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Terms of Glossary 
Digital Marketing: The use of digital channels, including social media, email, search engines, and websites, to promote products or services and engage with consumers.
Consumer Buying Behavior: The decision-making process and actions taken by consumers when purchasing products or services, influenced by psychological, social, and economic factors. 
Social Media Marketing: A form of digital marketing that utilizes social media platforms (e.g., Instagram, Facebook, Twitter) to promote products, engage with customers, and build brand awareness. 
Omnichannel Marketing: A strategy that integrates multiple marketing channels (online and offline) to create a seamless customer experience across platforms.
 Personalization: Tailoring marketing messages and offers to individual consumers based on their preferences, behavior, and demographics. 
Brand Loyalty: The tendency of consumers to continue purchasing products from a specific brand due to positive experiences and satisfaction. 
Customer Engagement: The interaction and involvement of customers with a brand through various touchpoints, including digital platforms and in-store experiences. 
Influencer Marketing: A marketing strategy that involves collaborating with influential individuals on social media to promote a brand or product. 
Sustainability: Practices and strategies that focus on minimizing environmental impact and promoting ethical behavior in business operations, including in the fashion industry. 
Privacy: The right of individuals to control their personal information and how it is used by companies, particularly in the context of digital marketing. 
Anonymity: Ensuring that individuals' identities are not disclosed in research or marketing data, protecting them from potential harm. 
Confidentiality: The ethical responsibility to protect participants' information from unauthorized access or disclosure in both research and business practices. 
Informed Consent: The process of ensuring that research participants are fully aware of the study's purpose and their involvement, and voluntarily agree to participate. 
Fast Fashion: A business model that focuses on producing inexpensive, trendy clothing quickly in response to the latest fashion
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DM – Digital Marketing 
MM - Mobile Marketing
DD- Digital Devices 
B2C - Business - to - Consumer 
B2B - Business - to - Business 
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Abstract
Hooley, et al. (2020) emphasised that marketing construct holds that in increasingly competitive and dynamic markets, the organisations or companies are expected to succeed that carefully observe customers’ expectations, needs, and wants, gear themselves into serving satisfaction better than their rivalry. Marketing is embedded in an organisation and has great impact outside of it, through reinforcement of marketing values, concepts, process that creates beneficial exchange and customer relationships (Hooley, et al., 2020). The utilisation of Digital Media, technology and data which assist marketing activities established the notion digital marketing, e-marketing, internet marketing and web marketing, then in turn support achieving marketing objectives of a business (Chaffey, 2019).
DM is one of the most powerful ways to procreate awareness, sales and interest for products and services through digital avenues, as social media, search engines, websites, email and text messaging, mobile phone apps. The evolution of media, marketing and the diverse means of communications are changing brands and consumers, and as a result digitalisation is growing rapidly (Mota,2020). It is worth noting that digitalisation of information and communication collapsed boundaries in the marketing communication activities, that brought new products, services and concepts, redesigned brands and generated new value to businesses (Mota,2020). For instance, value can be created of functional (fulfil desires, wants and needs), emotional (satisfaction of consuming the product) social (people’s expectations) and economic nature (cost of consuming the product and perceived utility of doing so) (Mota,2020).
Key words: Marketing, Digital Marketing, social media, Websites, Mobile apps, Zara 
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[bookmark: _Toc175809095]Chapter I. Introduction 
As internet advertising has emerged, many businesses have increased in numbers due to methods that internet and social media have to offer – effective targeting  and advertising. According to Munna and Shaikh (2023) organisations may benefit greatly from digital marketing tools, tactics, and techniques. DM and traditional marketing share the same aim – to influence purchase decisions, generate product awareness and enhance sales. However, there is one distinguishing difference between both phenomena and that is DM adopts internet-connected technologies to engage and communicate with targeted audiences (Novak and Aditham, 2024). 
According to research developed by Aragoncillo and Orús (2018) consumers tend to spend 40% more in physical stores rather than 25 % in online purchases, due to the wait they get when they place an order online (cited in Rodrigues et al. 2021). However, this trend undergoes changes, due to the outbreak of COVID-19 global pandemic which led to millions of people being in lockdown at their own homes, completely relying on internet to order food, clothing and essential commodities. Another reason is probably due to people feeling safe to order online, rather than going to actual physical store and being exposed to the virus (Fokina,2024). In alignment with Tighe (2024) the primary shopping methods utilised by consumers globally in 2021 vary from generation to generation (Fig.1)
[bookmark: _Hlk175218063]




Figure 1. Consumer shopping behaviour per generation in 2021
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Source: Statista, 2024

[bookmark: _Toc175809096]Research background
[bookmark: _Toc175809097]Marketing definition
Blythe and Martin (2019) stressed that the notion marketing is engaged with activities where buyers and sellers come together to conduct transactions and exchanges for their mutual benefit. The aim of the discipline is to secure purchases from customers towards one’s organisation rather than key competitors, and to attain this effectively, marketers ought to provide those customers with what purchases they want to make, at what cost that represent value for money in most desirable form (Blythe and Martin, 2019). Similarly, CIM (2015) agrees that marketing is a key management discipline which matches manufactures of goods and services with customers’ wants and needs by understanding the competitiveness of the market, key trends and engage the latter with the right products, at the right time, cost, and place. 

[bookmark: _Toc175809098]Digital Marketing definition
DM presents endless opportunities for linking future customers with businesses through utilisation of marketing mix. According to Novak and Aditham (2024) on average, internet users spend over than six hours online every day. In other words, the highly engaged online crowd offers tremendous prospects for businesses that aim to gain awareness over their products and services. Jordana (2024) stressed that by the end of 2023, about 2.64 billion people were shopping online, as of January 2023, the global population is almost 8 billion people, which indicates that at least 33% of them shop online to meet their needs. The forecasts for users are to reach 54% in 2024, whereas by 2028 further 10 % will penetrate the eCommerce market (Jordana, 2024).
[bookmark: _Toc175809099]Hypothesis development
H1: DM utilises common and dark strategies to influence consumers and gain higher revenues for businesses
Stimuli-organism-response model developed by Mehrabian and Russell (1974) describes the environment that contains stimuli which influence consumers’ organisms, which then causes them to respond  (cited in BYOUNGHO, et al. 2021). Some of the elements of stimuli in store environment include colour, temperature, music and scent that lead to most evoked emotions as arousal, pleasure, dominance, satisfaction and attitudes, hence the responses evoked by emotional states incorporate buying intention, behavioural intention, flow and shopping value and motivation (BYOUNGHO, et al. 2021). In online environment they slightly differ - these are features of the website, technologies utilised to shop, consumer’s physical location, and information at hand. However, there are other stimuli known as dark patterns, sometimes called manipulative designs that exploit human psychology to induce consumers into making rash decisions that are not in their favour. Some examples include ‘confirm shaming’ messaging when the consumer refuses ‘unlimited one-day delivery’ or hidden pricing at the checkout, and falsified consumer review (Abbott, et al. 2023). 
H2: Generation X,Y,Z rely on shopping online and prefer the flexibility of it
For the last five years, the number of digital shoppers has increased by 40% with sales volumes of 218% and an average consumer spending online about $1,060 in 2015 and $2,310 by 2021, whereas in UK is estimated to be $4,200 annually (Fokina,2024). In addition, about 70% of Americans shop online  or 268 million digital buyers and the number is expected to rise to the significant 285 million by 2025(Fokina,2024).
H3: Generation X,Y,Z can be led by their mood to purchase online
Pursuant to the importance of the mood on the impulsiveness of consumption, it has been ravelled that the ease of online shopping can serve as a reason to prolong the positive mood, resulting the consumer to shift their mood easily and quickly, or simply to escape from a negative mood (Filho, A., et al. 2023)
H4: Generation X,Y,Z have shifted their shopping habits from physical stores of Zara to placing orders online. 
According to latest statistics provided by ECDB (2024) Zara’s Ecommerce net sales have seen a spike during the pandemic due to its online stores that have undergone through some innovations to include digital capabilities as 2-hour click and collect services, online inventory checks, real-time fitting room bookings, Zara app, automated online returns enabling a more integrated hybrid retail model (ECDB, 2024).



[bookmark: _Toc175809100]Chapter II. Literature review
[bookmark: _Toc175809101]Theoretical Framework
As per Chaffey (2019) to acknowledge the importance of digital marketing in general, attention must be brought to what audience interactions exist and require management as they are more than just websites and involve harnessing ‘5D’s of managing digital marketing interactions’. Furthermore, through the 5D’s a consumer assessment and adoption can be obtained, and how an organisation can manage them to promote marketing goals (Fig.2).
Figure 2. Theoretical framework
[image: ]
Source: Chaffey (2019)
[bookmark: _Toc175809102] Background of the study
[bookmark: _Toc175809103]Internet 
According to Dennis and Kahn (2024) Internet is a ‘system architecture’ that has merged mass media, mass communication and commerce by connecting computer networks from around the world, also known as ‘network of networks’, Furthermore, it has the capability to be utilised for any purpose that is information dependable, being accessible by every individual who can connect to one of its networks, supports human communication via electronic emails, social media, newsgroups, audio and video transmission that allows employees work collaboratively simultaneously at various locations. 
[bookmark: _Toc175809104]E-commerce 
Nonetheless, Internet has established fundamentals for online small, medium, and large enterprises, also called electronic businesses that perform their services and sales through the network. The electronic commerce trades goods and services through the Internet with broader economic activities as it connects business - to – consumer (B2C), business - to – business (B2B), and international transactions that maintain those activities (Dennis and Kahn, 2024). The traditional marketplaces have shifted into electronic marketplaces, as consumer-oriented marketplaces, large electronic malls, consumer – to – consumer (C2C) auction platforms, electronic retailers – as in the Zara case that is discussed later in the research.
It has a massive implication on everyday life and how governments and business operate. Internet users can choose and compare from different online platforms, purchase goods or services they need. In 2023, e-marketplaces have accounted for the largest share of online purchases worldwide, whereas in 2024 the retail e-commerce sales have exceeded $ 6.3 trillion worldwide, or 20.1 % share of the total global retail sales, and is expected to reach new levels in the upcoming years (Gelder, 2024). Gelder (2024) stressed that the fashion and consumer electronics from the B2C sphere are one of the top e-commerce sub-dimensions which contribute to the greatest share of online retail sales. 
[bookmark: _Toc175809105]Social Media 
Social Media platforms reinforce enormous variety of individual relationships and are responsible for social commerce, influenced by reviews and opinions shared by individuals, titled the electronic word of mouth. Those individuals have created communities and became a potent source that share, create value, and constantly supply the ‘online encyclopaedia’ (Zwass, 2024).  As per Novak and Aditham (2024) social media marketing is a prominent form of DM. In fact, despite their age, the population use social media for gaining information, entertainment, interacting with others, share specific interest and shopping. 

[bookmark: _Toc175809106]Mobile Marketing
Due to the spread of fast broadband connections to the Internet, and smartphones, e-commerce moved to mobile technology (Zwass, 2024). DM communicates messages through digital channels accessed through electronic devices as computes, tablets, smartphones, wearable products such as watches (Novak and Aditham, 2024). As reported by Taylor (2023) the number of mobile users globally in 2021 alone stood at 7.1 billion, with forecast suggesting that it will rise to 7.49 billion by the year of 2025 (Figure 3.). 

Figure 3. Mobile users worldwide 2021-2025
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Source: Statista, 2024
Considering the number of people, who use smartphones, mobile marketing has become a popular DM strategy for e-commerce. The MM is conducted via text message as it is estimated to have open rates of 98%, known for its effectiveness and success (Novak and Aditham, 2024). Other popular forms of MM are notifications from social channels and mobile apps that can be received on DD. According to Gelder (2024) the unprecedented usage of mobile devices has accounted for nearly 80 % of all retail website visits worldwide and generated most online orders. Following, Dooley (2022) emphasized that mobile users adore their mobile apps and about 90% of US adults spent their time in apps rather than mobile browsing. 

[bookmark: _Toc175809107]Relationship between consumers, online marketplaces, and businesses
[bookmark: _Hlk168154233]E-marketplaces provide information with regards to different products and services prior the actual purchase. Although online shopping is not as interactive as offline shopping, online shoppers relish the flexibility of e-commerce having products shipped and delivered to either home or parcel stations (Gelder,2024). In line with Gulfraz, et al. (2022) online shoppers satisfy their shopping needs in generally design web pages that are easy to search and navigate. Due to the easy process, consumers have access to product search, relevant information, personalized suggestions, various interaction features and tools within the e-commerce platform that results in positive experience and increased chances of purchases.
As cited in Güngör and Özgen (2020) the attachment theory discloses that ‘as the level of commitment to a person or to a brand increases, the level of sacrifices involved in the relationship increases’ which results in increased comfort perception and the feeling of closeness. Thus, it leads to the strength of the emotional bond between the product and its seller, which then results in positive e-WOM, brand loyalty, acts as mediator between satisfaction and loyalty, decreases brand’s negative publicity as the attached consumer is resistant to negative comments from other consumers (Güngör and Özgen, 2020). Therefore, strong emotional attachment creates commitment, consumer engagement and repurchases (Güngör and Özgen, 2020). 

[bookmark: _Toc175809108]Consumer buying behaviour (online store stimuli, impulse purchase will, and psychological perception of customers.)
Rodrigues et al. (2021) cited that consumer buying behaviour refers to the activities involved in purchasing goods and services, along with the decision-making process that forego and succeed these activities; thus, advertising campaigns creates a certain psychological implication that stimulates consumers to want and buy. Consumer buying behaviour can also be impacted by personal traits, whereas economic status, personality and age are all factors that influence the purchase (Adhanom and Alvaro, 2023). 
As per Adhanom and Alvaro (2023) buying behaviour involves multiple forms of consumer decision-making that can be modified depending on aspects as demography, finance, social and cultural variables. Moreover, each consumer has unique requirements such as biological, social and physiological needs and when shopping they look for information that already supports what they think. The two authors emphasised that the process of perception is how an individual interprets information, arranges and chooses inputs to generate a meaningful picture of the world, hence the manufacturer ought to have a thorough understanding of the process itself and be able to give the product an attribute through advertising, manufacturing, packaging to determine price and product quality (Adhanom and Alvaro, 2023). 
As identified by Gulfraz, et al. (2022) online shoppers can have two components that impact their impulsive buying behaviour – psychological and functional. The first one involves trust, convenience, and enjoyment. The second one involves usability, social presence, communication, product presence and interactivity of websites. 
Rodrigues et al. (2021) stressed that impulse buying accounts for 40 % to 80 % of all purchases and represents non-rational reasons by sudden appearance and satisfaction from the act of buying and the results obtained. Although some authors argue that all impulse purchases can be considered as unplanned, not all of them are considered impulsive, as unplanned purchases can occur when consumer needs a product, which was not in their shopping list in a first place (Sohn and Ko, 2021 cited in Rodrigues et al. 2021). 
In terms of online shopping, however, the stimuli slightly differ from the ones that are presented at the in-store environment. For instance, these are features of the website, technologies utilised to shop, consumer’s physical location, and information at hand. As per Abbott, et al. (2023) stimuli used in S-O-R models of impulse shopping have mainly focused on website features that are in favour to the consumers as being manageable and user-friendly, enjoyable, has visual appeal, communication style and thorough information, which therefore represents the overall quality of the shopping platform. 
Other stimuli involve social proof (an individual tend to copy the behaviour of others in novel situation), which is responsible for recommendation systems and allows individuals to rely on reviews and feedbacks, limited-quantity scarcity messaging that let shoppers know they are missing on a chance to make a purchase and high demand messaging which let consumers know what products are on high demand and are likely to be sold (Abbott, et al. 2023).
Additionally, consumers appreciate access to information about actual products and services as quality, scarcity, price, discounts, visual appeal, social visibility and impact of the purchase. All these features and characteristics provoke impulse shopping by generating an overall positive shopping experience for consumers that are common DM strategies (Abbott, et al. 2023).  
Furthermore, Sapienza and Zandi (2020) come to an agreement that excitement considered as positive mood can facilitate the impulse buying, whereas anxiety considered as negative mood, appears to encourage impulsive buying to improve the mood. The authors have cited the arousal dimension of the mood by Rook and Gardner (1993) who suggested that ‘high moods mobilize consumers energies to respond positively to the buying impulse’ and minimize the reluctance to spend on items (Sapienza and Zandi, 2020). 
[bookmark: _Toc175809109]Zara case study
Bajj and Karthikeyan (2023) stated that Zara resonates with trendiest individuals around the world due to its unique blend of innovative designs, high quality, and affordability that brought vast loyal base across generations. In fact, Zara’s story begins with a small town of Galicia, Spain founded in 1975 by Amacio Ortega and just five decades later has its 2,000 stores in 96 different countries. Its business model is exceptional as Zara can bring a new design from scratch to store shelfs in few weeks’ time and can promptly respond to shifting fashion trends. 
Zara heavily relies on its social media channels to showcase artistic photos of clothing, unique aesthetic photos which captures the attention of its consumers. For instance, Zara’s Instagram account has over 40 million followers that proves their originality works. The fast fashion company has partnered with different influencers who align more closely with their brand and audience values, that reached over six million individuals per day by including hashtags in their personal Instagram accounts (Wang, 2023).Moreover, the company runs YouTube channel that displays behind-the-scenes production process and fashion shows, that in turn engages individuals, and creates exclusiveness and excitement for them(Cezim, 2024). 
As per their DM, Zara’s focus is on Pay-per-click ads through which aims to reach out to a wide range of target audiences as women’s, men’s and kids’ products. The strategy allows Zara to exhibit latest collections and promotional offers instantly to consumers online with repetitive verbs to begin their ad copies (Check out lates Zara’s men collection or Discover Zara’s women collection) and target audience (Cezim, 2024). 
According to latest statistics provided by ECDB (2024) Zara’s Ecommerce net sales have seen a spike during the pandemic, but dropped in 2022, however it is forecasted to improve again throughout 2024 (Figure 4.). Nevertheless, Zara had to adapt to the changing business environment during the pandemic, so it had proposed to its consumer base the Zara app, which was the only way to keep communication going, despite the challenging circumstances (Gil‐Cordero, et al. 2023).
In fact, Zara’s top 10 countries account for over than 71% of the online revenues. Furthermore, the competition on the market is fierce as online stores like Shein is threatening the company, thus it must continually adopt its strategies and employ new ones to satisfy and sustain its consumers’ base (Figure 5.). 
[image: ]Figure 4. Zara’s online sales, 2019 – 2024 






[image: ]Figure 5. Online sales including Zara’s competitors, 2018 - 2024 







The parent company of Zara – Inditex has reported significant revenue losses during the pandemic, however, were mitigated by online channels. In addition, Inditex runs the operational changes against the backdrop of the online rivalry, rising fixing costs and fluctuating consumer tastes (Figure 6.). 
[bookmark: _Hlk175218240]Figure 6. Physical stores of Zara, 2014 – 2024 
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[bookmark: _Toc175809110]Gaps identified to situate own research 
Considering the evolution of the market, this study aims to fill two marketing capability gaps that are the knowledge gap and practice gap, wherein the first one involves the new forms of interaction of the company-consumer in technology focused on the textile sector, and the second one is the deficit between managers actual practices and ideal ones, taking into account the COVID-19 pandemic (Gil‐Cordero, E., et al. 2023)
[bookmark: _Toc175809111]Chapter III. Methodology 
The philosophy of the research is positivist, based on a view that assumes that the world exists independent of the researcher and is established on universal laws of social reality and human nature. Such philosophy seeks to verify hypotheses through utilisation of statistical generalisation in the form of questionnaires that measure the amount, frequency or intensity of something (O’Gorman and MacIntosh, 2015). Specifically, it is positivist subjective ontology primarily concerned with knowledge based on perceptions that shape it, as how consumers interpret and perceive DM strategies and interact with them. 
The paradigm is positivism and works with an observable social reality that produces generalisations and promises unambiguous and accurate knowledge, which in turn allows for being measured and quantified (Saunders, et al., 2016). According to Amado (2021) consumers increasingly rely on ‘connected living’ and is essential part of daily life, including travel, health, home and work, as individuals are dependent on technology. Through positivism an assessment can be conducted of how technologies, DM strategies and internet allow for interconnection with individuals (Saliya, 2023).
This research analyses the value of DM in the online retail shopping and how it is influencing consumer behaviour to purchase online from Zara store in UK, particularly after the tremendous implications of the COVID-19. It aims to provide deductive results for determining the factors of constantly changing consumer preferences that could pose threat to the competitiveness of digital channels and services of Zara by collecting quantitative data, and the interpretation and analysis of quantitative information (Saunders, et al. 2016). The study is concerned with the phenomenon of the DM, analyses the direct influence that has on businesses, customer buying behaviour and why has built strong relationship between the segments. 
The research methodology of this study is quantitative research design that adopted single data collection technique, known as mono method quantitative study (Saunders, et al. 2016). The distribution of the survey yielded a total of 51 valid responses. The sample comes from an online questionnaire distributed without geographical criteria in territories of different sizes, but within UK, Germany, Bulgaria (where ZARA has presence) in July and August 2024. The data under study were collected through an online questionnaire addressing Zara consumers who used their website, app, and social media to place an order online via Google Form, which then is transformed into Google sheet, which also offers Pivot table for cross-variables for better analysis. 
The sample size for the research is stratified random mainly based on homogeneous subgroups as age, gender, professional occupation, marital status, income, education (O’Gorman and MacIntosh, 2015). The questionnaire was based on a series of closed questions with simple responses on a stratified random sampling that is divided into three or more relevant and significant strata based on number of attributes(Saunders, et al., 2016). 
To concrete the literature, it has explanatory nature and, involves three generations (X,Y,Z) for the purpose. By utilising the explanatory strategy, the author of this work aimed to research deeper in the sense that described the DM phenomena and attempted to unravel why consumers behave in the way it is, by understanding nature of social events, testing theories and observing certain behaviours (Adams, et al. 2007). 
Data collection method was conducted via online questionnaire with people who shop from Zara on a small scale of the population. The questionnaire aimed to identify how often consumers browse on the internet, what they browse for, personal preference with regards to online/offline shopping, why they prefer online shopping, what digital channel they spent most of their time, what triggers them to shop online and how they feel before and after placing an order. 
To safeguard individuals' rights, it is essential to implement informed consent, ensuring that research participants are aware that they are part of a study and understand its purpose. Maintaining confidentiality, privacy, and anonymity is a top priority in the research process, as the disclosure of personal information could lead to potential harm (Punch, 1994).

[bookmark: _Toc175809112]Chapter IV.
[bookmark: _Toc175809113]Data Analysis and Discussions 
According to the held questionnaire, the 51 respondents were divided into three generations as already mentioned, of which Generation X stood at 21.6%, Generation Y at 31.4% and Generation Z at 47.1%, of which 43.1% were males and 56.9% females. As per their marital status, 35.3% of them were singles, 33.3% were married and 31.4% were living with their partner. 
Moreover, all the respondents had some form of education as follows: High school diploma and bachelor diploma accounted for 2.0%, Masters - 5.9% Bachelor diploma were with 35.3% and High school diploma only reached to 56.9%. In terms of their professional occupation, the participants stated that 2% of them were students and professionals, 3.9% of them were only students, 3.9 % had their own business, 5.9% of them chose ‘Others’ and 84.3% were only professionals. 
When it comes to spent time on the Internet, 66.7% of the individuals stated that ‘Most of their free time they are on the Internet’ followed by 23.5% of ‘Always browsing’, ‘Every other day’ with 7.6% and ‘Not at all’ 2% (Gelder, 2024) (Chart1.)
Chart 1. Browsing on the Internet 
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Meanwhile, on the question ‘What do you browse for?’, participants chose ‘All the above’ variable, which accounted for 54.9% and the rest of the variables have significantly low percentages (Novak and Aditham, 2024) (Chart2. & Fig. 7.) 
[image: ]Chart 2. What do you browse for? 



[image: ]Figure 7. What do you browse for? (In detail; right to left) 






Then, participants were asked how often they notice marketing campaigns and how many of them are relevant to their taste/preferences. It turns out that most of the individuals answered that they see marketing campaigns ‘Very often’ (27.5%) followed by ‘Sometimes’ (27.5%), ‘I do not pay attention’ (23.5%), ‘Always’ (19.6%), and ‘Very often and Always’ (2.0%) (Adhanom and Alvaro, 2023) (Chart 3.). 
Chart 3. How often do you notice online marketing campaign?
[image: ]




Following, the relevance of the marketing campaigns to their preference and taste, some answered that ‘Not every time’ with 41.2%, followed by ‘Most of the time’ with 39.2% and ‘Yes’ with 13.7% and ‘No’ with 5.9% (Adhanom and Alvaro, 2023) (Chart 4.). 
[bookmark: _Hlk175218395]Chart 4. Marketing campaigns related to personal choice
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As of the question ‘How often do you buy services and goods online?’ 60.8% of the participants answered that they like both – shopping online and from physical stores, followed by ‘On every occasion, online shopping is the new era’ with 17.6%, along with ‘I mostly get goods and services online’ 15.7% and ‘Online shopping is not for me’ with 5.9% (Gelder, 2024)(Chart 5.). 
[image: A pie chart with text below
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Next, individuals were asked whether they have ever recommended goods they bought online, and the most common answer was ‘Time to time’ with 41.2%, followed by ‘Often’ 31.4% and ‘Always’ with 21.6% and ‘Never’ with 5.9% (Zwass, 2024) (Chart 6.).



Chart 6. Recommended goods and services bought online 
[image: A pie chart with different colored sections
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As per their preferred online channels, participants have significantly expressed interest in buying from websites and blogs with 19.6% (Gulfraz, et al. 2022) (Chart 7;Figure 8). 
[image: A pie chart with many colored circles
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[image: ]Figure 8. Online channels (In detail; right to left)






In terms of preferred category goods, most common answer is ‘Shopping goods’ with 23.5% Gelder (2024) (Chart 8; Figure 9.) 
[bookmark: _Hlk175218511][image: A pie chart with many colors
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[image: ]Figure 9. Category goods 





Up next comes the mood of the consumers, when they placed an order (Chart 9.) versus their mood after placed order (Chart 10.) In the first chart can be observed that individuals have no change in the mood (52.9%) followed by 33.3% of those who feel Excited (33.3%), Excited and Anxious (7.8%) and Anxious (5.9%). However, after placing the order those who felt Normal/No change in the mood dropped to 49.0%, Excited raised to 47.1%, followed by Excited and Anxious 2% (Sapienza and Zandi, 2020).  

Chart 9. Mood before placing an online order            
[image: A pie chart with different colored sections
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Chart 10. Mood after placing an online order
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Buyers stated that they ‘Sometimes’ make an impulsive purchase online (41.2%), followed by ‘Rarely’ (29.4%), ‘Yes, that is the way I shop’ (15.7%) and ‘Never’ (13.7%) (Sapienza and Zandi, 2020, Rodrigues et al. 2021)  (Chart 11).
Pursuant to the attractiveness of digital stimuli, 58.8% of the participants agreed that they have been attracted to them and enjoyed well-presented websites, followed by ‘Sometimes’ 17.6%, ‘Not quite often’ 11.6%, ‘Never’ 9.8% and ‘Yes, I enjoy well-presented websites, sometimes’ 2.0% (Abbott, et al., 2023) (Chart 12). 
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Chart 12. Online stimuli
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On the question of whether ‘Zara’ has appealing visuals, 41.2% of the participants answered ‘Yes, I like them very much’, followed by ‘They are creative, but I prefer other websites’ with 27.5%, along with ‘I do not like them/not my type’ 21.6%, and ‘I am not so sure’ 9.8% (Gulfraz, et al. 2022, Wang, 2023) (Chart 13.).
Chart 13. Zara’s appealing visuals 
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As per ordering online from Zara’s website/mobile app, most people answered that they have never placed an order (51%), followed by ‘Once or twice’ (19.6%) and ‘Once a year’(15.7%), ‘Once a month’ (11.8%) and lastly ‘Every week’ (2 %) (Chart 14). When asked how easy they find the process to place an order, again most participants stated, ‘Not applicable’ (41.2%) due to the previous question, followed by ‘It is alright’ 33.3 %, ‘Yes, it is very convenient’ 23.5%, and ‘I struggle to manage their website’ 2.0% (Gil‐Cordero, et al. 2023).  
[image: A pie chart with different colored circles

Description automatically generated]Chart 14. Online purchases from Zara 			  



Chart 15. Zara’s app/website
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Lastly, but not by importance comes the open-ended optional question that had given a critical view to Zara’s models and online stimuli (Chart 16.) based on which a recommendation will be made at Chapter 5 of this work. 


Chart 16. Recommendation towards Zara’s business 
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[bookmark: _Toc175809115]Conclusion
The research aimed to explore the impact of digital marketing on customers' buying behavior, using Zara as a case study. The findings reveal that digital marketing has significantly reshaped how consumers interact with and perceive brands. Zara's strategic use of social media, online advertisements, and personalized email campaigns has enhanced its visibility and positively influenced consumer purchase intentions and brand loyalty (Chaffey, 2019).Through digital marketing, Zara has effectively engaged its target audience, leading to increased customer retention and conversion rates. Consumers now expect brands to maintain an active online presence and provide seamless digital shopping experiences (Smith & Zook, 2019). Zara's success in this area demonstrates the importance of adapting to the evolving digital landscape to meet consumer expectations.However, the research also highlighted that while digital marketing is a powerful tool, its effectiveness depends on how well it is integrated with the overall marketing strategy. For Zara, this integration has been crucial in maintaining its competitive edge in the fast-fashion industry (Kapferer, 2017).In conclusion, digital marketing has a profound impact on customer buying behavior, and companies like Zara that leverage it effectively can enjoy substantial benefits. As the digital landscape continues to evolve, it is imperative for brands to remain agile and innovative in their marketing strategies to continue meeting the demands of modern consumers (Kingsnorth, 2019).

[bookmark: _Toc175809116]Limitations
While this research provides valuable insights into the impact of digital marketing on customer buying behavior, several limitations should be acknowledged:
· Scope of Study: The research focused exclusively on Zara, a leading brand in the fast-fashion industry. This narrow focus limits the generalizability of the findings to other industries or smaller fashion brands that may not have the same resources or digital presence (Bryman & Bell, 2015).
· Geographical Constraints: The study may have been limited to specific geographical regions or markets, which could affect the applicability of the results to a global context. Consumer behavior can vary significantly across different cultures and economic environments (Hofstede, 2001).
· Data Collection Methods: The research may have relied on surveys, interviews, or secondary data, each of which has its own limitations. For instance, survey responses can be biased or influenced by respondents' current mood, while secondary data may not always reflect the most current trends (Saunders, Lewis & Thornhill, 2019).
· Dynamic Nature of Digital Marketing: Digital marketing is a rapidly evolving field, with new platforms, technologies, and strategies emerging regularly. This research provides a snapshot in time, but the findings may become less relevant as digital marketing continues to evolve (Tuten & Solomon, 2018).
· Consumer Behavior Complexity: Consumer buying behavior is influenced by a multitude of factors beyond digital marketing, such as economic conditions, personal preferences, and social influences. Isolating the impact of digital marketing from these other factors can be challenging, and the study may not fully capture the complexity of consumer behavior (Kotler & Keller, 2016).
[bookmark: _Toc175809117]Recommendations
Based on the findings and limitations of this study, several recommendations can be made for both practitioners in the digital marketing field and for future research:
· Enhanced Personalization: Zara should continue to invest in personalized digital marketing strategies. As consumers increasingly demand tailored experiences, using data analytics and AI to deliver personalized content, offers, and product recommendations can further enhance customer engagement and conversion rates (Liu-Thompkins, 2019).
· Diversification of Digital Channels: While Zara has effectively utilized social media and email marketing, it should consider exploring newer digital platforms such as TikTok, influencer marketing, and podcasts, which are gaining popularity among younger demographics. Diversifying digital channels can help reach a broader audience and strengthen the brand’s online presence (Balakrishnan, Dahnil & Yi, 2014).
· Global Market Adaptation: Zara should tailor its digital marketing strategies to different regions to accommodate cultural differences in consumer behavior. Conducting market research to understand regional preferences and adapting content accordingly can improve the effectiveness of digital campaigns on a global scale (De Mooij, 2019).
· Integration of Omnichannel Marketing: Zara should focus on integrating its digital marketing efforts with in-store experiences to create a seamless omnichannel experience. This could include strategies like online-to-offline promotions, where digital ads drive foot traffic to physical stores, or offering in-store digital experiences like virtual try-ons (Verhoef, Kannan & Inman, 2015).
· Sustainable Practices Communication: As consumers become more conscious of sustainability, Zara should enhance its digital marketing efforts to communicate its commitment to sustainable and ethical practices. Highlighting eco-friendly initiatives in campaigns could resonate with socially conscious consumers and differentiate the brand in the competitive fast-fashion market (Nguyen, 2021).
· Continuous Monitoring and Adaptation: Given the rapidly changing digital marketing landscape, Zara should establish a process for continuous monitoring of digital marketing trends and consumer feedback. This will enable the brand to quickly adapt its strategies in response to emerging trends and shifts in consumer behavior (Chaffey & Ellis-Chadwick, 2019).
· Further Research: Future studies should expand the scope beyond Zara to include other fashion brands, particularly smaller or emerging brands, to understand how digital marketing impacts different segments of the industry. Additionally, longitudinal studies could provide deeper insights into how digital marketing influences consumer behavior over time (Solomon, 2020).
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Chart 17. Which generation are you? 			
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Chart 18. Gender 
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Chart 19. Marital status
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Chart 21. Professional occupation 
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Link to questionnaire of Zara’s case study:
https://docs.google.com/forms/d/e/1FAIpQLSdaeT-Vy0yyVqX7vGGBU1HGYpaPaVPcR4WHILOhB47n1cZZbw/viewform
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