothes more often and selecting brands such as Zara, characterized by cutting-edge and stylish designs. On the contrary, people who live in rural areas and have a more casual lifestyle might shop less often and look for brands with the lower price end. The proliferation of the internet and a large set of flourishing middle class in North America have propelled exponential growth in digital retail outlets. In another study by Singh et al. (2020), the researchers categorized online sales efforts as subject to two main factors. Factor 1 describes the staffing effort put into customer service. According to the study, online consumer behavior is moderated by staff education and, notably, their empathetic nature in handling customers' complaints and delivery. Singh et al. (2020) Factor 2 describes the set of all technical efforts put in place to improve digital sales turnovers. These include pricing and billing, which ultimately determine consumer purchasing decisions. Considering their impact on purchasing behavior, digital store image and staff training underscore the need for digital brands to improve customer loyalty programs.

[bookmark: _Toc158121880]Comparing the survey results to industry benchmarks gives an understanding of Zara's perception of competitors. Advertising effectiveness measures how best marketing efforts impact consumer purchasing behavior (Sama, 2019). For example, the 57% retention rate of Zara customers gained from their loyalty program might appear high, but it is necessary to compare it with the industry standards. According to a report by Singh et al. (2020), the average customer retention rate for fashion retailers is around 55%. This finding implies that although Zara is slightly doing better than the industry average, there is a chance for improvement to remain competitive. Likewise, Zara's Zara's awareness score of 98% is impressive, which points to well-done marketing campaigns. Compared with H&M, with 99% brand awareness, Zara's brand awareness still has room for better outcomes. 
Sama (2019) indicates that advertising effectiveness is subject to several factors, including the choice of digital channels and consumer engagement. Media quality and advertisement content have the most impact on advertising effectiveness. While, in most instances, using both traditional and digital channels provide the most optimal value, advertising effectiveness also benefits from research and a good understanding of consumer demographics. Zara's effectiveness is only 30%, lower than the fashion retail industry benchmark of 40%. This finding implies the need to change Zara's harassing campaign to increase brand recall and consumer engagement. Ramesh and Vidhya (2019) found that consumer perception plays a huge role in digital marketing and purchasing behaviour. The study notes that content marketing is the most effective channel for funnelling consumers to online purchasing decisions. Contextual analysis and benchmark comparison offer insight into the survey results and give Zara actionable points to strengthen its strategy and maintain its competitive advantage in the fashion retail industry. 
Reasoned action proposed by Ajzen and Fishbein noted that attitude is the most significant predictor of purchasing behavior. According to the theory, consumers' attitudes towards commercials affect their attention, interest, reaction, and decisions through various internal psychological mechanisms. Following this theory, Customer behaviour follows five significant stages: Awareness, interest, conviction, purchase, and post-purchase behaviour (Sama, 2019). Awareness forms the first component of the consumer behaviour model, and here, the marketing teams' primary objective should be to communicate the product's benefits and use cases. Several research studies indicate a link between purchasing behaviour and brand awareness. Thus, Zara marketers should seek to provide constant updates of existing product information about existing products to consumers. 
The second stage in the consumer behavior model is interest, and here, marketers should aim to showcase product benefits creatively to generate interest in commercials. For instance, Coca-Cola has been keen to associate youthfulness with its beverage brand, portraying mood change every time a user takes a sip. The third component of consumer behaviour regards conviction, which impacts the consumer's attitude and emotions. Prospective consumers feel convinced that a purchase in selling products fulfills their needs at an affordable price (Sama, 2019). Zara's Marketing efforts can improve conviction by providing factual and satisfactory details in commercials. Implementing the above stages leads to consumer purchase. Properly done commercials often create emotional feedback that eventually culminates in the purchase. 
Post-purchase behavior describes the final component of consumer behaviour and regards the satisfaction or dissatisfaction consumers get from purchasing the products. During this stage, savvy consumers compare perceived expectations to the product's actual performance. This experience adds a memory from which consumers can make future purchasing decisions. Marketing executives should aim to increase the consumer's chances of repeat purchasing. Often, repeat purchase is affected by Awareness of the brand; research conducted over the years has revealed additional factors, including product satisfaction and after-sales services. By considering the consumer behavior model shaping their purchasing and comparing its performance to industry standards, Zara can improve its offerings and marketing initiatives to match customer needs and expectations. 
4.4 Chapter Summary 
This chapter presents the study results and conclusions obtained from a thorough survey that examined customer views of Zara's Loyalty Programme and the influence of advertising on purchasing behaviour. The survey included a wide range of age groups, which exposed different viewpoints on the usefulness and efficacy of the Loyalty Programme. Although satisfaction levels varied, a significant majority maintained a neutral stance. The influence of advertising on consumer choices revealed a complex and subtle terrain. Favourable views of the Loyalty Programme were shown to be positively correlated with satisfaction. The chapter highlights the intricate nature of consumer attitudes and promotes the use of customised techniques to strengthen client engagement and loyalty in the context of Zara's marketing efforts.
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[bookmark: _Toc158121882]5.1. Chapter Introduction 
In this empirical research, this chapter significantly produces a major emphasis on obtained knowledge and understanding which contributed to gaining significant research outcomes. This chapter of research significantly includes the crucial points and main findings of the research which summarise the ideas of the study. In further, the chapter's conclusion substantially addresses the research problem and ensures that the aim and objectives of the research were fully attained. Moreover, this chapter also presents some significant recommendation which crucially implies in future. 
[bookmark: _Toc158121883]5.2. Summary of Key Findings 
The comprehensive empirical research, supported by a comprehensive survey, revealed important details about the complex connection between advertising, consumer behavior, and Zara's Loyalty Program's efficacy. The different answers from 44 participants gave a more complete perspective of how these factors work together to affect buying choices. 55% of survey participants said they only shopped for clothes occasionally, while 16% said they did it frequently. 2% of participants had never shopped for clothes before. Based on these patterns, marketers must deal with various consumer habits. This means that Zara's tactics must be flexible to appeal to a wide range of customers. 57% of respondents to the study, which looked at how people felt about the Zara brand, were already customers. But 18% liked other names like H&M more, which shows competition in the market. Also, 30% of participants remembered recent Zara ads, which shows the importance of strong and memorable advertising campaigns. A large majority (77% of respondents) had yet to use Zara's loyalty program, showing possible untapped market segments. There were mixed feelings about how well Zara's Loyalty Program would work, with 31% agreeing and 9% disagreeing. However, 55% thought it would be good for buyers. 
The survey investigated the effect of prices, and 47% of people who answered agreed that prices did affect their choices about what to buy. Also, 48% of people liked shopping in Zara's physical stores, which shows how popular in-store experiences are. The results show the importance of good pricing tactics and a strong physical retail presence. The age of the consumer became a key factor in how they responded. Separating survey participants into age groups showed they had different likes and dislikes and behaved differently. To make marketing tactics work, it is important to understand the different needs of different age groups. Regarding plans, 43% said they would visit Zara stores again, and 27% said they considered becoming Zara members. Notably, 32% thought that Zara's advertising tactics changed how customers saw the company. These results show how important it is to keep engaging customers and use smart advertising to build long-term ties with them. A correlation study showed a strong positive link between how useful people thought Zara's Loyalty Program was, how satisfied they were with it, and their plans to use it again. The study found links between how customers felt, what they did, and their desire to visit Zara shops or become members. In essence, the survey revealed a variety of consumer viewpoints, emphasizing the need for Zara to change its strategies to account for differences in demographics. The results show where the business could grow, ways to improve communication in the loyalty program, and how advertising is very important in shaping how customers see a business. This research gives Zara extensive useful information that helps them make smart strategic decisions in a world where consumer tastes, and retail competition are always changing.
[bookmark: _Toc158121884]5.3. Contributions to Existing Knowledge
In the dynamic intersection of advertising and consumer behavior, this research adds significant contributions to the body of knowledge. The study of the complex connections between different factors that affect consumer choices, with a focus on Zara's Loyalty Program, is an important step forward. By looking into demographic details, the research helps to learn more about consumer tastes and habits. Insights into how different age groups react to advertising and loyalty programs were gained through the age-based segmentation of survey participants. Because it considers that consumer tastes do not always match and can change with age, this more detailed approach adds a lot to what industry already know. What people think about the program's success, how satisfy they are with it, and their plans to use it again in the future are all linked in the study (Silva and Duarte, 2021). This helps to learn more about how consumers interact with reward programs. The research not only demonstrates what influences customers' thoughts, but it also demonstrates how these thoughts are connected to specific actions, providing a more complete perspective of how consumers make decisions (Liu et al., 2020).
Due to how quickly marketing changes, the research results are very important for understanding how brands work now, especially in the fashion retail scene. Advertising plays a significant role in influencing consumer preferences and company perceptions, as the study demonstrates. Zara, like many other brands, must fight very hard in a market where knowing what consumers want and changing to meet those needs is key to long-term success. What the study found is still useful for brands that are trying to stay alive in the digital world. By showing that many of the participants remembered Zara's ads and used digital channels to interact with the Loyalty Program, the study emphasises the importance of a comprehensive digital marketing strategy (Bui and Muñoz Martinez, 2019). The knowledge about how well Zara's digital efforts work adds to the ongoing discussion about how to use technology and marketing together in the store business. This research not only adds to our theoretical understanding but also gives people who work in the field useful information (Ahn, Soon Li Lee and Kwon, 2020). The study adds to what is already known by addressing the gap between academic research and real-world effects. It also gives people the information they need to make effective choices in the competitive field of fashion retail marketing.
[bookmark: _Toc158121885]5.4. Conclusion 
In achieving the research goals and objectives, this study successfully navigated the complex landscape of advertising's impact on consumer behavior, with a specific focus on Zara's Loyalty Program. Through its detailed questions about different consumer preferences and behaviors, the comprehensive survey gave a wide-ranging perspective of the factors at play. The study showed how important it is to make marketing plans for different age groups that consider differences in consumer reactions. This is done by looking at demographic variations. A collection of important findings that show how various factors influence consumer thoughts. How useful and successful Zara's Loyalty Program was seen to be strongly linked to customer satisfaction and plans to shop there again in the future. These connected ideas show how difficult the links are that make customers choose what they do and stress how important it is to look at marketing plans. This research not only adds to what industry know in the academic world, but it also has real-world implications for marketers, especially those who work in the fashion retail sector. To reach its goals, the study offers a basis for improving advertising strategies and loyalty programs. This makes it possible for consumers to be better informed and more effectively engaged. Insights from this study that are linked to each other are useful for both scholarly discussion and real-world use in the ever-changing field of retail marketing (Gu et al., 2021).
[bookmark: _Toc158121886]5.5. Recommendations 
One of the most daunting responsibilities for marketing managers in a competitive market is attracting consumer attention through sales promotion and advertisements. As the trends for utilizing digital consumer channels continue, Zara can improve its digital marketing efforts by exploring various media advertisements across consumer behavior stages such as interest, awareness, understanding, purchase, and post-purchase (Sama, 2019). Zara can make more significant and effective campaigns by focusing their advertising on specific groups of people and figuring out, for example, that younger people like environmentally friendly practices, which could lead to ads that promote Zara's green efforts (Popović et al., 2021). Improving digital marketing while maintaining a strong presence in traditional media can help improve brand engagement. Talking about the Enhanced Loyalty Program Awareness is also very important. An essential part of the respondents did not know about the program, even though it might be helpful. Zara should use a variety of outlets to conduct targeted advertising campaigns. The firm should consider improving reward incentives to attract new members while retaining existing customers. Spreading knowledge can be done through email campaigns, social media sites, and in-store promotions.
In addition to luring new participants, communicating the real benefits of the Loyalty Program can keep current clients (Humne, 2020). According to the survey by Lee (2023), many respondents had neutral feelings about the usefulness and clarity of Zara's Loyalty Program. Overall, Zara should consider addressing price sensitivity. The brand should consider offering value to customers whilst maintaining competitive prices. In line with Singh et al. (2020) findings, the store should consider enhancing shopping and delivery experiences by incorporating diverse payments and arranging quick deliveries. The company should also consider using discounts, loyalty program perks, and promotions to attract price-sensitive consumers without compromising the brand image. In addition to pricing, the company should consider expanding the omnichannel experience. Firms should consider investing in technology to enable online order tracking features, in-store reward customer experience, and mobile app integration to provide consumers with a seamless shopping experience (Singh et al., 2020). A tailored approach considering customer purchasing history and preferences can help enhance the program's effectiveness. Together, these efforts will aid Zara in making the conversation more accessible, transparent, and convincing. The brand should further consider improving its visibility among customers. With only 30 percent of participants recalling recent Zara Ads, the current marketing effort can improve their brand through a more tactical advertising campaign. The brand should consider investing in memorable and creative campaigns across various channels to drive customer interest.
Customer perception can be improved by writing clear, concise messages that highlight the instant and long-term benefits of the Loyalty Program. Decisions about strategy should align with how relationships between consumers and brands are changing. Zara should focus on digital integration to keep up with people's increased reliance on online platforms (Aftab et al., 2018). Customer access and ease are improved by incorporating the Loyalty Program seamlessly into Zara's mobile app. Through digital tools, Zara can improve the user experience and build stronger relationships with tech-savvy customers (Xu et al., 2020). Creating a positive brand image among consumers is critical to enhancing profitability in digital sales. Marketing executives should consider training customer service staff, ensuring courteous behavior, and incorporating technology to enhance brand image and equity.  
This comprehensive research is a crucial component of Zara's Loyalty Program and advertising because it gives a more detailed information about how people behave (Kalsi, 2022). Zara can use the strategic ideas outlined to meet the needs of its present consumer base and plan. Targeted advertising, making sure everyone knows about programs, clear communication, and planning for environmental trends are all things Zara can do to build long-lasting relationships with customers. This study can be used by Zara as a resource as it strives to keep its innovative spirit and consumer-centric excellence in the rapidly evolving retail market. 




[bookmark: _Toc158121887]References
Aftab, M.A., Yuanjian, Q., Kabir, N. and Barua, Z. (2018) ‘Super responsive supply chain: The case of Spanish fast fashion retailer Inditex-Zara’, International Journal of Business and Management, 13(5), pp.212-227.
Ahmad, S., Wasim, S., Irfan, S., Gogoi, S., Srivastava, A., and Farheen, Z. (2019) ‘Qualitative v/s. quantitative research-A summarized review’, population, 1(2).
Ahn, J., Lee, S. L., & Kwon, J. (2020). Impulsive buying in hospitality and tourism journals. Annals of Tourism Research, 82, 102764.
Ali Taha, V., Pencarelli, T., Škerháková, V., Fedorko, R., & Košíková, M. (2021). The use of social media and its impact on shopping behavior of Slovak and Italian consumers during COVID-19 pandemic. Sustainability, 13(4), 1710.
Al‐Samarraie, H., Eldenfria, A., Dodoo, J. E., Alzahrani, A. I., and Alalwan, N. (2019) ‘Packaging design elements and consumers' decision to buy from the Web: A cause and effect decision‐making model’, Color Research and Application, 44(6), pp. 993-1005.
Alshurideh, M., Gasaymeh, A., Ahmed, G., Alzoubi, H. and Kurd, B. (2020) ‘Loyalty program effectiveness: Theoretical reviews and practical proofs’, Uncertain Supply Chain Management, 8(3), pp.599-612.
Ashrafuzzaman, M., Rishat, A.A.H., Hossain, M.S. and Alam, M.T. (2022) ‘The impact of social media and digital marketing on consumer behavior. In Handbook of Research on Consumer Behavior Change and Data Analytics in the Socio-Digital Era (pp. 275-294)’, IGI Global.
Bala, M. and Verma, D. (2018) ‘A critical review of digital marketing’, International Journal of Management, IT & Engineering, 8(10), pp.321-339.
Behera, R.K., Gunasekaran, A., Gupta, S., Kamboj, S. and Bala, P.K. (2020) ‘Personalized digital marketing recommender engine’, Journal of Retailing and Consumer Services, 53, p.101799.
Bloomfield, J., and Fisher, M. J. (2019) ‘Quantitative research design’, Journal of the Australasian Rehabilitation Nurses Association, 22(2), pp. 27-30.
Buchanan, L., Kelly, B., Yeatman, H. and Kariippanon, K. (2018) ‘The effects of digital marketing of unhealthy commodities on young people: a systematic review’, Nutrients, 10(2), p.148.
Bui, A.Q. and Muñoz Martinez, V. (2019) ‘The impact of product promotion on customer loyalty: A quantitative study on Zara’.
Chen, Y., Mandler, T. and Meyer-Waarden, L. (2021) ‘Three decades of research on loyalty programs: A literature review and future research agenda’, Journal of Business Research, 124, pp.179-197.
Chou, S. F., Horng, J. S., Liu, C. H. S., & Lin, J. Y. (2020). Identifying the critical factors of customer behavior: An integration perspective of marketing strategy and components of attitudes. Journal of retailing and consumer services, 55, 102113.
Cordial. (2023, November 15). Why Customers Are Leaving Your Loyalty Program (and What You Can Do About It). https://cordial.com/resources/why-customers-are-leaving-your-loyalty-program-and-what-you-can-do-about-it/#:~:text=37%25%20of%20consumers%20say%20one,aspirational%20value%20or%20real%20savings
Dastane, D.O. (2020) ‘Impact of digital marketing on online purchase intention: Mediation effect of customer relationship management’, Journal of Asian Business Strategy, DOI, 10, pp.142-158.
Desai, V. and Vidyapeeth, B. (2019) ‘Digital marketing: A review’, International Journal of Trend in Scientific Research and Development, 5(5), pp.196-200.
Disman, D., Ali, M., and Barliana, M. S. (2017) ‘The use of quantitative research method and statistical data analysis in dissertation: an evaluation study’, International Journal of Education, 10(1), pp. 46-52.
Eger, L., Komárková, L., Egerová, D., & Mičík, M. (2021). The effect of COVID-19 on consumer shopping behaviour: Generational cohort perspective. Journal of Retailing and consumer services, 61, 102542.
Fischer, H. E., Boone, W. J., and Neumann, K. (2023) ‘Quantitative research designs and approaches’, In Handbook of research on science education (pp. 28-59). Routledge.
Goertzen, M. J. (2017) ‘Introduction to quantitative research and data’, Library Technology Reports, 53(4), pp. 12-18.
Gu, S., Ślusarczyk, B., Hajizada, S., Kovalyova, I., & Sakhbieva, A. (2021). Impact of the covid-19 pandemic on online consumer purchasing behavior. Journal of Theoretical and Applied Electronic Commerce Research, 16(6), 2263-2281.
Gunawan, I. (2022). CUSTOMER LOYALTY: The Effect Customer Satisfaction, Experiential Marketing and Product Quality. KINERJA: Jurnal Manajemen Organisasi dan Industri, 1(1), 35-50.
Han, S.S. (2020) ‘A factors effecting online social decisions in online consumer behaviour’, Journal of Distribution Science, 18(3), pp.67-76.
Hanaysha, J. R., Al Shaikh, M. E., & Alzoubi, H. M. (2021). Importance of marketing mix elements in determining consumer purchase decision in the retail market. International Journal of Service Science, Management, Engineering, and Technology (IJSSMET), 12(6), 56-72.
Hendrayati, H. and Pamungkas, P. (2020) ‘Viral marketing and e-word of mouth communication in social media marketing. In 3rd Global Conference On Business, Management, and Entrepreneurship (GCBME 2018) (pp. 41-48)’, Atlantis Press.
Huang, Z., and Benyoucef, M. (2017) ‘The effects of social commerce design on consumer purchase decision-making: An empirical study’, Electronic Commerce Research and Applications, 25, pp. 40-58.
Humne, R.D. (2020) ‘Identification of ways in which brand image gets impacted due to online advertisements adopted by an organisation: A case study of Zara (Doctoral dissertation, Dublin Business School)’.
Husnain, M., and Toor, A. (2017) ‘The impact of social network marketing on consumer purchase intention in Pakistan: Consumer engagement as a mediator’, Asian Journal of Business and Accounting, 10(1), pp. 167-199.
Jaiswal, D., and Kant, R. (2018) ‘Green purchasing behaviour: A conceptual framework and empirical investigation of Indian consumers’, Journal of Retailing and Consumer Services, 41, pp. 60-69.
Jeckells, H. (2022) ‘An investigation into the influential factors that impact consumer decision-making among prospective online MBA students’, Journal of Marketing for Higher Education, 32(2), pp. 278-304.
Jiang, Y., and Gao, Y. (2019) ‘Factors that influence potential green hotel customers’ decision-making process–evidence from China’, Journal of China Tourism Research, 15(4), pp. 455-477.
Kalsi, A.R. (2022) ‘Investigating the impacts of digital marketing on consumer buying behavior in the fast fashion industry of Ireland–a case study of ZARA (Doctoral dissertation, Dublin, National College of Ireland)’.
Kanuri, V.K., Chen, Y. and Sridhar, S. (2018) ‘Scheduling content on social media: Theory, evidence, and application’, Journal of Marketing, 82(6), pp.89-108.
Kao, T. F., & Du, Y. Z. (2020). A study on the influence of green advertising design and environmental emotion on advertising effect. Journal of cleaner production, 242, 118294.
Kimmel, A. and Kimmel, A.J. (2018) ‘Psychological foundations of marketing: the keys to consumer behavior’, Routledge.
Kuswanto, H., Hadi Pratama, W.B. and Ahmad, I.S. (2020). Survey data on students’ online shopping behaviour: A focus on selected university students Indonesia. Data in Brief, (3), p.105073. doi:https://doi.org/10.1016/j.dib.2019.105073.
Lăzăroiu, G., Neguriţă, O., Grecu, I., Grecu, G. and Mitran, P.C. (2020) ‘Consumers’ decision-making process on social commerce platforms: Online trust, perceived risk, and purchase intentions’, Frontiers in Psychology, 11, p.890.
Lee, H. and Cho, C.H. (2020) ‘Digital advertising: present and future prospects’, International Journal of Advertising, 39(3), pp.332-341.
Lee, T.H. (2023) ‘ZARA, FAST FASHION, AND THE NEW GLOBAL PARADIGM FOR MARKETING COMMUNICATIONbyTing Hsuan (Vivian) Lee (Doctoral dissertation, Purdue University Graduate School)’.
Li, H., Wu, Y., Cao, D. and Wang, Y. (2021) ‘Organizational mindfulness towards digital transformation as a prerequisite of information processing capability to achieve market agility’, Journal of Business research, 122, pp.700-712.
Lina, L. F., & Ahluwalia, L. (2021). Customers’ impulse buying in social commerce: The role of flow experience in personalized advertising. Jurnal Manajemen Maranatha, 21(1), 1-8.
Lina, L. F., & Setiyanto, A. (2021). Privacy concerns in personalized advertising effectiveness on social media. SRIWIJAYA INTERNATIONAL JOURNAL OF DYNAMIC ECONOMICS AND BUSINESS, 5(2), 147-156.
Liu, Q., Zhang, X., Huang, S., Zhang, L., & Zhao, Y. (2020). Exploring consumers’ buying behavior in a large online promotion activity: The role of psychological distance and involvement. Journal of theoretical and applied electronic commerce research, 15(1), 66-80.
Liu-Thompkins, Y. (2019) ‘A decade of online advertising research: What we learned and what we need to know’, Journal of advertising, 48(1), pp.1-13.
López García, J.J., Lizcano, D., Ramos, C.M. and Matos, N. (2019) ‘Digital marketing actions that achieve a better attraction and loyalty of users: An analytical study’, Future Internet, 11(6), p.130.
Mehrad, A., and Zangeneh, M. H. T. (2019) ‘Comparison between qualitative and quantitative research approaches: Social sciences’, International Journal For Research In Educational Studies, Iran, 5(7), pp. 1-7.
Melović, B., Jocović, M., Dabić, M., Vulić, T.B. and Dudic, B. (2020) ‘The impact of digital transformation and digital marketing on the brand promotion, positioning and electronic business in Montenegro’, Technology in Society, 63, p.101425.
Munsch, A. (2021) ‘Millennial and generation Z digital marketing communication and advertising effectiveness: A qualitative exploration’, Journal of Global Scholars of Marketing Science, 31(1), pp.10-29.
Nunan, D. and Di Domenico, M. (2019) ‘Older consumers, digital marketing, and public policy: A review and research agenda’, Journal of Public Policy & Marketing, 38(4), pp.469-483.
Palalic, R., Ramadani, V., Mariam Gilani, S., Gërguri-Rashiti, S. and Dana, L.P. (2021) ‘Social media and consumer buying behavior decision: what entrepreneurs should know?’, Management Decision, 59(6), pp.1249-1270.
Popović, Š.N., Jeremić, A., Slijepčević, M. and Ilić, M (2021) ‘Marketing focused on the online brand community: The example of Zara’, Marketing, 52(1), pp.32-42. Šević, N.P., Jeremić, A., Slijepčević, M. and Ilić, M. (2021) ‘Marketing Focused on The Online Brand Community–The Example of Zara’, Marketing (0354-3471), 52(1).
Ramanathan, U., Subramanian, N., and Parrott, G. (2017) ‘Role of social media in retail network operations and marketing to enhance customer satisfaction’, International Journal of Operations and Production Management, 37(1), pp. 105-123.
Ramesh, M. and Vidhya, B., 2019. Digital marketing and its effect on online consumer buying behavior. Journal of Services Research, 19(2), pp.61-77.
Redondo, I. and Aznar, G. (2018) ‘To use or not to use ad blockers? The roles of knowledge of ad blockers and attitude toward online advertising’, Telematics and Informatics, 35(6), pp.1607-1616.
Ritz, W., Wolf, M. and McQuitty, S. (2019) ‘Digital marketing adoption and success for small businesses: The application of the do-it-yourself and technology acceptance models’, Journal of Research in interactive Marketing, 13(2), pp.179-203.
Rubkiewicz, A. (2023, November 27). Customer loyalty vs. brand loyalty: Everything you need to know. HubSpot Blog | Marketing, Sales, Agency, and Customer Success Content. https://blog.hubspot.com/service/customer-loyalty-vs-brand-loyalty
Rutberg, S., and Bouikidis, C. D. (2018) ‘Focusing on the fundamentals: A simplistic differentiation between qualitative and quantitative research’, Nephrology Nursing Journal, 45(2), pp. 209-213.
Salazar-Ordóñez, M., Schuberth, F., Cabrera, E. R., Arriaza, M., and Rodríguez-Entrena, M. (2018) ‘The effects of person-related and environmental factors on consumers' decision-making in agri-food markets: The case of olive oils’, Food Research International, 112, pp. 412-424.
Sardjono, W., Selviyanti, E. and Perdana, W.G. (2020). Using factor analysis and regression analysis to develop mathematic modeling to support online application implementation in transportation business. Journal of Physics: Conference Series, 1538(1), p.012042. doi: https://doi.org/10.1088/1742-6596/1538/1/012042.
Sama, R. (2019) ‘Impact of media advertisements on consumer behaviour’, Journal of Creative Communications, 14(1), pp. 54-68.
Sanchez-Casado, N., Artal-Tur, A. and Tomaseti-Solano, E. (2019) ‘Social Media, Customers' Experience, and Hotel Loyalty Programs’, Tourism Analysis, 24(1), pp.27-41.
Sangroya, D., and Nayak, J. K. (2017) ‘Factors influencing buying behaviour of green energy consumer’, Journal of cleaner production, 151, pp. 393-405.
Saura, J.R. (2021) ‘Using data sciences in digital marketing: Framework, methods, and performance metrics’, Journal of Innovation & Knowledge, 6(2), pp.92-102.
Sharma, A., Dwivedi, Y. K., Arya, V., & Siddiqui, M. Q. (2021). Does SMS advertising still have relevance to increase consumer purchase intention? A hybrid PLS-SEM-neural network modelling approach. Computers in Human Behavior, 124, 106919.
Silva, A.M.A. and Duarte, V. (2021) ‘Online Shopping Behaviours during quarantine: Zara case study (Doctoral dissertation)’.
Singh, S., Mondal, S., Singh, L.B., Sahoo, K.K. and Das, S. (2020). An Empirical Evidence Study of Consumer Perception and Socioeconomic Profiles for Digital Stores in Vietnam. Sustainability, 12(5), p.1716. doi:https://doi.org/10.3390/su12051716.
Skinner, C. (2020) ‘Quantitative research’, In Handbook for research students in the social sciences (pp. 215-224). Routledge.
Solan, H. P. (2020) ‘Review paper on factors influencing consumer behavior’, Test Engineering and Management, 83(3), pp. 7059-7066.
Sürücü, L., and Maslakci, A. (2020) ‘Validity and reliability in quantitative research’, Business and Management Studies: An International Journal, 8(3), pp. 2694-2726.
Talwar, S., Jabeen, F., Tandon, A., Sakashita, M., & Dhir, A. (2021). What drives willingness to purchase and stated buying behavior toward organic food? A Stimulus–Organism–Behavior–Consequence (SOBC) perspective. Journal of Cleaner Production, 293, 125882.
Tandon, A., Jabeen, F., Talwar, S., Sakashita, M., & Dhir, A. (2021). Facilitators and inhibitors of organic food buying behavior. Food Quality and Preference, 88, 104077.
Tsai, P. H., Lin, G. Y., Zheng, Y. L., Chen, Y. C., Chen, P. Z., & Su, Z. C. (2020). Exploring the effect of Starbucks' green marketing on consumers' purchase decisions from consumers’ perspective. Journal of Retailing and Consumer Services, 56, 102162.
Van Looy, A. (2022) ‘Search engine optimization. In Social Media Management: Using Social Media as a Business Instrument (pp. 125-146)’, Cham: Springer International Publishing.
Victor, V., Joy Thoppan, J., Jeyakumar Nathan, R. and Farkas Maria, F. (2018) ‘Factors influencing consumer behavior and prospective purchase decisions in a dynamic pricing environment—an exploratory factor analysis approach’, Social Sciences, 7(9), p.153.
Vieira, V.A., de Almeida, M.I.S., Agnihotri, R., da Silva, N.S.D.A.C. and Arunachalam, S. (2019) ‘In pursuit of an effective B2B digital marketing strategy in an emerging market’, Journal of the Academy of Marketing Science, 47, pp.1085-1108.
Willman-Iivarinen, H. (2017) ‘The future of consumer decision making’, European Journal of Futures Research, 5(1), p. 14.
Witek, L., & Kuźniar, W. (2020). Green purchase behavior: The effectiveness of sociodemographic variables for explaining green purchases in emerging market. Sustainability, 13(1), 209.
Xu, X., Wu, J. H., & Li, Q. (2020). What drives consumer shopping behavior in live streaming commerce?. Journal of electronic commerce research, 21(3), 144-167.
Zyphur, M. J., and Pierides, D. C. (2017) ‘Is quantitative research ethical? Tools for ethically practicing, evaluating, and using quantitative research’, Journal of Business Ethics, 143, pp. 1-16.


[bookmark: _Toc158121888]Appendices
https://uowtsd-my.sharepoint.com/:x:/r/personal/2217962_student_uwtsd_ac_uk/Documents/Untitled%20form%20(Responses).xlsx?d=w273aa8aea2a94a53bada38a1d66ff9b5&csf=1&web=1&e=wsiblK

Chapter 1: Introduction 


Chapter 5: Conclusion


Chapter 2: Literature Review 


Chapter 3: Methodology 


Chapter 4: Discussion and Analysis 


Which age group do you belong to?


25-40 years	40-60 years	More than 60 years	18-25 years	18	7	1	18	

How often do you shop from apparel products?


Sometimes	Not sure	Never	Regularly	Rarely	24	4	1	8	7	

Are you willing to purchase products sold by Zara?


I already shop from Zara	I don't like products of Zara	I am not aware of it	I am not sure about it	I prefer other brands such as H	&	M over Zara	25	8	1	6	4	

Do you remember any recent advertising of Zara?


Yes	No	I am not sure	13	20	10	

Have you availed any of Zara Loyalty Program? 


Yes	No	10	34	

How do you rate your overall experience with Zara Loyalty Program out of 10?

2%

19%
60%
8%
11%

Strongly Disagree	Agree	Neutral	Disagree	Strongly Agree	0	13	23	2	4	
Do you consider that Loyalty Program of Zara is useful for its customer?


Strongly Disagree	Agree	Neutral	Disagree	Strongly Agree	0	13	23	2	4	

Being a customer of Zara, are you satisfied with the loyalty program? 


Strongly Disagree	Agree	Neutral	Disagree	Strongly Agree	0	12	26	3	1	

Do you consider that Loyalty program of Zara is very effective and does not required further improvement?


Neutral	Strongly Agree	Disagree	Agree	Strongly Disagree	26	2	5	8	2	

Do you have used any loyalty program of Zara and intend to use it in future as well?


Agree	Neutral	Disagree	Strongly Agree	Strongly Disagree	12	25	3	2	1	

Do you visit Zara stores to purchase goods or items?


Strongly Disagree	Agree	Strongly Agree	Neutral	Disagree	0	20	6	13	3	

Do you prefer purchase of products based on offered discounts? 


Strongly Disagree	Neutral	Agree	Disagree	Strongly Agree	0	13	20	3	7	

Do you intend to visit Zara Store next time to explore its products more?


Agree	Strongly Agree	Neutral	Disagree	Strongly Disagree	19	9	11	5	0	

Will you avail membership with Zara in future as well?


Agree	Neutral	Disagree	Strongly Agree	Strongly Disagree	12	21	5	5	1	

Does Zara advertising campaigns and efforts impacts its customers brands?


Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	6	14	17	6	1	

Do you agree with the fact that Zara clearly communicates benefits and rewards for customers in Loyalty programs?


Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	2	11	26	4	1	

Does Zara carry out promotional offers for its customers through emphasising customers preferences and choices?


Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	4	11	24	4	1	

Do you agree with the fact that Zara clearly communicates benefits and rewards for customers in Loyalty programs?


Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	2	11	26	4	1	

Does Zara make effective use of Search Engine Optimisation (SEO) for advertising its products?


Strongly Agree	Agree	Strongly Disagree	Neutral	Disagree	3	10	0	26	4	

Do The loyalty programs offered by Zara effectively communicates the ease and convenience for customers to participate in the program?


Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	2	9	24	7	1	

Did The benefits offered in Zara loyalty programs justified the purchase value in terms of money for customers?


Agree	Strongly Agree	Neutral	Strongly Disagree	Disagree	14	4	21	1	3	

Does Zara's advertising in terms of eco-friendly and sustainable initiatives for their loyalty programs makes customer convinced towards participation?


Agree	Strongly Agree	Neutral	Disagree	Strongly Disagree	15	3	20	5	0	

Do the loyalty programs offered by Zara effectively communicates the ease and convenience for customers to participate in the program?


Strongly Agree	Agree	Neutral	Disagree	Strongly Disagree	1	11	27	4	0	

Does Zara makes effective use of digital tools and equipment through integrating loyalty program in its Mobile Application?


Strongly Agree	Strongly Disagree	Agree	Neutral	Disagree	3	0	12	22	5	

Is the Zara customer's Purchasing decision influenced by  cultural content in loyalty program advertising?


Strongly Agree	Neutral	Agree	Disagree	Strongly Disagree	4	21	14	3	1	

Should Zara loyalty program advertising  be incentivized in terms of customers engagement and feedback management?


Agree	Strongly Agree	Neutral	Disagree	Strongly Disagree	13	8	20	2	0	
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