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[bookmark: _Toc6415781]Introduction
Marketing plays a key role to aware consumer regarding a particular brand and the variety of its product along with its benefit. This project analysis focuses on the different marketing strategies of Zara in the current market scenario of UK retail industry. The description also highlights on the impact of different stakeholders on the promotion of this brand in respect of its marketing strategy. 
[bookmark: _Toc6415782]Task 1 A
[bookmark: _Toc6415783]Introduction
The process of marketing is regulated by different objectives. The analysis of this project focuses on the different marketing strategies adopted by Zara in order receive a suitable outcome through effective market penetration. The description also takes into consideration different flaws present in marketing strategy of the company and concentrates on giving solution against them. The study focuses on different branding strategies of Zara and highlights the impact of its stakeholders both internally and externally on the market penetration of the company.
[bookmark: _Toc6415784]Marketing process of Zara
The process of marketing concentrates on the ways through which value can be generated for customers in order to satisfy their requirements. As opined by Zahra and Noruzi (2018, p.14), marketing process concentrates on identifying of opportunities, formulation of strategies, building of tactical decision that provides value to the respective brand and its presence in the market. Zara has developed its marketing process considering requirements of customers. In terms of mission, it focuses on wide range of quality products and sustainable development of society. It considers premium pricing for customers across the globe.
[bookmark: _Toc6415785]Pestle analysis and SWOT analysis of Zara
PESTLE Analysis



	Factors
	Aspects
	Impact

	Political
	· Impact of Brexit
· Open trade policy
· Steady governance

	Positive and negative

	Economic
	· Inflation rate 1.9 (tradingeconomics.com, 2019)
· GDP growth rate decreased to 0.2% (tradingeconomics.com, 2019) 
	Positive and negative

	Socio-cultural
	· Unemployment rate 3.9% (tradingeconomics.com, 2019)
· Literacy Rate 99%
	Positive

	Technological
	· Technologically advanced
· Government is increasing budget for development of technology
	Positive

	Legal
	· Equality Act 2010 (gov.uk, 2019)
· Health and Safety at Work etc Act 1974 (hse.gov.uk, 2019)
	Positive

	Environmental
	· Recycling policies
· Green environment approach
	Positive



Table 1: PESTLE Analysis
(Source: As influenced by Tarhini et al.2015, p. 39 )
Due to Brexit, political scenario of the country has been changed. This has influenced the market as well as supply chain management of the company. Sound economy along with decreasing rate of inflation facilitates the company regarding the market demand and sales volume. Technological advancement and green approach influenced the sustainability of ZARA considering its approach towards the community. They also consider the legal frameworks to ensure the fair trade practice.


Figure 1: PESTLE Analysis
(Source: As influenced by Tarhini et al.2015, p. 39)
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Table 2: SWOT Analysis 
(Source: As influenced by Allison, 2018, p.3607)


Figure 2: SWOT Analysis
(Source: As influenced by Allison, 2018, p.3607)
Thus, ZARA enjoys certain competitive advantages because of certain strengths. This includes the brand value, wider presence as well as wide range of products. 
[bookmark: _Toc6415786]STP analysis of Zara
STP analysis concentrates on the three dimensions such as segmentation, targeting and positioning in order to set up a market plan for the success of a company. As opined by () STP analysis is the most important aspect to plan a marketing strategy that generates value to the brand.
[bookmark: _Toc6415787]Segmentation
Company needs to enhance its product penetration through the launch of new products against the traditional one. Zara launches new designer products in every two weeks concentrating on the taste of customer. They consider people across the globe in terms global market and offer products for working people. 
[bookmark: _Toc6415788]Targeting 
Identification of target customer is the key essence to establish business process on a high note. Zara produces its product taking into concentration a wide range of age starting from 0 to 45 years. 58 percent of its product concentrates on women clothing, 22 percent on men, and 20 percent on the clothing of children
[bookmark: _Toc6415789]Positioning
Zara always maintains the quality of its product very high that is available with the price range of medium nature. It offers luxury goods with reasonable price to its target customer across the globe.
[bookmark: _Toc6415801]Relationship marketing of Zara
Relationship marketing is a strategy of marketing that concentrates on fostering the loyalty of customer, long-term engagement and interaction with them. As opined by Sheth, (2017, p.09) the design helps an entity to build healthy connection with consumer by providing specific information according to their interest and needs. Zara uses the commitment -trust theory to maintain its relationship marketing and build a healthy relationship with its target group.  The theory concentrates on two segments such as trust and commitment. 
[bookmark: _Toc6415802]Trust 
In this segment a belief works in the mind of both the parties that no one costs harm by any means to break their trust on brand or customer satisfaction.
[bookmark: _Toc6415803]Commitment
Commitment involves desire of long-term nature to maintain the value of partnership. Zara maintains trust and commitment to its target customer to sustain in market competition. 
[bookmark: _Toc6415804]Ansoff Matrix Strategies 
Zara portrays growth strategies of alternative nature and concentrates on three segmentation such as product development, development of market and diversification to prepare a growth strategy.
[bookmark: _Toc6415805]Strategy of market penetration
Zara concentrates on encouraging its customer to purchase more to sustain in competition against its competitors. It introduces more products on weekly basis to increase market penetration.
[bookmark: _Toc6415806]Strategy of market development
Zara uses this strategy to identify user group of potential nature and build product according to their taste and requirements to develop its market in the current scenario.
[bookmark: _Toc6415807]Strategy to develop product
The management team of Zara focuses on new possibilities to develop new product. It organises direct questionnaire session to understand the demand of consumer and develop product accordingly. 
Strategy of diversification
Diversification comes into effect when opportunities come outside the present scenario of business (Yin, 2016, p.1026). Management team of Zara looks forward to include technological advancement in business to include diversification effectively.
[bookmark: _Toc6415808]Definition of stakeholder 
The term stakeholders refer to the group of persons or individual or an organisation that has concern or interest with in organisation. As opined by Tarhini et al. (2015, p.35), stakeholders affect by the actions, policies and objectives of an organisation or influences the course of action of an organisation according to their own means. In an organisation two type stakeholders exist such as internal and external. Internal stakeholders take into consideration the owners, managers and employees of an organisation on a hole and suppliers, society, creditors, customers, shareholders and government is considered as external stakeholders of an entity. 
[bookmark: _Toc6415809]Internal and external stakeholder of Zara
The internal stakeholders of Zara that influences the company decision include the owner of the company. The soul decision making process regarding product development, branch opening depends on the decision of the owner. The managers are also the internal stakeholder that manages resources, maintains communication with clients to continue the business process of Zara effectively. Employees are the sole internal stakeholders of the company as they play a lead role in keeping customer happy in different branches of Zara across the world.
The external stakeholders include suppliers of Zara. They provide material with less cost that helps the company to keep low production cost. The creditors of Zara impact the economic scenario of the company to a high degree. Customers are the important external stakeholder of Zara as the business process is totally based on customer satisfaction and demands. Zara maintains different government principals to open branch in different countries as per their requirements.
[bookmark: _Toc6415810]Communication and engagement of Zara with the stakeholders 
Zara maintains effective communication with each and every stakeholder who is related to the organisation. The managers of Zara focus on implementation of rules and regulation through which the employees of the company works to generate effective outcome. The managers are also responsible to implement the decisions taken by the higher authority in case of managing resources, opening branches and meeting the expectation of the clients (Newman et al.2016, p.450).
Zara maintains effective communication with its suppliers thereby forms a fruitful supply chain management system that brings down cost of production of the company. Zara possesses a great range of share in retail market. With effective communication it maintains their interest as well as looks forward to maintain the taste of its consumer. Zara maintains suitable communication with the respective governments of different country to run business according to the perspective of different countries.  
[bookmark: _Toc6415811]Impact of stakeholders on marketing activities of Zara
Stakeholders of Zara impact the marketing scenario of the company to a high degree. Management flaws influences to the productivity of Zara. Dissatisfaction of employee reduces the productivity of the company. Zara is closing its branches in global context due to miss management occurs in the managerial level. Zara maintains its supply chain system effectively to slow down the cost of its production. It takes into consideration the taste of its customer by launching different trends and design of product according to their demands.
[bookmark: _Toc6415812]Recommendation
Zara needs to focus on expanding its business to a high degree in order to achieve a suitable market penetration. In order to compete its rivals such as Tesco the company needs to increase internet and social media presence by creating personal websites. The company needs to focus on the reduction of product cost in order to survive in the competitive market and sustain their business.
[bookmark: _Toc6415813]Conclusion  
[bookmark: _Toc6415814]Thus it can be concluded that Zara has succeeded to create a perfect business scenario throughout the world that has increased its market presence effectively. The study has discussed the PESTLE and SWOT analysis of Zara through different flaws and opportunities of the company has been highlighted. The study has also provided suitable recommendation that can help the company to maintain its business growth.  





























[bookmark: _Toc6415815]Task 1 B
Definition of tactical communication tool
[bookmark: _Toc6415816]Tactical communication deals with transformation of information through various means. As opined by Wang et al. (2018, p.05), a business process tools such as promotions of brand, questionnaire session, online presentation to provide valuable information regarding specific brands, discount offers by the company. As Zara does not use more advertisement to promote its product, it concentrates on internet penetration, creating personal blog, and real time interview sessions with customer to convey different tactical decision taken by the company. It also collects information regarding customer satisfaction to provide efficient products that serve the need of the customer by using these tools.  

Promotional strategies of Zara
Zara uses varieties of promotional strategies to promote its product through advertisement. The company has its personal websites where it provides information regarding any new product launch. It uses print media like newspaper, magazines, hoarding to promote its different kind of products. The company maintains effective public relationship by maintaining interests of stakeholders and customers, required to grow its business. Zara uses personal blogs to promote its different product online. Customers can easily penetrate into the website to get information regarding any product launch to satisfy their demands. As Zara launch new product on weekly basis so easier access to the website gives customer valuable information regarding the quality, price and availability of the product (as influence by Nadda et al.2017, p.125)
Zara focuses more on direct marketing instead of virtual marketing. The management team of the company organises real time questionnaire or interview session to gather opinions of the customer regarding particular products they are using. These sessions helps the company to promote its product directly as customer is able to get it touch with the particular product that the company is promoting. Interview session helps the company to identify flaws within its product. It helps the company to develop its product according to the demand of the target consumer. Zara promotes its brand by sponsoring in different charitable organisation worldwide. It encourages it sponsorship activity by sponsoring in a charity program in Tanzania through Zara Tanzania Adventure program (as influenced by Bradlow et al.2017, p.87). The company has also developed a partnership program with Mount Kilimanjaro Porters Society to promote its brand worldwide. Zara offers discount on its product twice in a year to make sales promotion of the company. It offers discount ranges to 50 percent or more to attract customer to the respective stores of the company. Technological advancement in different stores give Zara an extra edge to attract its target customer and promote its different, brands.
[bookmark: _Toc6415817]Conclusion
[bookmark: _Toc6415818]Thus it can be concluded that Zara has able to create its effective market presence by following a suitable marketing strategy that has helped the company to maintain its business growth. The study has effectively discussed the different marketing strategy and the fundamental of marketing that has helped Zara to recognise itself as a leading retailer in fashion industry.  
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Strength


Brand value 


Weakness


Limited advertising and marketing.


Opportunity


Increase in global market rise exploration opportunity.


Threats


Strong online presence 


Wide range of product


Limited market share.


Limited access and reach towards its customer.


Increase its online presence through personal website


Economic downturn


Switching of consumer


Fake imitation



political


Economic


Inflation rate 1.9 (tradingeconomics.com, 2019)


Socio-cultural


Unemployment rate 3.9% (tradingeconomics.com, 2019)


Technological


Legal 


Environmental


Impact of Brexit


Open trade policy


Steady governance


GDP growth rate decreased to 0.2% (tradingeconomics.com, 2019) 


Literacy Rate 99%


Technologically advanced


Government is increasing budget for development of technology


Equality Act 2010 (gov.uk, 2019)


Health and Safety at Work etc Act 1974 (hse.gov.uk, 2019)


Recycling policies


Green environment approach
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