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This essay is going to talk about Marketing Concepts. This essay analyzes how the entire process of marketing helps customers. The essay also discusses about Zara’s marketing strategies. It also consists of a definition of branding, one of the most important marketing strategies and how it helps organizations to run in the long run, and also how a supreme brand name adds value to the customers. It also sketches the details pertaining to the application of   the Ansoff Matrix strategies, such as product development and diversification, help a company to grow. The essay also shows Zara’s relationship marketing strategies. The essay also analyses stakeholders and determines how Zara, as a company prioritizes their stakeholders and engages with them, and also how the stakeholders impact their marketing.
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Definition of Marketing Concept:
The marketing concept is the use of business data and emphasizing on the demands of the customers in order to create different marketing strategies. This helps to fulfill the needs and wants of customers and thereby achieving the missions of the organization. The concept societal marketing means that a company should take good marketing decisions determining the needs of the customers, the requirements of the company and also societal interests. 
Zara’s Marketing Practices:
Zara is a fast fashion company. The company believes in an anti-marketing approach. When it comes to Zara, they follow the trend instead of setting the trend. Thereby Zara aims to provide their customers with exceptional replica of high end brands at cheaper prices. They also monitor and respond to each and every customer’s feedbacks. The company roughly spends 0.3% of their sales on advertising, which proves that Zara does not believe much in advertising (Kotler and Armstrong, 2015). Thus the brand gets the tag of being exclusive. This acts as an appealing factor for the customers, so much that the customers are led to believing Zara’s products to be exclusive. Instead of investing in advertisements, Zara focuses on raising the bar of good experience for their customers (Koivulehto, 2017). For them location is the key factor for physical stores.  They determine the high-street retail areas in metro cities and build their stores there. Zara gets some of the exclusivity of the high end brands by setting up their stores around them, even though the prices are quite cheap.
Advantages of Marketing:
One of the main advantages of marketing to customers is that it provides them with adequate information thus educating them about the product. Organizations’, first determine the demands of their customers and then explain to them how their product is going to benefit them. Apart from giving customers information about their products and services, Marketing also helps to set and manage the expectation of the customers. By informing people about the unique services and product they provide, Marketing leads the customers into determining what they can expect from that particular organization or company. Marketing also helps in the overall economic growth of a country.  By promoting products and services, organizations, target the potential buyers. Marketing helps the organizations to stretch out, by increasing their profit. In addition, the entire marketing industry creates more job options as they need more innovative ideas to promote their services and products. Higher sales for an organization that utilizes marketing strategies leads to their expansion, more job creations, and higher tax revenue, thus, helping in the overall economic growth of a country.
Definition of Branding:
Branding is a marketing practice whereby, an organization or company creates a name, and a design or symbol, which is promptly recognized with respect to the company’s identification. (Wala et al., 2019). The symbol acts as a logo for the organization. Branding in general acts as a marketing strategy by informing the common people about their visions and purposes. Brand name of a company, helps the customers to differentiate the company from others.
Advantages of Branding and how it is valuable to the customers:
Branding helps organizations to be noticeable in a saturated market. A good organization always showcases its purposes clearly through their name and logo (Wala et al., 2019). Having a lucid brand name helps the organization look like the master at the game. This in turn earns customer loyalty for the organizations. Supreme brand names help organizations feel confident about their services and products. A well-established branding makes the process of introducing new products easier as customers are already aware of their purposes. Branding acts as a foundation for the organizations or companies, since a good brand name sets a positive tone for the organization. Not only customers, branding also helps organizations to get loyal employees. A supreme branding helps employees to believe in something and to understand the mission of the organization they are working for. An exquisite brand name acts as an asset for organizations or companies, since a lot of customers are driven by social status symbols. Branding of a company helps the customers to relate to the organization or company (Wala et al., 2019). It helps customers to understand about the organization’s visions and purposes. It helps the customers to relate to the organization on an emotional level.
Application of Ansoff Matrix strategies:
The application of Ansoff Matrix strategies also helps organizations or companies to grow (Schawel and Billing, 2018). Ansoff Matrix is a strategic tool that helps organizations and companies to determine their strategies for growth. Product development means when companies take a new product or service altogether or maybe a new variant to an already existing product or service and try selling those to old customers. In simple words, product development means selling new products or providing new services to an existing customer base. This move generally needs an extensive research and an expansion of the company’s product range. However, in order to develop a new product, organizations must have a proper understanding of their existing market, so that they can innovate new products to meet the new demands of their customers.  Diversification is the most dangerous component of the Ansoff Matrix (Schawel and Billing, 2018). Diversification includes both Product and Market development. So organizations must have adequate knowledge about the market they are trying to penetrate. They must invest in researching. They also have to be well aware about the risks they are taking. However, this strategy can bring more profit, since it opens up an entirely new revenue stream for the company.
Zara’s Relationship Marketing:
Relationship Marketing means promoting the relationship between customers and companies and thus assuring mutual benefits for both. Through relationship marketing Zara nurtures their relationship with the customers, to win their loyalty. Zara uses relationship marketing in order to magnify its brand to keep the customers updated (Koivulehto, 2017). Zara always puts their customer’s needs first while undertaking decisions. The company always tries to give their customers a pleasant experience by satisfying their demands. Instead of spending on advertisements and discounts they invest in providing better services to their customers. On the other hand, Zara uses its own strategy to cater to different customers differently. Thus Zara has built a mutually benefitting relationship with its customers. The company competently understands its customers’ demands, understands their likes and dislikes and forecasts their future behaviors. After determining the demands of the customers Zara works with their designers to bring new collections in their stores and thus satisfying their customers. This actually keeps the customers loyal to the company. The customers in turn spread good words about Zara’s efficiency in satisfying customer demands. This in effect advertises for the company.  Following this process, the company gains the trust of thousands of customers around the globe.
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Who are stakeholders?
A stakeholder is an individual or group that has legitimate interest in a company. They can also affect or be affected by the actions taken by the company. Internal stakeholders or primary stakeholders are those, who belong to the company and have a genuine interest in company’s work. They can definitely affect or be affected by the company since they have taken interest in the company. 
Internal Stakeholders of Zara
Internal stakeholders are those stakeholders who can affect the company or organization’s internal matters and also are interested in the company’s work. Internal stakeholders of a company include the employees of the company, the owners, board of directors, and the managers, like Sales manager, General manager, etc. Inditex founded by Amancio Ortega, being the owner of Zara, is Zara’s biggest internal stakeholder. Other internal stakeholders include their employees, the board of directors and the managers who work in the stores of Zara.  External stakeholders or secondary stakeholders are those who are not a part of the management of the company but they have interest in the company’s work (Kotler and Armstrong, 2015).They are indirectly affected by the company’s work. 
External Stakeholders of Zara
External stakeholders are those who cannot affect the company’s internal matters but show considerable interest in their work. The external stakeholders of the company include the suppliers, customers, competitors and creditors. Suppliers provide the company with raw materials. Customers are the king of any business since they are going to determine whether a company is going to survive in the market or not. Competitors or the rivals, act as motivators.  Creditors are those who lend money to the company or raise funds for them, such as banks and also the shareholders who own the company’s shares. The key external stakeholders of Zara, are their customers, suppliers, distributors, media, NGOs, community groups etc.
How Zara communicates with its stakeholders?
Stakeholder analysis is an important tool in stakeholder management. It is a process that helps organizations to win support from others.  Zara first identifies who their stakeholders are by determining how their work is affecting them or who has influence over the company’s work. Zara always emphasizes on getting to know and then collaborating with their stakeholders. The company has several global policies that help them to engage with their stakeholders; such as Human Rights Policy, the Corporate Social Responsibility Policy, the Law of conduct for manufacturers and suppliers, and the Law of Conduct and responsible practices (Alonso-Cañadas et al., 2018). They review their relationship with each and every stakeholder and then find out who falls first in their priority list. On that basis they generate different communication channels to engage with them. Zara always maintains transparency while engaging with their stakeholders. When it comes to the employees, they engage with them by motivating them and also by enhancing their commitment to the Law of Conduct and Responsible Practices. Zara respects every human and labor right. The company also provides their employees an unbiased and appropriate treatment. When it comes to the customers, Zara makes sure that they are responding to their demands rapidly and they also divide their customers based on country and services, so they can serve them better. Zara also makes sure that the privacy or personal data of their customers are being protected at all costs. For the suppliers, they arrange some agreements based on the Law of Conduct for Manufacturers and Suppliers. Zara makes their suppliers believe that they will only allow the creation of sustainable products.  Zara also contribute to social and economic growth and for the betterment of the globe, thereby strengthening their relationship with NGOs, and Media. For their shareholders Zara encourages them to participate in their actions more. By practicing biodiversity, by creating sustainable products and by efficiently using the resources, they try to keep their relationship with the environmental protection organizations healthy. 
Stakeholders’ Impact on the Marketing Activities of Zara:
Stakeholders of any company can also affect the marketing process both positively and negatively (Alonso-Cañadas et al., 2018). When it comes to Zara, if the company does not prioritize their stakeholders accordingly and serve to their interests then, those stakeholders can affect the company’s marketing negatively. Hence Zara ensures to prioritize their stakeholders’ needs by conducting a stakeholder analysis. First they understand who their stakeholders are and on the basis of the power and interest they exert upon the company, they are placed in the stakeholders’ matrix. The stakeholders, who are powerful and also have high interest in Zara’s work such as customers, and employees, are put in the first position in the priority list by Zara and they have to be managed very closely. Zara manages them very efficiently and try their best to keep them informed about their work. Zara considers their customers to be the king so the company always makes sure that the customers always get a pleasant experience at their stores or even their website or mobile application. The next group of stakeholders that follow the grid, who exert high power but show little interest in Zara’s work such as suppliers, banks or investors. Zara makes sure that these people are satisfied by providing them with enough information and by contributing to their agendas. Then comes those who have low power over the company’s internal matters but are highly interested in Zara. These include the community groups.  Zara just makes sure that these people are properly informed and ensures that no major issues are arising. The stakeholders with less power and low interest, who are the common people of the country, are just roughly monitored by Zara. Now these stakeholders can either help Zara in their marketing, or act as obstacles. The stakeholders who are powerful to the society and also for Zara, the company makes sure they are being treated well, and their demands are being served properly or else they can spread negative words about Zara’s products and services, thus damaging the brand name.  If the company keeps their stakeholders happy, then they will spread good words through social media platforms and even in general. They will post good feedbacks about the brand in community groups. These in turn will act as advertisements for the company. This will encourage more people to buy products from Zara. Since Zara, do not invest much on marketing, they use this strategy to spread words about the company’s purposes and services.  In determining their key stakeholders, Zara tries to distinguish what are the financial and motivational interests the stakeholders have in their work (Koivulehto, 2017). For instance, NGOs and different Environmental Protection Organizations, Community groups always have motivational interests in the company’s work. They always try to look for the services Zara is providing to help the environment, whether they are creating sustainable products or not, and if they are using biodegradable packaging. Their key stakeholders such as customers, suppliers always want information. So Zara needs to keep providing information about their internal matters, such as whether they are changing the prices of their products, how they are managing internal works, through press releases or even social media platforms. Customers can easily influence the other stakeholders of Zara. Customers can post their opinion about Zara on social media platforms, and that can negatively influence Zara’s other stakeholders. However, if the stakeholders are not happy with Zara’s work, the company needs to work hard to turn them around. If the customers are not happy with them, they need to change their pricing strategies, or add newer collections. 
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This essay provided how marketing strategies help companies grow. Marketing strategies are those strategies that companies make, keeping in mind the demand of the customers. This essay pertains to explain the concept of marketing using the chosen organization. Zara, however does not invest much in marketing since they abide by the principle of making their customers happy to the extent that they themselves will start acting as assets for marketing for Zara. This shows how branding works and how a supreme branding helps companies to grow. Customers often fall for brands if the branding promotes the company’s purposes clearly. So in simple words, customers do consider branding to be valuable. Using the Ansoff Matrix strategies of product development and diversification the essay stated how companies can grow. Product development helps companies to determine who their loyal customers are. Diversification however can prove to be the riskiest strategy, but if succeeded, the company makes a huge profit.  The essay also talked about how Zara keeps the relationship with their customers intact and untainted and thus using them as their marketing assets, thereby following relationship marketing strategies. The essay then introduced stakeholders who are people with interest in the company’s product and services. There are two kinds of stakeholders, internal and external. The essay discussed how companies prioritize their stakeholders following the Stakeholders Analysis process and by placing them in the different grids of stakeholder’s matrix. Zara puts their customers above all. They in turn advertise for them, without even knowing, by spreading good words about the company. The essay also discussed about how to keep the key stakeholders satisfied and happy by taking the necessary steps.



[bookmark: _Toc69737415]Recommendations
A company’s growth depends a lot on its marketing strategies. Everyone must have different strategies in order to let the people around them know what their purpose or mission is, or what are the products and services they are providing. Branding is a good marketing strategy. However, Zara does not invest much in marketing. They believe if they are serving their customers right, that will act as a marketing strategy for them. Even though Zara has established themselves as a great brand, a lot of people do not even know they exist. So if Zara starts marketing on a larger scale, or start investing a little more on marketing, that can be really helpful for the company. Zara can make use of the social media platforms to provide knowledge about their brand.
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