The Impact of Digital Marketing on Brand Awareness and Customer Purchase Decision Making: A Case of ZARA in the Competitive Landscape
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[bookmark: _Toc150860944]Introduction
Digital marketing has been considered the key strategy supporting the global marketing development of various organisations (Ebrahim, 2020). It supports customer attraction and ensures the effective development of revenue and profits. The fashion industry has highlighted the changing needs of customers within the market. Catering to customer needs and business sustainability is crucial in such a case. 
Research Rationale 
The study will help highlight the importance of digital marketing in creating brand awareness and customer purchase decisions. The fashion industry within the competitive landscape will be considered by applying key strategies in customer attraction and business values. The study is important as it helps highlight the significance of digital marketing and its impact on the development of the business in the long run. As per Makrides, Vrontis and Christofi (2020) brand awareness is a crucial metric that supports the purchase decisions of the customers and the development of effective relations in the long run. 
[bookmark: _Toc150860945]Methodology
As per the views of Pandey and Pandey (2021) the application of positivism will be considered. Positivism is the research philosophy that analyses hidden facts related to the study through logic and scientific factors. Evaluating digital marketing strategies and their importance on brand awareness and customer decision-making needs to consider scientific validation. The time-bound factors for the study will support positivism while aligning with the allocated time frame. Based on the views of Mishra and Alok (2022) the deductive approach will be further considered in the study. Deductive approach helps in carrying out the study through applying existing theories related to brand awareness, digital marketing and customer decision-making. As per Pandey and Pandey (2021) the researcher will be able to integrate more data and description by adapting the deductive approach. The implication of descriptive research design will be considered for covering all the aspects related to digital marketing, customer behaviours and brand awareness. Descriptive research design helps in carrying out the study through descriptive factors. In such case analysis of the study can be considered in detailed manner. The application of more data will help in improving the quality of the study. 
The application of secondary data will be considered for the study from various sources such as websites, journals, newspapers, articles and blogs (Snyder, 2019). It will support the researcher's views to widen the research scope considering time management. Through applying a search strategy, the researcher will aim to conduct the search process on a database such as Google Scholar. As per the views of Mukherjee (2019) qualitative data involves the analysis of non-numerical data in evaluating the concept and opinion related to the study. Qualitative analysis (thematic analysis) will help better evaluate the research topic through theme development. As per the views of Snyder (2019) the application of qualitative data is considered for evaluating the impact of digital marketing on brand awareness and customer purchase decision making. The research objectives will help in theme development by applying the model by Braun and Clarke (2006). It will support the researcher's thematic analysis while aligning with the research aim. The application of thematic analysis will help in gaining deeper insights related to the research problem, along with the generation of new ideas for the topic.
[bookmark: _Toc150860946]Aims and Objectives
The aim of the study is to highlight the impact of digital marketing on brand awareness and customer purchase decision making. The case study of ZARA in the competitive landscape will be considered for the study. The evaluation of ZARA and the marketing tactics applied by them in catering to the customer needs will be developed in the study. In such case, the development of the objectives is required as stated below:
· To analyse the effectiveness of digital market campaigns generated by ZARA in contributing towards brand recognition and customer attraction.
· To investigate the role of digital marketing in the case of ZARA while considering the customer’s decision making process.
· To identify the digital marketing performance of ZARA against the key competitors within the fashion retail industry.
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Digital Marketing highlights the ability of the organisation to grow the business in the digital platform while attracting a huge customer base (Khan et al., 2022). Customer data analytics is crucial in evaluating the needs of the customers in the operating market. Successful campaigns evaluate the needs of the target audiences in enhancing their effectiveness (Zollo et al., 2020). The consistency in branding through digital marketing has contributed towards development in the long run.
The development of a conceptual framework for the study will be considered in the identification of the theories and concepts to be implemented. The evaluation of digital marketing strategies and their impact on brand awareness and customer decisions is crucial (Cheung, Pires and Rosenberger III, 2019). The fashion industry is considered for catering to the quality life of the users and meeting their rapidly changing views in the market. The progress of the study can be highlighted as relates to the development of the customer base within the fashion industry. The creation of brand awareness through digital marketing in the modern business world is crucial towards development in the long run. Revenue generation and profitability of the organisation are identified through effectiveness within the digital marketing strategies. 

Figure 1:  conceptual Framework
(Source: The author)
Digital marketing has supported the decision making of the customers through the creation of brand awareness backed by technological factors. The evaluation of digital marketing channels such as search engines and social media supports the brand to engage a huge customer base. The decision making of the customer can be linked to the brand image and awareness of the organisation (Noris et al., 2021). A brand with high value tends to attract and retain more customers than brands with low value. The emotional attachment to the brands is further developed through the application of the required marketing strategies. The effectiveness of campaigns is highlighted through data-driven decisions in catering to customer demands. 
[bookmark: _GoBack]On the other hand, Cheung, Pires and Rosenberger III (2019) highlighted that digital marketing plays a crucial role in contributing towards the decision making of the customers. The evaluation of awareness stage identifies the creation of awareness in the views of the customers about the specific service or product in the market. Nike has highlighted the issues faced by athletes related to relaxation (Diantari and Jokhu, 2021). Through the application of innovation and digital marketing, they have spread awareness about the use of carbon fibre cushions for extra relaxation to athletes (Diantari and Jokhu, 2021). The development of e-commerce platforms by Amazon Inc. has contributed towards the conversion of leads to customers (Warrier et al., 2021). The application of digital marketing strategies by Amazon has contributed towards the purchase process while addressing the issues within the system (Warrier et al., 2021). As per Noris et al. (2021) customer retention strategy through digital marketing strategies supports post-purchase engagement that confirms the purchase made in relation to specific brand. The development of communications helps in effective relations with the customers and contributes towards brand loyalty in the long run. The business needs to focus on digital technologies in views of customer for improving their experience and supporting the decision-making in a reliable manner. 
The development of brand image and competitiveness within the market can be highlighted through innovative approaches in aligning with traditional strategies (Nash, 2019). The factors of sustainability are crucial towards development in the long run. The customers should be encouraged while leveraging marketing campaigns within the system. The values of the organisation in the modern market have highlighted the need for sustainability. The values of the business are identified through sustainability initiatives in the global market. Digital marketing initiatives and innovative approaches need to consider the reduction of carbon footprints while contributing towards social causes. As per Zhang, Zhang and Zhou (2021) the values of the customers have highlighted the development of trust relations. The implication of ethical practices within the digital marketing factors needs to be considered in the creation of stability in the long run. Innovative packaging design contributes towards environmentally friendly strategies by the organisation while contributing towards the values of environmentally continuous people. The application of emotional branding has been considered by Nike and Adidas, highlighting the application of various storytelling related to brand values, missions and experience. The emotional connections are highlighted through the creation of impressions and brand loyalty. The implication of customer loyalty has contributed towards the development of revenue streams for the organisation. 
Literature Gap
The gaps in identified in the study by Cheung, Pires and Rosenberger III (2019) that needs to consider the innovative strategies developed within the fashion industry related to the chain values of the customers in the market. ZARA has contributed towards the values of society but needs more investment in critical areas of digital marketing. The existing study needs to highlight the competitive analysis among various organisations in the fashion industry. The comparative study will be considered in the identification of existing literature gaps. The evaluation of various digital marketing strategies adopted by various organisations related to ZARA in the UK needs to be considered to analyse customer attraction towards the business. 
[bookmark: _Toc150860948]Limitations
The descriptive research design highlights application of more data that makes the study more descriptive (Mishra and Alok, 2022). The deductive research approach highlights implication of theories that might not be relevant to the study. The time limitation will be considered while carrying out the study while aligning with the application of data in qualitative factors. The availability of data might be considered as a barrier through the data sources. Many research papers might be inaccessible by the researcher and require monetary values to unlock the same. The analysis of free papers by the researcher might lead to time loss. The biases in the views of various researchers related to digital marketing can be highlighted in the study, which might have a direct impact on the study quality. As per Mishra and Alok (2022) the views of the researcher need to consider cross-checking to ensure the application of correct data. 
[bookmark: _Toc150860949]Ethical Considerations
Various ethical aspects will be considered by the researcher while conducting the study to ensure ethical and academic standards. The validity of the research is crucial in the generation of required outcomes through the research process. The data that will be generated by the researcher throughout the study will be limited to academic application (Mishra and Alok, 2022). The use of data for any commercial purpose will be restricted. The data used for analysis needs to be backed by the required evidence. The data applied in the study will not be manipulated by the researcher. The application of accurate data needs to be considered in developing the outcomes of the study in the required manner.  
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The application of cross-sectional study will be adapted for the particular research work so that the limited time factors contribute towards the successful completion of the study. The application of the Gantt chart has been considered in evaluating the stages to be considered for the study in better completion of the topic. The Gantt chart helps in the evaluation of the task to be initiated for the study. 
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	· 
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	· 
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Table 1: Gantt chart
(Source: Created by the author)
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The study has helped in the identification of digital marketing strategies in contribute towards customer attraction through the creation of brand awareness. The evaluation of brand awareness is crucial as it helps in determining the success factors of the business towards long-term development backed by financial stability in the competitive landscape. The identification of research gaps has been considered that need to be met while aligning with the research objectives and questions set for the study. The key concepts related to digital marketing within the fashion industry have been considered. The study will be further considered in the creation of values by ZARA in the global market. Brand awareness aims at development of organisational values while contributing towards the needs of the customers in the global market. The fashion industry visualises huge trends backed by socio-cultural factors. 
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