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INTRODUCTION
This report’s goal is to evaluate critically the creative marketing approaches used by the selected organization to raise brand awareness. In addition to analysing the customer journey through various communication channels critically, the report will also emphasize the customer journey, customer satisfaction, customer touchpoints. As a result, this study will emphasize suggestions for new promotion in order to satisfy both present and potential stakeholders. The chosen organisation is a Spanish multi-national retail clothing chain named Zara.
Zara is a clothes company that has revolutionised the industry. In 1963, “Amancia Ortega” created it in Spain. The “Ortega” family owns around 60% of its parent company, Inditex, which had 6.741 billion in revenue in 2005. There are around 2000,000 Zara shops worldwide. Zara is a clothes distributor. It offers a diverse range of alternative, including collections for men, women, and children. The firm did launch cosmetics, perfumes, and home items.
Zara’s core mission since its start has been to make high-end items available to everyone. As a result, they were able to democratise the creation of luxury items affected by fashion’s evolution. Zara has developed into a firm that can deliver attractive things at low prices thanks to this approach. It is, nonetheless, a firm that aims to interact with young people. This ambition is reflected in its employment practises as well. Zara, on the other hand, is fast to identify and meet specific needs of her clientele. Zara’s core trade secret gives them an advantage over competitors.
The Vision of Zara is “to contribute to the sustainable development of society and that of the environment with which we interact” Its key components are: societal development and environmental improvement and the mission statement of Zara is “to give customers what they want, and get it to them faster than anyone else”. This company’s success may be credited to such a short, concise, and straightforward statement.
Among Zara’s key ideas are “beauty, clarity, functionality, and sustainability.” These are the operating principles of the firm.
COMMUNICATION

DEFINITION OF COMMUNICATION: Communication is usually understood as the transmission of information. The definition of communication is to ‘to share’ or ‘to participate’. The Transmission of ideas, information, signals, or messages via proper media allows people or groups to persuade, seek information, supply information, or express feelings.
“Communication is transfer of information from one person to another, whether or not it elicits confidence. But the information transferred must be understandable to the receiver” – G.G. Brown.

SHANNON AND WEAVER COMMUNICATION MODEL
Shannon, an American mathematician and electrical engineer, and weaver, an American Scientist, collaborated on a paper in 1948 and introduced “Bell system Technical Journal” called “Mathematical theory of Communication” and also called as “Shannon and Weaver communication Model” or “MOTHER OF ALL MODELS”.
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Fig 1: Shannon-Weaver’s Model of Communication 
Source: wenhongng.wordpress.com
This idea was developed expressly to increase communication between the sender and the recipient. They also uncover “Noise”-causing factors that affect communication. Initially, the idea was to improve technical communication. It was afterwards widely employed in the telecom sector.
The model addresses a wide range of issues, including information source, transmitter, noise, channel, message, receiver, channel, information destination, encode and decode.
Sender (Information Source): The individual who composes the message, chooses the delivery mode, and sends the message is known as the sender.
Encoder (Transmitter): An encoder is a sender that converts messages into signals or binary data using a device. It might also be referring to the gadget directly.
Channel: A channel is the medium via which communications are transmitted.
Decoder (Receiver): A decoder is a device that converts binary data or signals into text. It may also be a receiver is a device that converts binary data or signals into text. It may also be a receiver that interprets signals into text.
Receiver (Destination): The receiver is the person or location where the message must arrive. The addressee reacts in accordance with the message.
Noise: Noise is a physical disruption that prevents the message from reaching the recipient as intended, such as the surroundings, other people, or other noise.
Practical Example of Shannon – Weaver model of communication
“Come here, I want to see you,” Thomson said to his assistant. During his call, noise arose (Transmission fault) and his assistant got “I want” only. Again, assistant questioned Thomson (Feedback) “what do you want Thomson”.
Thomson is the Sender 
Telephone Encoder (Thomson)
Cable – Channel
Distraction in speech - Noise
Telephone Reception (assistant)
Receiver is an Assistant.
Thomson’s communications cannot be understood by the assistant due to transmission errors or noise. 
The noise that interferes with their communication flow.

INTEGRATED MARKETING COMMUNICATION (IMC)
Integrated Marketing Communication (IMC) was first introduced in 1989 and has continued to grow. Understanding IMC is crucial for marketers and company owners who want to build brand or product consistency.
The growth of the internet, which provides new media for marketing and can be controlled by a Marketing automation software, has led to an increase in the popularity of IMC in the present day. Thus, Traditional media outlets like newspapers, television, and radio are no longer the only choices. As the number of media possibilities increases, business people understand they need a planning system to combine several marketing communications channels in order to reach their target market.
IMC is a marketing approach that enables a firm to communicate a unified and distinct message over all of its marketing channels. Potential clients will perceive the business and its items similarly thanks to this tactic.
The usual billboards you see on the street could be recognisable to you. The billboard’s content must convey the same message as other billboards in order to use the IMC technique. For instance, your street billboards should match the premium image you have for your companies and products on social media.
Importance of IMC
Let’s discuss about the relevance of an IMC strategy to marketing and its numerous tool issues.
Larger Audience: Reaching a larger audience is possible by crafting a single marketing message across several media. Furthermore, all marketing platforms may include this one message into the content they create.
Brand awareness: IMC is the most successful strategy for increasing target group brand awareness. Combining many technologies to generate compelling messages is an effective way to accomplish this. A brand may also employ a wide range of IMC-based marketing tactics.
Long- term Relationships: Through integrated marketing communications, the client psyche and the brand may form a long-lasting relationship. As a result, this might be extremely useful for new businesses in terms of creating a strong and dedicated consumer base.
Saving time: Using this type of marketing plan is the most cost-effective technique to boost brand awareness and branding success. Additionally, it fits well into any marketing procedure and is quite quick.

NEW PROMOTIONAL STRATEGIES FOR ZARA
To boost brand recognition for Zara as a worldwide fashion brand, alternative promotional techniques have not been concentrated on by the organisation must be explored in the form of online and offline promotions.
ONLINE PROMOTIONAL STRATEGY: 
E-mail marketing will never go out of style. It is an excellent, cost-effective, and unobtrusive method of reaching out. E-mail marketing may be used for a variety of goals. Zara may urge potential clients to test their service by alerting them about the perks or fantastic discounts designed to drive people to their website and retain customers by delivering various loyalty rewards via e-mail. E-mail also brings clients up to date on the latest changes in Zara. Overall, E-mail marketing is an excellent approach that I suggest to remain in touch with customers and ensure that Zara is at the top of their minds.
OFFLINE PROMOTIONAL STRATEGY:
A Referral programme is another common advertising tactic that may be used both online and offline. When we run a referral programme, we ask our current customers to suggest our products to a friend or acquaintance to come test out our products or services. This is a reward-based programme in which an existing client receives benefits in the form of discounts, goods, and so on in exchange positive word of mouth about our company. Customers that come through referral programmes receive discounts as well. This referral program is also a best way of promoting brand so I suggest to use this referral program as a new promotional strategy.
BRAND AND BRAND EQUITY
BRAND: According to the American Marketing Association Dictionary, the term “brand” has been defined in a variety of ways over time. 
“A name, term, sign, symbol, or design, or a combination of them, intended to identify the goods or services of one seller or group of sellers and to differentiate them from those of competitors” (De Chernatony and Riley 1997, p.90).
BRAND EQUITY: Academics studying brand equity have chosen two main and Unique approaches: financial and customer-based. The first perspective of brand equity comes from the financial markets, where a brand’s asset worth is appraised. The reaction of a consumer to a brand name is measured by customer- based brand equity.
The value that peoples identify with a brand is described as brand equity (Aaker 1991). It is the consumer’s view of the overall excellence of a product bearing that brand name in comparison to other brands.
KELLER’S BRAND EQUITY MODEL: In his widely used textbook “Strategic Brand Management,” Kevin Lane Keller developed Keller’s Brand Equity Model (also known as the customer-based brand equity (CBBE) Model). 
The Brand Equity Model is built on the fundamental premise that in order to build a successful brand, you must influence how people think and feel about your product. You must persuade people to think and feel positively about your product. In order for customers to have particular, positive ideas, feelings, beliefs, attitudes, and perceptions about your brand, you must create meaningful experiences around it. Customers that have strong brand equity will buy more from you, refer others to you, are ethically loyal, and are less likely to defect to competitors.
The Model, shown as a pyramid in Figure 1, highlights the four processes required to establish significant brand equity.
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Fig 2 Keller Brand Equity Model 
Source: free-management-ebooks.com
The four stages of the pyramid indicate four essential inquiries that your buyers will instinctively ask about your brand.
These four levels also include six building components that must be present in order to reach the summit of the pyramid and develop a successful brand.
In the Case of Zara, it is Known as Fast Fashion with Largest retail stores with almost 2000+ stores in more than seventy countries such as Spain, New York, Portugal, Belgium etc. Zara is not an unknown name in the fashion sector, and the brand’s ideals include contemporary, high-fashion, sharp, and fashionable. It is well-known for producing and selling high-quality clothing for ladies, men, and children. People’s initial thoughts are of speedy and high-quality fashion at an affordable pricing. Zara is also known for its quick turnarounds, since it creates and produces garments faster than other companies and has them in shops within two weeks. Zara provides its consumers with the most stylish, comfy, newest, and contemporary things.
Salience – Zara has the high Brand awareness in the fashion industry as it displays an eye-catching dress in their windows
Imagery – Zara Values include Contemporary, fashionable, high fashion, and smart.
Performance – Zara is well-known for the high quality of clothing. Zara provides clients with the most recent and stylish things; their approach keeps customers returning for new designs in order to stay up-to-date. Zara does not dedicate significant resources to in-store services.
Feelings – Fashionable, Presentable, Elite, Social approval, and Conventional.
Judgement – Zara is well known brand with a large market margin. In terms of comfort, Zara items are of good quality.
Resonance – Zara has a Loyal consumer base as a result of frequent purchases and positive online customer ratings.

ADVANTAGES AND DISADVANTAGES OF KELLERS BRAND EQUITY MODEL:
Image of the Brand: people identify a products “personality” with its brand image. It increases brand equity by forging an emotional bond between customers and the products they purchase. People are more inclined to remain with a brand if they can identify with it. Even with huge price reductions, rivals will find it difficult to overcome this edge. Women who desire to feel attractive, for example, are more likely to purchase sensuous-looking lipstick, regardless of whether the product looks better or lasts longer than alternatives.
Advantages of Distribution: The value that customers identify with the locations where the product is sold is another component of brand equity. When presented alone in specialised or luxury retail outlets, this provides a premium brand a major competitive advantage. Distribution may also help a brand’s equity by making it more accessible to customers than competitors. 
Designing Physically: Brand equity is usually communicated through a product’s distinct physical shape, which provides value by being more imaginative, easier to use, or more attractive than competitors. Manufacturers of e-readers, for example, compete by providing colour screens in smaller and lighter devices. Antiperspirant, soap, and other functionally identical goods commonly seek to distinguish themselves through novel packaging and/or dispensing strategies. Department stores boost brand identify by offering on-site facilities like valet parking and in-store coffee shops.
Cost of Investment: The drawback of a company’s dedication to brand equity is that it necessitates a significant investment, particularly in advertising, which is often the most successful in building a brand image. Effective advertising, on the other hand, typically necessitates a consistent media presence and consequently costs more than alternatives such as public relations and direct marketing. A growing number of firms are experimenting with social media as a substitute for traditional mass media exposure in order to save money.
CUSTOMER JOURNEY
The actions customers take before and after completing a purchase comprise the customer journey. It should be part of your engine marketing strategy if you want to boost lead generation and marketing effectiveness. Understanding the various steps your consumers go through before and after a conversion allows you to brainstorm new marketing techniques to improve the customer experience and keep them coming back for more.
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Fig 3. Customer Journey Source: forbes.com
Finally, a customer journey map tells the story of how customers interact with your business, from how they first discovered it through whether or not they would return. The journey describes multiple encounters that a consumer may have with your customer; however, not every customer may have with your company; however, not every customer is required to use all of those touch points before converting.
While no two customer journeys are the same, you can leverage your website and marketing efforts to help customers along the journey by bringing them through multiple touch points.

Customer Journey Phases
[image: ]
Fig 4. Customer Journey Phases Source: Mailchimp.com
Awareness: This is how people finds your firm, generally via a search engine or paid advertising. Assume your new potential client sees an advertisement for your latest collection of ‘Zara Tahari belted Coat’ and visits your website to learn more about the brand and product. Your company is now in their memories.
Acquisition: Congrats! You may call that new prospective consumer a genuine customer because they purchased one of your ‘Tahari belted Coat’ Not only that, but also subscribed to your email list using a form on your website, so they’ll be the first to know about new items.
Onboarding: Once you’ve gained a new customer, send them a series of emails to welcome them, showcase additional products in your company that they might be interested in, and help them understand when and how they can expect to hear from you in the future.
Engagement: Engagement refers to how you encourage customers to use your products or services on a regular basis, buy from your business, or read your content. To improve your consumers’ experience, consider using email, social media, in-product messaging, and personalization.
Advocacy: Make your consumers so satisfied that they will tell others about your company. This is most likely one of the most effective techniques to gain new consumers.
You may arrange the touchpoints you’ll utilise to engage with clients at the proper times once you’ve identified the phases of a customer journey.

CUSTOMER TOUCH POINTS
A Touch point is any encounter (physical or non-physical) that alters your customer’s view of your product, brand, business, or service. 
Businesses usually seek to understand their ‘touch points,’ because each one influences how much money a consumer spends and how frequently they spent it. The ticket, airport signs, the agent at the gate, the seat, the flight attendant, and the onboard magazine are all examples of touch points for an airline. Each of these elements influences your expectations, emotions, and feelings about that airline.
Coming to Zara brand in fashion industry, in particularly, suffered as a result of the COVID-19 epidemic. Their contact points were both physical and digital, with the latter disappearing nearly totally. Here’s a collection of touch points that correspond to a customer journey map.
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Fig 5. Clothing Industry customer buying journey Source: Sentisum.com
A More generic list of brand contact places follows. This Image’s touchpoint map has been greatly reduced to pre-buy, purchase, and post-purchase.
[image: ]
Fig 6: Brand Touchpoints Source: sentisum.com
PRE-PURCHASE: Pre-purchase contact points are frequently regarded as yielding unpredictable outcomes. They are defined as any encounters a potential consumer has with a company prior to connecting with the company itself. Even if their particular effects on consumers cannot always be turned into statistics, they are nevertheless an important component of the customer journey.
A pre-purchase touchpoint can take several distinct shapes, for example:
· Advertisements on social media
· Advertisement was shown on websites as a result of social media posts.
· Word of mouth recommendations
· Media Material Sponsorship Marketing Employee generated content.
Knowing which of those touch points is most essential to you and maximizing on their effect is a critical component of providing a pleasant client experience. In the customer journey, search engines are widely employed. You can address particular questions that potential clients may have if your website is SEO optimised.
Customers may have, providing value to them even before they know who you are. There are several SEO cases studies available to assist you focus your content on pre-purchase client enquiries.
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Fig 7. Pre-purchase Source: Qreuz
PURCHASE: Purchase contact points include all encounters the client makes with the business when purchasing the supplied service.
Years ago, going into the store to make a purchase would have been the major touchpoint. However, there is now much more to consider when purchasing contact points, such as:
· Customer service team website sales team
· Events in physical stores
· Via distributors or retailers
Ensuring that consumers have a positive experience at this moment is an excellent approach to boost the probability that this customer will become a lifelong client. Acquiring a new customer can cost five times as much as keeping an existing one, thus it is in a company’s best interest to make this part of the customer journey as straight forward as possible.
POST PURCHASE: Assuming that the customer journey ends once they complete a purchase is a costly error that may cost organisations both time and money. Selling to a current client has a success rate of 60-70%, but selling to a consumer has a success rate of 5-20%.
Here are some post-purchase touch point examples:
· Forms
· Social Media
· Email/Newsletters
· Customer service
· Loyalty programs
· Billing
As the number of touch points rises, customer journeys become more varied and complicated. For a company that wants to boost customer happiness, it is more important than ever to understand what its contact points are and whether they are beneficial to the company.




CRITICAL ANALYSIS OF THE CUSTOMER JOURNEY MAP 
A customer journey map depicts the stages that a client segment takes to reach a goal. Journey maps are concepts for visually representing the primary storylines and themes revealed by longitudinal research in order to better understand how a consumer works toward a goal over time.
A Map like this requires longitudinal investigation and analysis
Because the study findings and the resulting visual are resulting visual are completely reliant on the context of the trip, its underlying activities, and the persona executing it, each journey map will seem unique.
1. Look for Instances where expectations are not met along the way:
Users have specific expectations when they interact with a company. A customer journey has pain spots when the contact does not fulfil their expectations. To find these cases, consider who the persona is. Consider what this character cares about, where she came from before beginning on this adventure, what she has seen, and when she already knows. Putting yourself in the user’s shoes can help you identify when interactions violate the user’s previous assumptions and expectations.
Of course, you should search for places where customers have stated their worries, but you should also apply your judgement to analyse interactions when no explicit complains or unfavourable remarks have been made.
People may bring expectations from prior experiences with them on the voyage. When users arrive at a hotel, they expect the bellman to open the door since that is what users arrive at a hotel, they expect the bellman to open the door since that is what generally happens when you arrive at a hotel with a bellman.
It is the mental model they have developed for that situation. Some organisations set unreasonable expectations, prompting customers to make assumptions and be dissatisfied if those assumptions prove to be erroneous.
Find the source of the problem and go backward to determine what caused it and how expectations were (or were not) set. Make an effort to bridge the gap between expectations and reality.
2. Remove any extraneous touchpoints or interactions:
Is there anything in the customer journey that might be eliminated to improve the overall experience? Seek feasible ways to enhance the process in order to reduce the total cost of contact. This might mean eliminating an existing step that is no longer necessary or adding something to the experience that enhances overall travel efficiency.
3. Determine the weak places or points of friction:
When you stand back and examine the complete journey, you should be able to determine where the user is having the most trouble or friction. These places are often portrayed as dips in the route diagram. Compare where the journey reaches its lowest point to prior low points throughout the trip. These should be on your shortlist for optimization. However, not all treatments are created equal: There may be dependencies and constraints. Work with your team to establish which issues should be addressed initially and which should be addressed later.
4. Locate channel transitions with high friction:
Many travels include many gadgets or channels. When consumers switch channels, the trip frequently breaks down and friction arises. For example, a user may get a newsletter from a corporation regarding a certain offering. She is drawn to the offer and responds by clicking on the call to action in the newsletter. The user is led to the homepage rather than a landing page describing that unique bargain. She must now make an attempt to discover the offer. Another user may start filling out a form on their phone but stop when it becomes too time-consuming. This means pausing work and restarting. These stumbling blocks during the channel-transition must be recognised and removed. Instead of forcing individuals to work hard, build a bridge that allows them to simply pass to the other side.
5. Determine the amount of time spent. On your travel map, provide time durations for the following critical aspects of the route:
This understanding changes your viewpoint on the experience. Determine how long it takes users to complete the underlying sub stages. Are these the right times? The amount of time spent is typically proportional to the amount of user effort. Highlight portions of the route where time and effort are a concern.
6. Look for truthful moments:
Some points in the journey are so crucial that they may decide the rest of the experience. Consider the attributes, needs, and priorities of the personas. Is there a turning moment in that persona’s journey? This might be the point in your study that you see a lot of emotion or a significant variation in the pathways that different people follow. If all goes well, this moment has the potential to rescue the experience. Consider the first time a client filling a claim with vehicle insurance. She’s been paying her insurance premiums on time, and she now needs her insurance to work flawlessly. The initial engagement of this figure in the claim experience might be a watershed event.
7. Recognize high spots or areas when expectations are fulfilled or surpassed.
A good user experience practitioner should constantly balance their critique by highlighting what works well in every situation. Examine the journey’s high moments- the interactions that users like. Where do people convey their happy feelings and thoughts? These observations are also valuable. You might be able to amplify or mimic similar experiences along the way.

THE TOTAL ENGAGEMENT MODEL
Customers get an experience when they interact with the brand and the business. The Total Engagement approach is comprised of four primary components: Customer value proposition, brand promotion, culture, and customer experience.
Customer value proposition is a basic marketing idea used by Aston Martin that makes intuitive sense and matches to most people’s experiences. They think about last time someone recommended their items to someone recommended their items to someone. Most likely, it was related to the delivery, this might include product dimensions like functionality, price, image fashion, or innovation. A pleasant client experience is critical for the firm.
Another differentiating element in terms of customer experience or advertising is the leader’s commitment and capacity to deliver customer service. In great customer interactions, functional and emotional components are frequent. The transmission of fundamental goods emotions such as worth, compassion, and loyalty. The Customer experience component of consumer involvement is gaining traction. Based on extensive client understanding, Aston Martin develops a one-of-a-kind value offer. It should then employ brand advertising to consistently communicate this value offer to customers. Employees who support and understand the aim, as well as their particular role in its achievement, will perform better. As a result of this cultural basis, a designed customer experience that meets the advertising promise is developed. Because the buyer is paying a premium for the goods, Aston Martin places a high importance on customer happiness. The full engagement concept is employed to maintain quality and retention.
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Fig 8. Total Engagement Model Source: Research gate.net

Conclusion:
Zara is a successful global retailer that has evolved from a Spanish local brand to a really global brand in less than 30 years. Despite the fact that its first market in Spain accounted for around 30% of revenues, the firm wants to accelerate store expansion outside of Spain in order to reduce its reliance on the nation. Zara has been opening hundreds of stores each year, with more on the way as the company grows (kenna & Baigorri 2011). It will prioritise expansion in emerging markets such as China and India.
Zara has a completely unique business system that gives it a competitive advantage. Zara’s business system is a form of blessing that offers it a competitive advantage. One of these advantages is Zara’s ability to capitalise on economies of scale, and the company has been successful in expanding its distribution infrastructure (palladino 2010). However, as Zara expands, particularly in international markets, there are questions about the company’s centralised logistics model. Some believe that a centralised logistics model will suffer from scale diseconomies. Because the majority of stores are concentrated in Europe, this technique may be feasible given the current merchant population.
Zara, on the other hand, will not profit from short lead times and low operational costs as it expands into new countries with a fixed core distribution centre plan. Zara’s competitive edge looks to be deteriorating as a result of vertical integrated (Kumar & Linguri 2006). Concern’s linger about Zara’s capacity to remain flexible in altering production to fit changes in local patterns as it grows into more distant places.
Finally, the Zara model works best in countries where fashion is in high demand, such as France, Italy, Japan, and the United Kingdom. Zara looks to be less successful in markets with fewer fashion-conscious shoppers, such as Germany and the United States.
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