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CHAPTER ONE

1 INTRODUCTION

Promotion and brand image both play a vital role to enhance any business performance as brand image is one of the most crucial tools which has a high impact on customer’s buying behavior. Almost every brand aims to organize a well-defined and unique image for its services and products to which the course of promotion is selected. Promotion acts like a driving force in any business as it is a most effective way to deliver the message and to stay connected with customers. Promotion has a main influence on customer’s buying decision, their behavior and perception regarding brand awareness, brand loyalty and brand preference (Malik et al., 2013). Brand is considered as a valuable strength in any business as it directly changes customer’s buying behavior. High levels of investments are made by organizations in order to create attractive promotions that can influence the customers and change their thoughts about the brand (Baum et al., 2016).
In this research, the main focus is on the evaluation of effect that promotion has on brand image of a company. Furthermore, the research focuses to determine how the world’s largest multinational retailer clothing company, Zara, manipulates its unique and elegant promotion to get more customers, enhances the brand image of the company and that how the customers perceive any brand in order to gain huge market shares. According to Wang and Yang (2010) valuable marketing strategies of any business can develop the brand image of any product. By managing brand image, a business can gain huge number of customers and create a long-term profitable relation with customers (Bian and Moutinho, 2011).  Refined and attractive quality of a promotion regarding any product can positively affect the behavior of the customers related to brand image, loyalty and satisfaction. 
The shopping behavior of the customers, their patterns, requests and preferences of their target market must be focused by the market campaign of the businesses. Therefore, the research aims to focus on Zara, a well-known company which strategically targets and plans its marketing in order to enhance the brand image of the company. 

1.1 BACKGROUND

Brand image is always a great matter of concern for any organization. By building appropriate brand image of the company, loss and profit of the organization can be maintained. This helps the organization lead to earn great profit even within the less time span. On the other hand, it is also been reported that if the company do not consider the ethical, religious and cultural values of the area it is existing in its promotion than in this case customers behavior regarding the brand does not turns positive (Iglesias et al., 2017).

1.1.1 BRAND IMAGE AND PROMOTION
According to Chan et al., (2018) promotion of the brand done on the social media, taken place by the flyers, wall chalking or by presentation of brand in the magazines is always the positive image created by the company to be set in the people’s mind. After viewing the promotion of any company, people build their own image regarding the brand or item the company is presenting (Chan et al., 2018). People always inject and interfere their personal thoughts and ideas regarding the items of the brand after experiencing its ads and of the information and knowledge the organization has delivered. 

The brand image is set by the company after presenting its manners of dealing with the customers at the time of service. Veloso et al., (2017) also believes that the more adequate behavior the organizations presents towards their customers while dealing them in the workplace, the greater number of customers will be attracted towards the product that the organization is presenting. Employees in the workplace are essentially required to be polite in terms of providing brand information or listening to customer’s problem so that more positive image of the brand can be built in the market. 

Promotion plays an important role in building and increasing the profit level of the company. But on the other hand, random promotion is not that beneficial for organizations as it targets unwanted areas and as a result of which the organization’s investment simply gets wasted. Promotion that is conducted by the organization must target a sufficient set of people to which they are selling their brand (Adikari, 2017). Promotion styling must be done according to the moods and behavior of the people that organization is targeting. Presentation of the brand according to people’s choice creates positive perception of the brand among the people.

Promotion through social media is the most demanded step for the organization to be taken. As the study of Goyal et al., (2017) shows that when the organization does not present its brand promotion consecutively on the social media, other organizations replace its place in people’s mind by advertising their brand on the digital platform. Continuous promotion is mandatory to survive successfully in the market. Goyal et al., (2017) also presented the idea that the promotion done by the organizations must vary from their previous style of brand presentation, as people gets irritated by viewing similar ads of any brand. Always add new features and modern or antique touch in the promotion of the brand.   

1.1.2 ZARA’S PROMOTION
Promotion method of Zara is unique and extremely different from all the other brands which makes the company stand out. Zara has some unique factors in its promotion such as the makeup, styling of the models that is smooth and is done with light colors for the purpose to enhance the clothing that Zara is presenting. The thought of the light makeup is to present the Zara’s new launch with soft and smooth tone to the people who represent calmness and elegance. For the fashion shows that Zara organizes; the organization often selects unique areas or places where the shows can be arranged. This helps the organization to be introduced in new places and in more trending markets. Selecting new areas for promotion also encourages people to have a visit as the organization always connects the areas with its clothing style.

1.2 RESEARCH QUESTIONS
In order to gain information and acknowledgement on a specific research topic in extensive field of studies, one of the important roles of the research is to determine what is prerequisite to be investigated specifically. Research question are mainly designed by the researcher so that it would be presented that on what the research is basically centered upon and how the research will be in progress though different methods. 

The main focused questions of this research are:
1. What are the influencing factors of promotion that affects the brand image of a company?

2. How the world’s largest clothing retailer, Zara, strategizes its promotion to enhance its brand image?

1.3 RESEARCH AIMS AND OBJECTIVES

The main aim of the study is to investigate and to conduct research that how promotion can influence brand image of a company.

The main aims and objective of this research are presented as follows:

1. The first objective of this research is to find out how the promotion of Zara affects its brand image. 
2. What are the factors to be considered when planning the promotion of the company?
3. The third objective of this research is to determine how Zara manages to enhance its brand image by Integrated Marketing Communications (IMC).
1.4 RESEARCH PROBLEM

The competition in today’s marketplace is so high. Every business aims to differentiate their services to offer unique products as compared to their competitors. In fact, every business always tries to have unique and effectual features in their brands before marketing them. The ways to do promotion are growing with the passage of time because the technology is being increases as well as people are adapting to the new technologies. The main problem in this research that is required to be addressed includes the identification of the factors that are required to be considered by the company in order to do promotions in an effective manner. This aspect is required to be addressed because it ultimately leads to create a huge impact upon the brand image of the company. In today’s revolutionizing business, the brand image of the organization is quite a vital aspect as it is important for the business to be outstanding and attain high market shares. Promotion is something that provides uniqueness to the brand and strengthens its brand image.
The research problem also includes that how a world’s famous and one of the most unique company Zara has strategized its brand image through elegant and decent promotion which can easily gain the interest of the customers towards the brand image to make their buying decision and to get influenced by delegated brand image of the company.
1.5 PURPOSE OF THE RESEARCH

The main purpose of this research is to find out about the influential factors of promotion by the brands and how much they are effective. By this, the customer behavior can be analyzed which can ultimately affect the brand image. An in-depth analysis is carried out on the methods by which Zara strategizes its promotions and increases its brand image. In order for a brand to attain sustainability, it is highly important to focus on the brand image as it shortens the decision-making process of the customers (Zhang, 2015).
1.6 RATIONALE OF THE TOPIC

Without any doubt, the research topic has been selected due to interest of the researcher and one of the most important reasons to choose this specific topic is the effectiveness and uniqueness of promotion in today’s world. Firstly, Zara is one of the most famous clothing company known for its unique and delegate brands. Another main reason to choose this specific area of research is the determination of Zara to manage its brand image efficiently so that it can be determined how the brand managed to become one of the most outclass clothing retailer in the world.
Promotion and brand image both play an important role to influence the customers. The trendy fashion organized by Zara is increasing day by day which positively affects the customers buying perception. Customers are more interested towards new fashion and then they make a positive buying decision. The promotion of cloths by Zara has a great influence on the customer and easily makes the customer’s mind for a purchase decision. 

1.7 HYPOTHESIS

1. Promotions done by the Zara leads the brand towards popularity among the people.
2. Unique promotion has a positive impact upon the brand image of a company.
3. The consideration of cultural and ethical values of the people while creating the promotions leads to positive brand image of the company in the customers mind.  

1.8 STRUCTURE OF RESEARCH DISSERTATION

1.8.1 CHAPTER ONE: INTRODUCTION

The research is divided into total six chapters. All these chapters are centered to the topic of the research and the justification of hypothesis made by the researcher. Furthermore, the chapters aim to discover the research from different perspectives. In the first chapter, the researcher has given the introduction in which the integral parts of the research are discussed on which the whole research is based. The introductory part of the research is basically the backbone of the whole research process. However, the research itself relies on the chapter one. This chapter includes the aims and objectives of the research, research questions, purpose of the research, rationale of the topic, hypothesis made by the researcher and most importantly, the research problem. The most important of among these parts of introduction chapter are the research problem and research questions as the whole research relies upon it. The research problem is the problem that is stated by the researcher, it gives the reason that why the research is being conducted. Furthermore, the research questions and objectives are justified in the whole research.

1.8.2  CHAPTER TWO: REVIEW OF LITERATURE
In chapter two of the research the literature is reviewed. In this research, the researcher has reviewed the literature of the published authors, from various official websites and case studies related to the topic. However, most of the secondary research is collected from the journal articles with high impact factors so that the research is both authentic and reliable. Up to date research is collected by the researcher which makes it valid. Whereas, the observations of the researcher are also included in the research in order to justify the literature and give reasoning. 
1.8.3 CHAPTER THREE: RESEARCH METHODOLOGY

Research methodology, the third chapter of the research basically aims in providing a set of tools, techniques and strategies to the research to conduct the research in the most appropriate ways that are suitable for the research process to go on. There is a specific timeline for the research process according to which the researcher selects the type of research, methods, designs, philosophies, data collection tools, sampling ways and strategies. In this research, the researcher emphasizes on both the research methods which includes the qualitative and quantitative research methods. However, considering the research methods, the data collection process that is selected is the primary and secondary data collection methods. Furthermore, the other parts of the research process depend on the method that is selected by the researcher.
1.8.4 CHAPTER FOUR: FINDINGS 

In the findings i.e. the chapter four of the research process, the researcher gives qualitative and quantitative findings that are obtained by the help of primary and secondary research. The tools that may be used by the researcher for obtaining the data includes the interviews, group discussions and the sampling and questionnaires. By the help of selected data collection tools, the data is collected which is then presented by the researcher in this chapter respectively.
1.8.5 CHAPTER FIVE: CRITICAL ANALYSIS

Critical analysis is an integral part of the research process. In chapter five, the critical analysis is carried out of the whole research process and findings are considered as the crucial part that requires a critical review or discussion. In critical analysis, the research is justified and reasoned with different perspectives. The perception of the researcher is included in this chapter. This chapter is crucial because it gives important information about the whole research process by critically analyzing it. 
1.8.6 CHAPTER SIX: RECOMMENDATIONS AND CONCLUSION

Finally, the chapter six of the research process is the recommendations and also conclusions. It is important to conclude the findings, discussion and the overall research process that is conducted by the researcher. In the recommendations, the researcher gives the point of view of his own and gives useful recommendations which can help the organization to succeed in the aims and objectives. However, in the conclusion part of the research, the researcher finalizes the research and gives a concluding point. 
CHAPTER TWO

2 LITERATURE REVIEW 

2.1 INTRODUCTION
In the chapter two of the research, the literature is reviewed, in which the concepts and perspectives of the different researchers are included. The research is reviewed from several perspectives and critically discussed. Furthermore, the areas which are discussed in the literature review are central to the research questions and aims to fulfil the requirements of the research objectives. The discussed areas of the research include the introduction of Zara and its brand image, the way Zara promotes its brand and how promotion affects the brand image, the factors that are required to be considered for the promotion Zara, the way Zara aims to enhance the brand image by the help of Integrated Marketing Communications (IMC). However, the hypothesis made by the researcher are also justified in the literature review i.e. promotions have a positive effect on the brand image of Zara and unique strategies, consideration of cultural and ethical values are the sources which enhances value of brand image in the customer’s mind.
2.2 BRAND IMAGE: ZARA

In order to create a brand image better than the other companies, Zara invested a lot of money for buying storefronts besides the luxury brands like Prada and Gucci. Zara wanted to own the title of “Affordable Luxury” (Cachon and Swinney, 2011). It is observed by Sull and Turconi (2008) that the main reason due to which Zara has been successful in creating an exclusive brand image is because the company is obsessed with its clients and wants to deliver value added services to each client it deals with. Zara has made its brand image by selling eclectic range of products at full prices due to the sense of exclusiveness and scarcity that the company exudes. However, the total cost of Zara is minimized due to the merchandize being marked down due to dramatic reduction as compared to the rivals of the company (Joy et al., 2012). In order to enhance the brand image, the store managers also play a crucial role because they communicate customer’s feedback on what the customer’s like and dislike and what they require from the company. This feedback facilitates the demand forecasting data that goes back to the designers of Zara who critically understand this and start the work on demand on the spot. 

2.3 BRAND AND INTEGRATED MARKETING COMMUNICATION

According to Baum et al., (2016) when a new brand is introduced, the customer mostly recognizes the already existing brand and adopts it than the other whole new brand identity. This occurs due to the positive attitude that is transferred from the already existing brand to the conservatory brand. In this case, the practitioners consider that if the integrated marketing communication is strategically oriented then the brand communication of the business is capable of moving forward (Chan et al., 2018). Brands are basically centered to the integral marketing communication. The integrated marketing communication can be defined as “a concept that combines all forms of messages and communications and link them together”. 
It can also be described as “integration of all those tools that are related to promotion and linking it in such a way that they all work harmoniously”. The Integrated Marketing Communication (IMC) has pervaded a wide range of levels within the organization; it is accepted as a great concept that must be implemented in the organization. The IMC is now a crucial part of the brand strategy as it requires wide range of brand development arrangements before initiating any kind of communication efforts of external brand (Caro and Gallien, 2010). 
2.4 PURPOSE OF PROMOTION
Promotion is a significant feature for the brand. In order to attain prosperity and earn more market share the brand is required to make promotions and invest highly in this area. The promotions may be traditional or digital but either way they are highly important to be considered by the companies (O’guinn et al., 2014). According to Baum et al.,(2016) the direct exposure of products and services or mainly the name of the brand to the individuals increases the chances of changing the perceptions of the brand into customer’s minds. However, it is also observed that the emotional feelings of the customers are impacted highly by the brand promotions. It means that if the brand is presented as innovative and attractive, the customers are more likely to attract the brand and it completes the aim of company to reach their target market.
2.5 BRAND AWARENESS 

By promotion, awareness can be created and by awareness high preference of brand can be generated in an efficient manner. It is observed that when the sale of an organization increases, it can be seen that the preference over the brand is increasing extensively (Gopinath et al., 2014). According to Kumar et al., (2017) when the promotions are planned to be carried out by the organization, more customers become aware of the brand and ultimately attract towards the brand as they see the offered services and products, purpose and quality of the company.  It is observed that Zara does not have enough money for the purpose of promotions. However, the marketing strategy of the brand is to make innovative fashion items that are available at the stores which are faster than the rivals of the company. Whereas, another strategy that is utilized by the company is the word-of-mouth. This kind of promotions is said to be effective due to the fine qualities and services of Zara. 
Customers tend to switch brand sometimes due to promotional activities of the companies i.e. if the promotions by the brand are highly attractive, then the customers change their brand. The customer behaviour is observed to be effective in an extensive manner by several factors which includes the diversity and ethnicity of the brand presented in promotions (Zhang, 2014). However, an eclectic array of services and products that are offered can also change the perceptions and perspectives of the customers regarding their brand (Gopinath et al., 2014).
2.6 PROMOTION AND BRAND IMAGE
Many companies are well-aware of how to efficiently influence the brand image of customers through different and unique promotions but the major factor of any business is to well organize the promotions quality of a brand as the elegant brand image leads the business towards its main aims and objectives (De Moiij, 2018).  The promotions that Zara creates are very customer focused and effective. The color mostly used by Zara is black and white for their digital promotions which show elegance and grace. Whereas, when the spring and summer collection time comes, the brand represents vibrant colors to attract the people towards their brand. In the promotions, these colors look pleasant to the eye (O’guinn et al., 2014). One of the strategies by the company includes the creation of the promotion such a way that it appeals the customers and ultimately changes their decision about the brand and their brand perception as well. This influential power of Zara has been increased because of the company’s focus upon all the factors that influences the customer perception and to study the perspectives of the customers. These factors include music in the background, representation of the clothes in a stylish and unique way. Comfortability of the brand, lavishness, novelty and creativity, showing diversity by presenting models from all around the world as well as visualization. Zara mostly considers many aspects before making any brand promotions or marketing the brand, but the company faced an issue a few years ago regarding their promotions of plus size clothes for women as they presented skinny models to show the “love your curves” campaign by which they faced quite a lot of criticism. This affected the company in the negative manner even though the purpose behind it was quite positive (O’guinn et al., 2014).
In order to create best promotions for the company, it is important to analyze the customer behavior and preferences, by the help of proper analysis of the customer behavior and tracking down their patterns of buying can be highly effective. That way, the target market can be reached properly and the aim of the promotions can be successfully attained (O’guinn et al., 2014).  Maehle and Supphellen (2015) believe that by the promotional activities of the company, awareness can be generated as well as promotions contents Influences emotional feelings. Promotions are such a strong phenomenon which tends to affect the social, economic, cultural as well as behavioral aspects of the customers. The brand awareness of the customers tends to make an impact on the decision making process of customers which is by making an impact on the forte and formulation of the associations of brand in the brand image (Rajasekar and Srinivasan, 2018). It is believed by Keller (2016) that before profitability and success, the main priority of the company must be customers. A customer leads the brands to high positions if targeted strategically.
2.7 THE KELLER MODEL

Kevin Keller (2001; 2003) contributed to the branding theories by introducing the concepts of customer-based brand equity as well its hierarchy. The main idea behind Keller’s model which is also known as Customer-Based Brand Equity (CBBE) is that the customers’ feelings and thoughts about a product should be measured and focused on in order to develop into a strong brand. A brand built on positive experiences, beliefs and perceptions about it will lead to strong brand equity (Keller and Brexendorf, 2016). As a result of this, the customers are more loyal, buying more as well as recommending others about the brand which shows a positive image overall in the society making the brand even stronger. The Keller’s Model is based on four steps which identify questions mostly asked by the customers representing a branding ladder which leads to six building blocks which can help the company to reach the top and make their developed and successful from others. These four steps include Brand identity, Brand meaning, Brand response and Brand resonance. 

2.7.1 BRAND IDENTITY

This first step helps the company to make people aware about their brand, to know their identity that who they are and what they sell. In case of Zara, the company was able to make sure that the people recognize them and are fully aware of their brand and their products. They approach to their customers by different strategies and advertisements which help them to maintain their profitability and created such an identity which the world knows. This is the first step for a company to make sure that they are creating a good perception for the customers and the customers are fully aware of it. According to Wheeler (2017), the designing of brand identity is quite an essential resource for a company to perform. It is the duty of the brand managers of a company to teach their staff about the importance of brand identity so they should focus on working hard on the development of the brand identity of their company.  

2.7.2 BRAND MEANING

The second step for a company towards success is to explain that what they are and what their brand means to the customer. This step needs the focus on fulfilling the needs of the customers with different methods or services. The performance of the company to make sure it means something to the customers and to make their performance better the company needs to focus on different categories such as primary features and characteristics of the company (durability, serviceability and reliability of a product), effectiveness of services (empathy and efficiency), price and design and style which all combined will represent the image of the company and their products. Taking Zara as an example the company have worked hard to represent the meaning of their brand in the fashion world by providing a wide range of products with good quality to its customers. According to Shao et al., (2015), brand meaning is a process which is generally processed by both the company and the customer.

2.7.3 BRAND RESPONSE

The response of the customers is always necessary for the development of a company whether the response is negative or positive; it helps in both ways for the company. There are two ways the customers apply for responding the products or services of the company which includes judgments and feelings. The customers who choose to respond the company’s product through their judgment look forward to the quality of the product, credibility of the company, they consider the product according to their needs and they also compare the superiority of the company products from its competitor’s product. The customers who choose to respond their feelings have their own way to look at the products that how the product makes them feel. The brand feelings which a customer possesses are excitement, warmth, security, fun, approval, social and self-respect. The customers who purchase products from Zara company also make sure that the product is according to their need or not or whether the brand is making them feel good or not. 

2.7.4 BRAND RESONANCE

The brand resonance is also known as brand relationship which focuses on the relationship of the brand with its customers and it’s the most important and the most difficult step for a brand to perform. This level is desirable by every firm to reach because this step helps a company to build up strong relationship with its customers (Badrinarayanan et al., 2016). Considering Zara Company, the company had reached this level on a very good term because they have built up very strong bonds with their customers which are proved by the customers who are continuously purchasing form the company from many years and also recommend other to purchase from the company. The relationship of the company with its customer is the source to achieve success and gain profitability of a company. According to Huang et al., (2015), the brand relationship helps a company to influence the awareness of their brand in customers and to make the customer experience brand loyalty of the company. 

2.7.5 STRENGTHS AND WEAKNESSES OF KELLER’S MODEL

The Keller’s brand equity model is a challenge for organizations to adopt but it is also an opportunity for the organizations to build up their value and image of their company. The model of Keller’s brand equity has its own strengths and weaknesses which must be focused by organizations who implement this model to their organizations. This model is also considered as a very good start up points for the organizations to process their marketing. This model helps the organizations to reach the level where their brands become a household name in every home all around the world. Companies like Zara consider this model as an opportunity for them to achieve success and profit in their business. 

The benefit of this model is that the company is able to make a reputation of their brand among its customers which gives a better chance to the company to grow their business and be a step further from its competitors. The brand identity of this model is the advantage for the company to make customer perceive the brand of the company. Taking Zara as an example the identity of Zara Company makes people curious to observe or look over their product which leads them to purchase those products which are offered at reasonable prices. The model of Keller’s brand equity inspires the customer to give a positive feedback about the company with the help of its brand meaning which can be beneficial for the reputation of the company. 

The weaknesses of this model are the negative approach of people towards the brand and the negative feedback which can affect the brand identity and brand meaning of the company. Zara Company is one of the famous company who have many competitors and the main weakness of its marketing is that the negative feedback of the customers towards its product who prefer to choose the rival company rather than ZARA. Sometimes the brand relationship of a company with its customers also become a disadvantage for the company if the company does not fulfill the requirements of the customer the relationship of the customer with the company will fall and will put a bad impact on the perceptions of other customers. 

2.8 THE COMMUNICATION MODELS
The communication models are used to understand the process of communication between different people. The basic concept of this model is this model in business industry is developing the communication skills of employees and managers among each other and also with their customers. This model concept is based on different processes which includes the process of sending and receiving of messages, transferring the information among two people the sender and the receiver. Today almost every industry or organization knows the importance of communication no matter what their business contains or offer to people, they know that without help of communication they can develop their organization and cannot lead themselves towards success. The communication these days is divided in to three types which are written communication, oral communication and third type of communication which includes the gestures of body movement of people. According to Craig (2015), the communication model provides the organization a comprehensive framework which helps them to communicate in a manner with people which can affect the progress and image of the company in a positive way. There different marketing models available for businesses to adopt, the business model which is adopted by Zara Company is the horizontal model and the pyramid model. 

2.8.1 THE HORIZONTAL MODEL

The model of horizontal communication which is used by Zara Company Is the communication of different information which is delivered to different destinations which includes customers or people, departments, divisions or units while carrying the organizational hierarchy at the same level. This model focuses on the customers, clients, distributors, neighborhood communities, suppliers and other people who are connected with the organization. The horizontal communication model allows and gives opportunity to people to focus on the information about the organization and also make their opinion as a priority which should be focused as soon as possible. 

2.8.2 THE PYRAMID MODEL

The pyramid model is the one which only describes the information of the company in one way flow. This model allows the people to access the information of the company which describes the efficiency of organization. This model of communication is considered as one of the effective and simplest way of presenting and introducing a product or service of a company to its customers. The four questions which presented in this model are not quite special but when they came together they build up a powerful source to connect to observe the needs and requirement which an individual require from the organization. These four questions include what? Why? How? And Who? 

The why question helps the organization to remind their team and share with them the meaning of their organization and the way to communicate that reason to their customers. The “what” question is referred to the performance of tasks by the team members to get their tasks done in a manner that they contribute in the progress of the organization and motivate the customer to choose their company? The question “how” explains the process, approaches and methods of how the organization works and perform their duties which satisfies the customer and helps them to maintain their trust over the company. The “who” question of this model refers to the expectation and commitments which can match the tasks that are to be performed considering the needs and requirements of the customer. 

2.8.3 STRENGTHS AND WEAKNESSES OF COMMUNICATION MODELS
The communication models have much strength which provides advantages to the company while communicating and offering products to their customers. This helps in increasing productivity and efficiency when it comes to competitors who work on same project or offers same product. The communication model also helps the customer to understand the services of each department and the task which are performed by the company because of the information which is offered by the company. This model increases satisfaction within employees by working as a team and also motivates them to work harder for the benefit of the company by having a friendly environment and communication with their colleagues.  

This communication model also comes with disadvantages which can cause the company to face challenges and issues. The control of management can create problem for the company when the communication model increases. The lack of communication between the customer and the management of the company can also create insecurities which can cause the customer to leave the company and choose the other company which will affect the productivity and profitability of the company. On the other hand, if the flow of information is not controlled and limited then it can also cause damage to the management of the company. The communication system within employees can also create conflict between them which can harm the management system of the company. 

2.9 WORD OF MOUTH

The transfer of information from one person to another is known as word of mouth which helps in getting information of any specific product or service by a specific company which is useful for companies as marketing strategy. This type of communication is also known as oral communication which is transferred by a person to another person. It is just as a person tells a story to another person about something. When it comes to organization and the marketing of their products or services, word of mouth helps in shaping the behaviour of the customers towards the company in positive or negative way just as the information is delivered to them whether good or bad. This word of mouth is not only delivered in person but also through different platforms such as blogs, social network sites and online reviews of people on different products, it helps the customer to have knowledge about the product from those who have used the product or service. 

According to Jain (2015), it is observed that the marketing of word of mouth is considered as a vital tool for transferring information to other people especially when it comes to company’s product and services. On the other hand the traditional way of communication (word of mouth) has decreased its influence on people due to the limitations of contacts socially. However, the advancement of technologies globally has helped this communication model to put a great impact on the buyers and change their buying behavior. According to Chae et al., (2016), there is another strategy which is applied by different firms that they give different offers and discounts to their existing customers so that they can spread the word of mouth to other people which will help in increasing the profitability of the company. 

Taking Zara Company as an example the company does a lot of advertisement which is spread further with the help of word of mouth. This marketing strategy helps Zara Company to make more sales as compared to others and also help in shaping its brand image and reputation. The designers fashion is offered by Zara Company are at very affordable rates because of its effective marketing and information systems which help the company to gather as much customers as it can. Their respond to the feedback of the customers is also very quick that makes the customer happy and which puts plus points in the word of mouth marketing of the company which influences the customers to purchase from the brand. According to Berger (2014), the word of mouth marketing is proved as the most effective and essential tool for the popularity of a company’s product but still it is somehow less understood strategy of marketing which is not clear to the people that how it works in such a positive way in the benefit of the company. 

2.9.1 STRENGTHS AND WEAKNESSES OF WORD OF MOUTH

According to Wang and Yu (2017), the main advantage of word of mouth is the positivity of it which is spread by the customer to other people which shows the Excellency of the product’s quality and its uniqueness and can help the company to gather more customers by spending fewer amounts on marketing. Mostly people refer to share the information about their goods by word of mouth and spread the information of the company to others which is beneficial for the company and is low n cost for the company. This strategy is applied by many organizations these days to gather more customers and take advantage of the outcomes of it. It has become a very essential tool for businesses to expand their marketing and make profitability form it. The word of mouth marketing help in creating trust among the customers due to the recommendation form their very own friends or family, it is low on cost for the company and does not need plenty of dollars to spend on marketing, also it helps in building up the brand image among people. 

The marketing of word of mouth can be beneficial for the economic state of a company because it increases the sales of the company without spending a single dollar on the marketing of the product. It is quite helpful for businesses that are on small levels and cannot afford advertising of their products. In case of Zara the word of mouth marketing puts additional sales to their revenue which increases their profitability and productivity. This marketing strategy also helps in building up the trust of a customer because the people who have recommended them about the company or product also satisfy with the services of the company. 

On the other hand the disadvantages of this marketing strategy also come along with the benefits of it. The word of mouth marketing raises the expectations of the customer about the product but if the product does not meet the expectations of the customer it will put a bad impact on the feedback of the customer regarding the product which can also lead towards the negative word of mouth about the product to other people by the customer. The speed of spreading the information of the product through word of mouth is quite slow and is reached to limited customers only who are related to the existing customers of the company. The biggest disadvantage of this strategy is the negative feedback from the customer which can damage the image and profitability of the company and can lessen the number of customers of the company. 

According to Zhang et al., (2015), it has become necessary for the company to understand and observe the strengths and weaknesses of word of mouth to make sure they work on the weaknesses of it and use advantage of its strengths. Considering the company of Zara, the company has also faced the pros and cons of word of mouth but still the company is able to make remarkable revenue per year in which the word of mouth also plays a vital role. With the help of Word of mouth marketing Zara Company have gained a lot of attention in the past years and have reached the standard they are today. According to Huete-Alcocer (2017), it is proved that word of mouth is considered as the oldest and effecting way of conveying an information about a service, product or accompany to other people to influence them and recommend them to purchase from the company which is beneficial for the brand. 

CHAPTER THREE
3 INTRODUCTION

In the chapter of research methodology, the researcher aims to conduct research regarding the research problem in order to address the main issue. Furthermore, the researcher chooses different research methods according to the research topic and nature of the research. Different approaches for data collection such as the qualitative and quantitative are chosen in accordance to the research problem statement so that the designed research questions can be answered. However, the research approaches of data analysis include the inductive and deductive approach from which only the one is selected which coincides and matches the research approach for data collection. 

In this research, the research question is to find out the influential factors of promotion that affects the brand image of an organization and how Zara strategizes its brand image by promotion. As the research topic is quite vast and the promotional factors are broad as discussed in the literature review, the research would be conducted in a systematic way by which authenticity can be present in the research. There are several steps that are taken when conducting a research which includes the selection of research design that may be explanatory and exploratory, the time horizon i.e. the timeline for the research, the sampling technique by which the data is required to be collected. 

The perception regarding the promotion of Zara is planned to be collected by using the primary method of data collection for research. However, the promotional strategies that Zara designs for increasing brand image would be researched by the method of secondary research.

3.1 RESEARCH METHODOLOGY

Research methodology is a careful inquiry or investigation that is acquired by the help of searching new facts and ideas in any branch of knowledge (Kothari, 2004). It is stated by Clifford Woody that the research includes the defining and redefining those problems that need to be addressed. It also includes formulating hypothesis, collection of data, evaluation and organization of data, using different approaches, deduction and conclusions (Kothari, 2004). Finally, the hypotheses are tested whether they match the concluded findings or not. M. Stephenson and D. Slesinger defines research as such an aspect that can be manipulated, it is the manipulation of symbols or concepts for the aim of generalization to extension, correction and verification of knowledge (Slesinger and Stephenson, 1962).

3.2 RESEARCH TYPE

Research is a systematic and logical search for the purpose of useful and new information on a particular topic (Kumar and Phrommathed, 2005). The research types include two main classes which include basic or fundamental research and applied research (Marczyk et al., 2005). However, there are generally two kinds of the basic and applied research including the revolutionary and normal research. The normal research has certain set of rules procedures and concepts which are called a paradigm (Albery and Munafò, 2008). The applied or basic researches can either be quantitative or qualitative or even both kinds can be used together. 

3.2.1 QUALITATIVE RESEARCH

The qualitative research is descriptive, non-numerical and utilizes words to explain the observations or the collected data. The main aim of the qualitative research is to get the feeling, meaning as well as describe the situation in a thorough manner (Yamagata-Lynch, 2010). According to Polonsky and Waller, (2018) the qualitative data that is collected cannot be graphed, but can give explanation to the quantitative graphs of the collected data. Furthermore, the qualitative data is exploratory. It also helps in the decision-making process as well as investigates how to make a right decision (Monette et al., 2010).  The qualitative method used in this research is the case study method. The main strengths of case study method that is selected in this research are that there is a lot of details and information that can be obtained from the case studies. By other research methods, it is not possible to obtain such information that can be obtained from the case study method. Another strength is, by case study method, new experiments can be conducted and new hypothesis can be made. The weaknesses of the method include, case studies are basically not scientific and it is very difficult to make any definite causes or conclusions. Furthermore, the tool used in the qualitative research method is the observation tool. By making the observations of the findings, the researcher aims to draw conclusions. 
3.2.2 QUANTITATIVE RESEARCH

The quantitative research is non-descriptive, numerical and applies statistics, uses numbers and mathematics. In the quantitative process, such a way is carried out in which evidence is required (Yamagata-Lynch, 2010). The results and conclusions obtained from the findings are often represented by the graphs or the tables. Furthermore, the quantitative research is said to be conclusive. It also helps in the process of investigation of the where, when and what of the decision-making process in the research. The quantitative research method used in this research is questionnaire survey research. The main strengths of this research is that it is quick to be created and easy to conduct. It is cost effective and has wide reach. However, the weaknesses of this research includes that the responses can be biased and respondents may not take the research seriously. The tool used in this particular research is the questionnaire research tool in which there are ten questions that are designed and conducted from the respondents.  
The research onion is an effective method of representing the research process. The research onion was first demonstrated by Saunders et al., (2007)
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3.3 RESEARCH APPROACH

The research approach is chosen by the researcher on the basis of two aspects which includes the research topic and the selected research method. There are two main research approaches that are mainly selected by the researchers including the inductive and deductive approach. The main distinctive point that exists between the deductive and inductive approach is the relevance of hypothesis. According to Monette et al., (2010) the deductive approach allows the individual to assess the validity of the assumptions that are made. However, the inductive approach allows the emergence of new generalizations and theories. 

3.3.1 INDUCTIVE APPROACH

In the inductive approach, the researcher is facilitated to start the observations and move towards theories which are later proposed at the end of the research process as a product of the observations made by the researcher. The inductive approach is also known as the inductive reasoning, and can also be defined as the search for a way by the observations from which the theories can be developed by analyzing the patterns as well as using the series of hypothesis (Polonsky and Waller, 2018). The main benefit of the inductive reasoning is that the researcher is allowed to freely alter the direction for the study after commencing the research process. In the inductive approach, the exploratory research design for data analysis is used. Furthermore, by inductive reasoning the aspects that can be focused include construction of alternate futures, emergence, understanding dynamics focus on the behavior of an individual and robustness. The inductive approach includes the qualitative research method. 

3.3.2 DEDUCTIVE APPROACH

The deductive approach can be defined as a phenomenon concerned with the development of hypothesis which is based upon the existing theories and after that designing such a research strategy that can test the hypothesis. It is also described that the deductive reasoning actually means to reason from a particular aspect to general. The deductive approach includes the quantitative research method. Also, a deductive approach may help in testing whether the relationship can have any circumstances or not. Furthermore, according to Monette et al., (2010) the deductive approach can be explained in context of hypothesis that are often derived from the theory propositions. There are many advantages to the researcher if deductive approach is selected; there is a possibility to quantitatively measure the concepts and possibility of generalizing the research findings to a greater extent. 

3.3.3 APPLIED APPROACH IN THIS RESEARCH

The applied approach in this research is both the inductive and the deductive approach because the selected methods are qualitative and quantitative. The main advantage of selecting the deductive approach is that, it has abundance of resources in the literature whereas there is scarcity of resources of literature in inductive approach (Alexandridis, 2006). However, in inductive approach there is a lot of time to cover the research and in deductive approach, there is less and limited time to cover the research. 

3.4 RESEARCH DESIGN

A research design can be explained as a phenomenon that consists of a set of procedures and methods that can be used in the collection and analysis of data in order to measure the aspects that are specified in the problem statement of the research. Furthermore, it is stated by Neuman (2013) a research design can also be described as such a framework that is created for the purpose finding answers to the research questions. Researchers often opt three main designs of the research which includes the exploratory, explanatory and descriptive research. 

3.4.1 EXPLANATORY DESIGN 

The primary goal of the explanatory research is the understanding and explanation of relationships in the research. It utilizes relationships present in the research in order to study the characteristics of individuals, events, situations or groups and dimensions of the research relations. The word explanatory basically originated from explains which means to elaborate and discuss how the parts and sections of the phenomenon have relationship among each other (Lodico et al., 2010). The explanatory research defines and explains the “why” of the question. The explanatory research helps the researcher in getting deeper into the research topic and conducts a critical analysis of the study.

3.4.2 EXPLORATORY DESIGN

The exploratory research may include carrying out focus group interviews and involves literary evidence and literature research. The exploratory research design means that the researcher is focused on the exploration of the phenomenon (Polonsky and Waller, 2018). It is stated by Neuman (2013) the exploration of the fresh and new aspect in that way can be helpful in the understanding of the researcher, testing the feasibility in order to find out about a more extensive study or in the determination of most suitable methods for the study. There are several reasons due to which the exploratory research design has a broad focus and it only provides specific answers rarely to the designed research questions. The main objective of the exploratory research is to identify the key variables and key issues in the research.

3.4.3 DESCRIPTIVE DESIGN 

The descriptive research basically aims at the questions “what” and studies it descriptively as well as forms directed questions like “what is this?” the descriptive research design often also used for the purpose of describing the characteristics of a phenomenon or population that is being studied. Furthermore, the descriptive research can also be defined as a research design that primarily focuses upon the demographic nature segment of the research and describe its nature (De Vaus, 2013). The descriptive research is a quantitative research method which attempts to the collection of quantifiable information that is required to be used for the further calculation of the population and give its graphical representation. It is also known as a famous and most used market research tool (Neuman, 2013).

3.4.4 APPLIED DESIGN OF THE RESEARCH DESIGN

The applied design in this research is the exploratory research design as well as the explanatory research design. The main reason to choose both the designs is that one gives quantitative data and by the help of another, the qualitative data can also be generated. Thus, it is important to select both the research designs by the researcher in order to complete the research objectives and aims. The explanatory data in this research helps in finding out how Zara strategizes the promotional activities to increase the brand image. However, the exploratory design explores how the perception of the customers is affected by the promotional activities of the company.

The key advantages of the exploratory research design in this study includes increased understanding, assistance in finding potential causes, concept testing, flexibility of data resources, strategic ways to achieve goals, better conclusions and strategic planning. However, there are challenges that are faced in the explanatory research which includes useless samples or bias information and the benefits may include effective understanding and better conclusions. 

3.5 RESEARCH METHOD FOR DATA COLLECTION

Data collection is said to be a systematic approach that helps in measuring and gathering information by the help of several resources in order to get an accurate and complete picture of the area of interest (Alexandridis, 2006). There are two methods for data collection which includes the qualitative data collection and the quantitative data collection method each of which uses different principles respectively.

3.5.1 QUALITATIVE DATA COLLECTION METHOD

The qualitative data collection methods mainly aim to acquire such data that is concerned with the understanding and gaining insights, underlying motivations as well as reasons (Neuman, 2013). The qualitative data collection is basically performed due to one main reason i.e. the quantitative data is unable to express the human emotions and feelings (De Vaus, 2013). The qualitative data provides the rich data about the real life by the help of observations, talking and experiencing, categorizing the images, forms, vision and structures. 

3.5.2 QUANTITATIVE DATA COLLECTION METHOD

The measurement of level of frequencies or occurrences on the basis of calculations and numbers is said to be the aim of quantitative data collection methods. The questions that are answered in the quantitative measurement includes “how many” or “how often”. According to Bernard (2011) the proper definition of quantitative data collection is, entailment of the numerical data collection and exhibition of the view of link between the research and theory as deduction. 
3.5.3 DATA COLLECTION STRATEGIES AND SOURCES

The data collection strategies are mainly of two kinds which are also based on the selected method in the research including the primary and secondary data sources (Zhang, 2015). Following are the primary and secondary strategies that are used in this research to evaluate the effect of promotion on brand image and how Zara aims to affect its brand image by promotional activities. 

3.5.3.1 PRIMARY DATA SOURCES

The primary data is the one which is does not preexist in any way and is purely collected by the researcher by utilizing different research data collection tools such as making observations, taking interviews or doing surveys. The primary data also provides the information, if there is not existing data on the research topic that is chosen or maybe not current (Saunders et al., 2009). Furthermore, the primary data source provides knowledge which can be directly applicable to the research questions (Bernard, 2017). Although, conducting primary research can be expensive and time taking, but the main benefit is that it enables the researcher to collect data that is quite specific and answers the research questions in an effective manner.

3.5.3.2 SECONDARY DATA SOURCES

The secondary data is the information that is collected by the researcher from those sources which already exist and has been collected, analyzed and reported by some other researcher or organization (Novikov, 2013). However, the secondary data sources allow to avail opportunity to review the secondary data that is already available, read and extract the literature before starting the primary data collection.   

3.6 DATA COLLECTION TOOLS

Information that is gathered by a researcher comes from different sources. There is a wide range of data collection tools that exists and can help the researcher to easily gather the required data. There are two types of data collection tools which include the qualitative data collection tools and the quantitative data collection tools. The selected data collection tool of quantitative data is the questionnaire because it is easy to be made and conducted as well as it is close ended so that the respondents can fill the questionnaire more easily. The strength of choosing questionnaire is that a large number of individuals can be reached by the help of it and gives quantifiable answers for the research questions. Whereas, the weaknesses includes that there can be dishonesty, lack of personalization as well as skipped questions. However, in the qualitative research the selected tool is that it can be valid and also in-depth. It is strong and explaining can be done in a better way. The weaknesses of this conduction observational qualitative research is that it is time consuming, too subjective and can be conflicted. 
3.6.1 QUANTITATIVE DATA COLLECTION TOOLS

The quantitative data collection tool includes the questionnaires which may be close-ended or open-ended, surveys, polls or statistical data. In this research, the researcher has utilized the tool of questionnaire in order to collect the quantitative data for the research (Polonsky and Waller, 2018). There are ten questions that are designed in the questionnaire for which about fifty people are approached for the responses. The questionnaire is said to be an effective tool for the quantitative data collection and aims in the collection of primary research.

3.6.2 QUALITATIVE DATA COLLECTION TOOLS

The qualitative data collection tools for the research includes the interviews which may be structured, semi-structured or non-structured, observations and document analysis. The qualitative data mostly aims for collection of such data that is not quantifiable, so the interviews allow in collection of that kind of data (Yamagata-Lynch, 2010). Furthermore, by observations it is meant that the behavior and interactions of the participants are observed and those observations are noted or videotaped. The interviews can also be recorded by the researcher so that the precise information is given (De Vaus, 2013).  
There are certain advantages and disadvantages of the observational tool that is used in this research. The main advantage is that it is simplest method to be used, useful for the purpose of framing hypothesis of the research. It is more accurate than other research tools. Furthermore, this method has disadvantages which include that some occurrences may not be observational, there is lack of reliability and there can be personal bias in the observations of the researcher. On the other hand, the advantages of the questionnaire tool that is used includes that some questions can be a bit difficult to analyze, can be hard to convey emotions or feelings and there can be lack of personalization. 
3.7 RESEARCH ETHICS

The ethical consideration in the research is said to be foundation of the whole research. Without the following the research ethics, it is not appropriate to move the research forward (Lodico et al., 2010). Furthermore, ethical considerations have been altered and modified time to time but Bryman and Bell (2007) have presented ten points which are considered to be the principles of research ethics that are required to be followed by each of the researcher.
1. Researchers are required to provide dignity as well as respect to the research participants as a priority

2. Before starting the study, full consent is required to be conducted from the research participants. 

3. It is important to provide confidentiality and privacy of data of the participants before conducting the research

4. The identity of the individuals must be anonymous as well as organizations must be provided with anonymity if involved.  

5. The sources of funding, conflicts of interest or affiliations are required to be declared in any kind of forms

By following the above principles of ethical consideration, the researcher would conduct proper research that is free from any offense or discrimination.

3.8 SAMPLING

Sampling in research basically refers to the method by which the observations are chosen from a certain population to be in a sample in order to conduct a sample survey. Sampling can also be explained as a group of people that are taken for the purpose of measurement of the required aspect from a large population. The sample is required to be representative of the population in order to ensure that the generalization can be done in the findings from the sample of the research to the population as a whole (Polonsky and Waller, 2018). In this research, the researcher has selected a method of sampling from the sampling types in order to conduct a survey regarding the research. The main types of sampling include the stratified sampling, simple random sampling and cluster sampling. 

3.8.1 SIMPLE RANDOM SAMPLING

In the simple random sampling, the researcher targets only the general public from a large population and carries out a research by conducting permission. The simple random sampling can be defined as the sampling technique in which every individual that exists in a large population has a likelihood and even chance of being the part of the research and being selected (Yamagata-Lynch, 2010). This means that every individual has a same probability of being chosen. This is the most considered research sampling method by the researcher according to the nature of the research.

3.8.2 STRATIFIED SAMPLING

The stratified sampling is also considered as an important research sampling method by the researchers. In this sampling method of the research, the researcher starts the research first by dividing the population into different separate groups which are called as the “Starta”. After the different groups are made, then a simple random sample or a probability sample is drawn from each of the group (Lodico et al., 2010). There are several advantages of stratified sampling over the simple random sampling. The reason of selecting this research sampling method by different researchers over the simple random sampling may be due to its basically ensures that each subgroup or strata in the population is labelled or received with a specific or proper representation within the sample and it provides better coverage for the population.  

3.8.3 CLUSTER SAMPLING

In a cluster sampling method of the research, the researcher is required to select members from a population and each member is required to belong to one and only group. Each group is known as a cluster (Yamagata-Lynch, 2010). By the help of the probability method i.e. the simple random method of sampling, the members of clusters are chosen. Only those participants are surveyed that are in clusters. There is a certain difference between the stratified sampling and the cluster sampling method, in the stratified sampling, the sample comprises of elements from each of the stratum. However, in the cluster sampling, the sample comprises of such elements that are only from the clustered samples. 

3.8.4 SELECTED TECHNIQUE FOR SAMPLING

The sample that is chosen is the general or random people. The numbers of people to be approached are 50, in order to conduct better findings. Both the male and female populations are targeted. The data collection tool that is used in the primary research is the questionnaire survey. The questions of the questionnaire are all close ended so that it would take less time for the respondent to fill and more accuracy can be given. Furthermore, the sampling technique that is selected is the simple random sampling so that it is cost effective and easier for the researcher to conduct research. However, after the process of research the responses are analyzed and the findings are concluded and analysis is provided to explain the research. It is important that by the survey the researcher carries out answers for all the research questions. 
The primary research is selected because it allows the researcher to analyze the questionnaires and make a valid data by the help of quantitative methods. Questionnaire is selected as it is best tool to conduct primary research and can provide authentic quantitative data for the research which is applicable to produce conclusions. However, a large amount of data can also be collected by the help of questionnaire tool. The primary research has greater control, propriety information and addresses the research questions of this research in an effective manner. Due to the nature of this specific research the primary research is selected and the questionnaire tool is chosen due to its capability of collection reliable and valid data in the research.
3.8.4.1 ADVANTAGES AND DISADVANTAGES OF SIMPLE RANDOM SAMPLING
Advantages of simple random sampling includes that each of the individual has an equal probability of being selected. More advantages includes that a smaller population can be easily selected from the larger population for research and it is easier to conduct. Disadvantages of simple random sampling includes that it takes a lot of time and effort. Furthermore, it is not cost effective for the researcher. 
3.9 CONCLUSION

In conclusion of the research methodology, the selected approaches, methods, designs and strategies are discussed and the reason for their selection. The research type that is selected in this research is the qualitative and quantitative type. These both are selected because the qualitative analysis would help in providing such a data which cannot be calculated and is based upon observation and secondary research. However, in support of the qualitative data, the quantitative data analysis is carried out so that the facts and figures can be provided by the help of primary research. Thus, both the existing data and the fresh data are discussed in this research. Furthermore, as the research type that is selected is the descriptive type i.e. both the qualitative and quantitative, the research design that is chosen is both the exploratory and explanatory. The former design helps in exploring through primary research and the latter helps in explaining through the secondary research. However, the research approach that is chosen is the inductive and deductive approach. The method or technique of sampling that is chosen is the simple random sampling as random/general public is required to know the perception regarding the promotion of Zara and its brand image. 

CHAPTER FOUR 

4 DEMOGRAPHIC FINDINGS

4.1 GENDER

This research aims in finding the perceptions of people towards Zara Company. The research process was held between both male and female where they were freely invited to give their opinion, interest and also share their experience about Zara Company. However, the total number of people who were selected to participate in the research process was 50 from which the number of males who participated is 32 which are covering the 64% area of the pie chart in figure 1 and the number of women is 18 which are covering the 36% area of the pie chart in figure 1. These are the random people who were interested in providing their feedback and their opinion from their point of view about Zara Company and how their experience was while purchasing products or availing services from the company. 
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Figure 1: Shows the number of people (males and female) who were selected to be a part of research process.

4.2 AGE

The people who were selected to the answer the questionnaire provided by our researcher belonged to different ages. The people who fall in the age group of 18–25 are 16 in which there are 11 males and 5 females, the people who fall in the age group of 26–35 are 19 in which 12 are males and 7 are females and the people who fall in the age group of 36–45 are 15 in which 9 of them are males and 6 of them are females which is shown in the figure 2 below. People were selected from different age group to attain different opinions and perceptions about the brand. Every person of every age group has its own point of view that how they feel about the company Zara and purchasing products from it.
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Figure 2: shows the age group of participants of the research process.

4.3 EMPLOYEMENT LEVEL

This research includes the employment level of the people who were selected to participate in the research process. Because there employment level shows their interest of buying products from Zara. The figure below shows the number of people with different employment levels.  The maximum number of people who are at the position of managers are 17, after that there are supervisors with a number 14, after that there are employees with a number of 10 and finally there are interns with a number 9. The people who were selected to answer the research questionnaire are the ones who are interested and not interested to purchase Zara’s products according to employment level. This table shows that the people who have employment level of managers are the one who can easily afford to buy Zara products and are quite interested to purchase their products because of their highly wages but on the other hand the people who have job position of supervisors can easily purchase Zara products but have lack in interest to do so. Similarly, the employees and the interns are the one who are interested to purchase the products of Zara but lack in wages but still somehow they manage to fulfill their dream. 
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Figure 3: shows the employment level of selected people for research process.

4.4 BRAND PROMOTION

This part of the research shows whether the brand promotion has a positive effect on the brand image or not. While asking from 50 different people about the Brand and its promotion, the opinion of people was distinguished in three type which are shown in figure 3 as “yes”, “no” and “maybe”. The people answered the question according to their perception. Out of 50, 26 people said that the promotion of brand puts a great impact on its brand image, which covers the 52% area of the chart in figure 3, 9 people said that there is no effect of brand promotion of brand image, which is covering about 18% area of the chart in figure 3 and finally, there were about 15 people who were not sure whether the brand promotion was positively effected on brand image or not, which covers the 30% area of the chart in figure 3. According to the research which was done with the help of simple random sampling it is observed that the brand promotion have a positive effect on the image of brand if the promotion is done in an effective manner to attract customers. It is necessary for Zara Company to focus on the promotion of the brand to put a positive impact on the brand image of the company. 
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Figure 4: shows the number of people giving their opinion about effect of brand promotion on brand image.

4.5 PREFERING ZARA

This research was done by asking whether they are preferred to purchase from Zara or not. There are many people around the world with their own taste and choices, it is not necessary for everyone to have similar choices when it comes to brands. It was asked from different people whether they choose to purchase from Zara or not which has the findings of 27 people who are interested and will always continue to purchase from Zara company, there are 14 people who are standard when it comes to shopping at Zara’s, they sometimes prefer and sometimes do not prefer to purchase from Zara according to their tastes and choices. At the end there are around 9 people who do not prefer Zara as the brand for them due to different reasons. The figure 5 below shows that there is majority of people who prefer Zara for shopping and buying products rather than other brands. This research process helped in observing that the there are plenty of people who select Zara over other products but still there is a minority which is confused to purchase from Zara whether it will satisfy their needs or not and similarly, there is a minority who does not agree to experience shopping from Zara and choose a rival company which seems better from them compared to Zara. 
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Figure 5: shows the number of people who prefer to purchase from Zara.

4.6 SOURCE OF KNOWLEDGE

The chart given below shows the source of knowledge from where the people have heard about Zara’s brand. There are many companies who use different advertisements for their brand promotion to increase their brand image. Similarly, Zara have found different ways to promote its brand through advertisement which includes Billboards, TV Advertisements, Social media advertisements and word of mouth. Figure 6 shows the number of people who participated in the research process and shows their source of knowledge that how they heard about the company Zara in which 8 people gained knowledge about it through Billboards, 15 out 50 heard about it through TV advertisements, 16 people heard about it on the social media platform through social media advertisements and 11 of them heard from word of mouth from their friends and family who have experienced buying from Zara. The figure 6 explains that the social media advertisement and TV advertisement have a good impact on attracting people towards the company and also increasing the brand image of the company. Where on the other hand word of mouth and Billboards have also played a good part in attracting an amount of customers towards the company. The advertisement of the Brand is the source of increasing the brand image of the company which can help in gathering more customers for the productivity and progress of the company. 
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Figure 6: Shows the source of knowledge from where the people heard about Zara.

4.7 WORD OF MOUTH

There are many different ways of promoting a brand in which Word of Mouth also plays an important part. According to random people from research process it is analyzed that the word of mouth needs some features which must be focused for the increase in brand promotion which includes the quality of services and products, the uniqueness of product and a good customer experience. All these features together can make a positive effect on brand promotion through word of mouth. The figure 7 shows the number of people that what feature of word of mouth is more important according to them. According to the research process, customer experience is the first thing which is important for people while experiencing shopping with any company. There are 18 people out of 50 who believe that customer experience must be good and the first feature of word of mouth in the promotion of brand image. Secondly, quality of products and services is the second thing which is required from the company, in the outcome of research process there are 17 people out of 50 who prefer quality of services and products as the important feature of word of mouth in the promotion of the company. Finally, there are people who consider uniqueness as an important feature of the company’s progress, there are 15 people out of 50 who participated in the research process and consider uniqueness of the product as the important feature which can increase the brand image through word of mouth. 
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Figure 7: Shows the features which are required to create a positive word of mouth according to random people.

4.8 WORD OF MOUTH ABOUT ZARA

Different people have different point of regarding word of mouth promotion of a company. Some people believe it, some are confused and some of them do not believe what they hear from other person about a brand. The research process helped in finding the number of people of what they believe and how satisfy they are with the word of mouth about Zara. According to random people who are selected in the research process to answer the questionnaire, there are about 22 people who are highly satisfied with the word of mouth promotion of Zara’s brand and are willing to become the continuous customers of Zara’s due to its quality of services and products, its uniqueness and its great customer experience. Furthermore, there are about 17 people out of 50 who are normally satisfied with the promotion of word of mouth about Zara Brand and recommend to shop from the brand to other people too. Along with these people who highly recommend Zara over other Brands there are also people who are not satisfied with the product or its promotion. There are around 11 people out of 50 who are not satisfied with the word of mouth about Zara and do not consider it as a good brand which may affect the brand image of the company. 
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Figure 8: Shows the number of people and their satisfaction level regarding word of mouth about Zara.

4.9 BUYING DECISION

The buying decision of customers is often effected by the way product is presented to them. The promotion and advertisement of the product or brand can change the buying decision of the customer in a positive or negative way. The word of mouth effects the buying decision of people in different ways. The given figure 9 shows the level of impact of WOM on the buying decision of random people who participated in the research process. There are about 24 people out of 50 who agree to the fact that word of mouth can highly change the buying decision of the customer because the way brand is presented or its products can easily effect the decision of the customer to purchase the product or not. On the other hand, there are 16 people out of 50 who consider that the effect of WOM on buying decision is quite normal, the customer still have a choice to select other company over Zara. There are also people who disagree with the fact that Mouth of word can be effective on buying decision of a customer which makes 10 people out of 50 who believe in the fact that WOM is not effective on the buying decision of the customer as shown in the figure below. This research process was able to analyze the point of view of different people about the effects of Word of Mouth on buying decision whether they are positive or negative. 
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Figure 9: Shows the impact level of Word of mouth on buying decision of people.

4.10 OTHER BRANDS

Zara is not the only brand that has a high brand image and is a progressive brand these days, there are also other brands who are giving quite a challenge and tough time to Zara in the market place these days. The Figure 10 is designed to show the level of preference of people who select Zara over other brands. There are about 26 people who go along with the brand of Zara over other brands while there are 13 people who are not highly preferable to select Zara brand over other but still somehow go along with the brand but there are people who do not prefer to go along with Zara’s brand. There are about 11 people who do not prefer to select Zara over other brands due to their own different reasons or maybe they find other brands more satisfying than Zara’s. There are different reasons of people to select or reject a brand which includes the product quality, services, uniqueness, friendly environment and even customer experience. While providing all these facilities the customer would highly prefer to select Zara over other brands. 
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Figure 10: Shows the level of preference of people who select Zara over other brands.

4.11 BRAND LOYALTY

Brand loyalty is one the important aspect which can make a brand successful and can increase the brand image of a company. The brand loyalty of a brand or company is increased with the loyalty of customer towards the brand whether the customer is loyal towards brand or not. The research process which is done with the help of 50 random people helps us to analyze the number of people who are loyal to Zara’s brand and who are not loyal. This research process shows that there is a majority of people who are brand loyal towards Zara which is quite effective for the brand image of the company and can lead it towards success. The figure 11 shows a pie chart which describes the number of people who are brand loyal and the number of people who are not loyal towards the brand. There are about 36 people out of 50 who are brand loyal towards Zara which cover the 72% area of the pie chart and the number of people who are not brand loyal towards Zara is 14 out of 40 which covers the 28% area of the pie chart in figure 11. 
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Figure 11: Shows the percentage of people who are brand loyal and are not Brand loyal to Zara.

4.12 BRAND IMAGE OF ZARA

The brand image of a company is different in point of view of different people according to their choices and taste. The brand image of Zara is quite high in the perception of people as compared to other brands which is proved with the help of a research process which was done among 50 people by asking them random questions about Zara. Out of 50 people 28 people said that the brand image of Zara in their perception is very high which make them a loyal customer of the company, similarly, out of 50 people 12 people said that the brand image of Zara is standard in their point of view, they sometimes prefer Zara or sometimes other brands to fulfill their requirements according to their taste. Furthermore, there are many people who do not prefer Zara’s brand image as high as compared to other brands. Out of 50 people 10 people said that the brand image of Zara was quite low in their point of view as compared to other brands which make them to choose other brands over Zara. 
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Figure 12: Shows the brand image of Zara in perception of different random people.

This overall analysis which was done with the help of research process turned out to be positive as showed the level of brand image of Zara and its satisfaction of their customers on a high level. It is shown through this graphs and research that Zara is preferred by majority of people over other brands due to its uniqueness, quality of product, its services and its good customer experience which make most of the people brand loyal towards the company. It attracts people of every age group and provide them product and services according to their requirements which helps in increasing the productivity of the company. On the other hand, it is also proved that most of the people believe that the brand promotion of Zara has put a great impact on its brand image. 

CHAPTER FIVE

INTRODUCTION

After the quantitative and qualitative findings which helped in understanding the overall situation of Zara that where the company stands today in the point of view of random people, the researcher also provided guidance to give recommendations which can be helpful for managing the issues which are occurring in the progress of the company. The places where the company is facing failure can be focused and can work hard on those situations to cover them up and increase the number of customers by satisfying their needs. Although the company follows many policies and different strategies to promote their brand and increase their brand image but still there are some mistakes which makes the level of the company a bit low as compared to other companies. The research is based on how Zara is affected with its brand promotion and how the company can increase its brand image, also the brand awareness of the company is also necessary. Similarly, how a high number of customers can be achieved by Zara only by focusing on the requirements of the customer. The methodologies helped the researcher to obtain findings which further are helpful in providing the recommendation for the improvement of the company.  The recommendation part provided by the researcher is based on the brand image, brand promotion, brand awareness, brand meaning, brand response and brand relation. The improvement of word of mouth promotion is also mentioned in the recommendations. 

5 CONCLUSION

Concluding the research, different strategies, methods and policies are applied by many companies to promote their brand and increase their brand image which is quite helpful in increasing the number of loyal customers of the company. Similarly, Zara Company have gone through many difficult phases, by applying different strategies and promotion methods the company was able to explain its brand meaning to their customers and earned a brand identity which helped the company to increase its brand image and make more loyal customers for the company. This research have mentioned the aims and objectives of the company and it is showed that how Zara’s company can make its brand promotion effective in a positive way to increase its brand image and make its own identity in the world. Furthermore, the factors which must be focused while promoting the brand of the company are also mentioned in this research. 

This research helped in analyzing the features which are important in the promotion of word of mouth to make it effective also other kinds of advertisements to gain more attraction of the customers. It is observed through this research that the customer and its brand loyalty play an important role in increasing the brand image of the company and to make it progressive. By overcoming the hurdles which are occurred in the promotion of the company the company can be very well able to overcome its failure situations and make its brand image more effective. This research also helped in determining the fact that how Zara company was able to enhance its brand image with the help of Integrated Marketing Communication. Finally, to achieve the required brand image the Zara Company has to go through lot of challenges and apply different strategies to promote its brand image to achieve a great number of customers and progress in the market place. 
5.1 RECOMMENDATIONS

The researcher provided different recommendations for the company to focus; these recommendations can be helpful for the company and guide it in improving its way of promotions and attracting the customers for the company. The areas which are highlighted with the help of this research must be analyzed critically and the company should overcome those mismanagement issues and must apply the methods for enhancing their promotion system then it can easily resolve the issues which are occurred in promoting the brand image of the Zara. Furthermore, the research of the researcher was based on personal observations as well as primary and secondary research which helped the researcher to formulate the recommendations which are mentioned below. 

5.2 BRAND PROMOTION
The brand promotion of a company is an essential tool for increasing the brand image of the company. In case of Zara, the company must focus on its methods and factors on which their brand promotion is based. The highlights of this recommendation are the people who do not consider that brand promotion of the company is highly effected to its brand image. The company must focus on their feedback and fulfill the factors which are required by the people while promoting their brand such as uniqueness of the product, quality and customer experience of the brand which will put a great impact on the image of the company’s brand.

5.3 BRAND IMAGE
The brand image of Zara is increased with the help of brand promotion, if the brand promotion of the company is not effective than the brand image of the company cannot be increased. This research showed that there are majority of people who believe that brand promotion if highly effected to increase the brand image, so it is recommended by the researcher to make sure that the brand promotion of Zara is quite effective so that the brand image of the company can be increased. 

5.4 BRAND AWARENESS
To aware the people about the brand, the brand promotion must be effective so that people will prefer to choose Zara over other companies. It is recommended by the researcher that the brand promotions must be done widely on a high scale that every person must be aware of what the company sells and what services are provided by the company to make the brand image higher than other companies. The issues which are occurring in the way of brand promotion must be solved by different methods or strategies to make the brand promotion more effective otherwise the company can face failures in upcoming competitions in the market place. 

5.5 BRAND MEANING
While promoting the brand image of the company to aware them about their brand it is highly recommended by the researcher that to promote the meaning of the brand too so that the customers should understand what the culture and history the brand is holding. The values, beliefs and ethics of the brand must be promoted to make its image more powerful than others. The features and characteristics of the products, the effectiveness of the services must be promoted along with the awareness of brand. In this way the Zara Company will be able to achieve the level for its brand image that it can be challenge for other companies to achieve. 

5.6 BRAND RESPONSE
The response or feedback of the customer must not be neglected by the company. For Zara the recommendation which is highlighted is that the company must take a look on the feedbacks, complaints or requests from the customers to make them feel special which can change their point of towards the company and brand and also it can change their buying decision which can be profitable for the company. The positive response of the customer for Zara Company will also play an important in the development of the company as well as in increasing the brand image and productivity of the company. 

5.7 BRAND RELATION
The most difficult step in the development of the company is the relationship of the company with its customers. In case of Zara, he researcher recommended to highly focus on the relationship of customers with the brand to earn their loyalty by providing them everything according to their requirements in a friendly environment provided by the staff. With the help of these features the customer will have a good experience with the company and will develop a good relation with the company’s brand. If the relationship of the company will be good with its customer then it will also put a great impact on the word of mouth promotion which will help the company to gather more customers to promote their brand image. 

5.8 WORD OF MOUTH
Word of mouth plays an important role in the promotion of brand image if put in an effective way. It is recommended for Zara Company to focus on the features which are required by people as mentioned in the findings of research process. Many people have different reasons to select a brand if the  perfect reason is transferred to the people through word of mouth then it can change their perception about the brand and will also change their buying decision towards the brand which will  help in increasing the brand image of the company and will provide benefit for the company. 
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