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INTRODUCTION
Business organisations which are operating in both local and international environments are widely affected by the external and internal factors of that market. Both internal and external factors can be controllable and uncontrollable, respectively. This further allows different organisations to focus on implementing strategic approaches for developing effective management techniques which can help them to function in today’s highly competitive business climate (Ha, 2021). This report will focus on creating an environmental analysis of ZARA, both in the internal and external concepts. ZARA is considered one of the largest and globally renowned fashion brands, which operates in almost all the international market but have its root in Spain. Amancia Ortega launched the first ZARA Store in La Coruna in 1975, which is a well-known Spanish city. From the beginning of its expansion, the organisation was unstoppable, and in 1990 they were able to open its global platform in different global regions, including Paris, the UK, the USA, Portugal and other European countries (Tomaszewska, 2021). In this report, with the help of the macro and micro environmental analysis of ZARA, the business positioning strategy will be evaluated. This will further help in the investigation of the marketing mix, which can be helpful for defining future market expansion recommendations.   










 
[bookmark: _Toc124267743]PESTLE EXTERNAL ANALYSIS OF ZARA
[bookmark: _Toc124267744]POLITICAL FACTOR 
Clothing and apparel organisations have to follow some political aspects for business expansion as one of the major political factors includes import and export traffic imposed by local and international governments have a significant impact on Zara’s activities. 
[bookmark: _Toc124267745]ECONOMIC FACTOR
Economic factors include purchasing power, inflation rate, GDP, product demand in the target market and also the currency fluctuations of the operating market. The business apparel and clothing industry must be influenced by the economic recession of that specific country as it can be seen that, in most cases, people are not willing to spend money on different luxurious clothing (Yide, 2020). Zara is heavily impacted by local and international economic forces, as well as constantly shifting pricing methods considering the financial status of that specific country. 
[image: Inditex: net sales worldwide by brand 2021 | Statista]
Figure 1: Revenue of ZARA in Spain market
(Source: Su, 2020)
[bookmark: _Toc124267746]
SOCIAL FACTOR
Social factor highly influences a fashion brand such as ZARA as the demand for stylish clothing differs from demographics and as per the social attributes of the customers. Customers of this business segment are highly informed and make rational decisions in case of purchasing. ZARA is luring clients with fashionable clothes, which encourages them to make purchases.
[image: Chart: The European's New Clothes | Statista]
Figure 2: Fashion trend in global market
(Source: Blazquez, et al.,2020)
[bookmark: _Toc124267747]TECHNOLOGICAL FACTOR
Human intelligence is heavily utilised in ZARA for effective commercial operations rather than computers and other necessary technology for product creation. ZARA has a strong online presence and focuses  on creating various technologies, such as the internet, website, and social media, to build connection with clients and sell items online.
[bookmark: _Toc124267748]LEGAL FACTOR
The legal aspects include labour rights along with the laws which are connected with the labour rights and regulations and also maintaining a safe working environment. It allows ZARA to maintain a safe working environment which ensures workers’ safety and ensures the employment rights implemented by the operating country. Also, different laws and regulations enforced by other countries are to be followed by ZARA to perform operations.   
[bookmark: _Toc124267749]ENVIRONMENTAL FACTOR 
Organisations which operate at the international level must have to be highly sustainable in all their operations. This allows them to work as per the environmental laws and regulations which prevail in the operating country and do not harm the planet, environment and its people. Also, ZARA has to follow several sustainable approaches for giving tough market competition as its main competitors, including Nike, H&M, and Marks & Spencer, have developed solid and sustainable strategies. 
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PORTER’S FIVE FORCES ANALYSIS
[bookmark: _Toc124267751]THE THREAT OF NEW ENTRANTS
The fashion industry is vast, and the fashion industries have to bear several other types of costs, including marketing, manufacturing along with distribution costs. For the small players, it is not possible to meet the production challenges and other related expenses (Duoyan, 2021), Thus it can be stated that the new entrant threat for ZARA is relatively low. 
[bookmark: _Toc124267752]BARGAINING POWER OF SUPPLIERS
The bargaining power of the suppliers in the case of the fashion and clothing sector is relatively low as there are a lot of suppliers who can provide the raw material for the clothing organisations. Further, it is not possible for the suppliers to get a competitive edge over others in acquiring raw materials such as cloth and cotton. So, it can be stated that ZARA has a low bargaining power as they are able to purchase raw materials at much lower prices.  
[bookmark: _Toc124267753]BARGAINING POWER OF BUYERS
The bargaining power of the buyers of the clothing industry remains between moderate and high. This further allows the customers to switch the clothing brand because of low switching costs. ZARA attracts customers towards developing innovative and stylish products to make loyal customers.   
[bookmark: _Toc124267754]THREAT OF SUBSTITUTION
The threat of substitution in the clothing sector is high as there is a large number of competitors in the domain of clothing and fashion item providers. Such providers also include luxurious retailers and also departmental stores. So, it is pretty easy for the customers to switch from the expensive clothing of ZARA to provide a high-quality product at much lower prices.  
[bookmark: _Toc124267755]COMPETITOR RIVALRY
The competition among the rival fashion brands is high as there remain multiple numbers of retailers who have selected this fast-fashion model. ZARA has global operations, so they have to face competition from local, national and international fashion companies. So, it is evident that ZARA is facing intense competition and is able to develop a strong market position.    
[bookmark: _Toc124267756]
SWOT ANALYSIS
	Strength
	Weakness

	As the fashion pioneer ZARA has the most evolved strategy and management plan for managing their supply chain
They are physically operating in more than 200 markets having approximately 2250 stores (Duoyan, 2021).  
The designing team is strong, having more than 700 trainers, which helps them to output more than 50,000 creatives per year.
	The increased sustainable approach in the business pressing the weakness of ZARA
The pandemic has limited ZARA’s market expansion. 
In the US, ZARA has only a 4% market share, and in the Asia-Pacific, it accounts for more than 35%, which weakens ZARA’s presence in both geographies.  

	Opportunity
	Threat

	A rapid delivery cycle and personalised suggestions can help in the capitalization of ZARA. 
Their sustainable, environment-friendly labels on the clothes allow them to privilege in market sustainability.
	Intense market competition and the increasing price war have imposed a severe threat to ZARA.
The Spain government's measures and sustainable protocols have made a conscious impact on the business. 
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ADVANTAGES AND DISADVANTAGES OF SWOT ANALYSIS
SWOT analysis is considered the best way to learn from the successes of the business world. This helps the business organisation to develop a robust strategic approach so that the customers can be able to strengthen the brand adversities. This further helps in the identification of internal and external factors which are favourable and unfavourable for achieving a set objective. Additionally, with the help of SWOT analysis, one organisation is able to measure the strengths, weaknesses, opportunities and threats in the business environment. For example, this can help ZARA to be aware of the new government regulation regarding product design or the introduction of several competitive products. One major disadvantage of this analysis is that it does a subjective analysis, and in such a way, a problem can only be diagnosed when it is identified. 
[bookmark: _Toc124267758]
SEGMENTATION, TARGETING AND POSITIONING
[bookmark: _Toc124267759]MARKET SEGMENTATION OF ZARA
The fashion item of ZARA has different significant styles which can be picked up from, and it introduces thousands of new styles each year. They focus on designing new designs and focus that it has fresh inventory for their clients (Gheorghe, and Matefi, 2021). They distribute their goods in either paper or biodegradable plastic bags and also employ organic cotton and several other environment-friendly textiles for creating specific merchandise. 
[bookmark: _Toc124267760]TARGETING OF ZARA
ZARA always try to be market-ready and designs trending products. This further allows them to focus on youths and to create products as per their requirement. ZARA uses undifferentiated market segmentation the majority of the time (Martín Alonso, 2020). This is possible when an organisation decides to ignore segment distinction and the approach of the whole market having the same offer at the same time.
[bookmark: _Toc124267761]BRAND POSITIONING OF ZARA
The tagline of ZARA is ‘cheap and quick fashion’, and with this, they are able to create a global customer market. It can be stated that ZARA is able to become an international band due to its high-profile designers and a “quick fashion” approach. 
[image: ]
Figure 3: ZARA brand positioning map
(Source: Created by the researcher)
[bookmark: _Toc124267762]











THE MARKETING MIX STRATEGY
[bookmark: _Toc124267763]PRODUCT STRATEGY OF ZARA
ZARA can be considered for being one the leading luxury fashion brand in the world and offers fancy fashion apparel for men, women and children. It has a wide product range which includes jeans, trousers, tops, skirts, knitwear, T-shirts, shoes, bags and different other accessories (Zhu, 2022). This allows the customer to choose from a wide product range and, at the same time, motivates ZARA to launch more than 10,000 designs per year (Nisu, 2021). ZARA believes in developing sustainable development and is committed to the reduction of the produced waste.
[bookmark: _Toc124267764]PRICING STRATEGY OF ZARA
In the pricing section, ZARA tries to segment their products in an affordable price range. If the effects can be compared, it can be seen that ZARA tries to provide the latest fashion at much lower prices in all of its international stores as compared to other rival international fashion brands (Singh, 2020). Further, it spends a portion of its revenue on the advertisement and raw materials as it can reach a wide range of customers along with the premium quality of the product.  
[bookmark: _Toc124267765]DISTRIBUTION AND PLACE STRATEGY OF ZARA
ZARA has both a solid online and offline presence and has more than 2000 outlets in over 90 countries. Along with the e-commerce growth, they have also made them available in multi-retail online shopping platforms. Being a vertically integrated organisation, the supply chain of ZARA provides a competitive advantage that has allowed them to bring new fashion and products to the market in a much shorter time period (Khan, 2021). Most of the ZARA stores are owned by the company, and it tries to keep the shopping experience the same at all the ZARA outlets, be it London or Delhi. 
[bookmark: _Toc124267766]PROMOTIONAL STRATEGY OF ZARA
ZARA does not spend that small amount on the advertisement and is recognised as a press-shy organisation. However, it focuses on outdoor advertising and develops eye-catching fashion trends which are focused on the preference of the youth. The social media presence of ZARA is quite exceptional, as they have more than 32 million followers on Facebook and more than 40 million followers on Instagram (Bui, and Muñoz Martinez, 2019). This defines the loyal customer base of the organisation.  
[bookmark: _Toc124267767]RECOMMENDATION
The brand analysis of ZARA defines that they have created a keen focus on meeting customer requirements and developing a solid ability to provide trendy fashion at quick and affordable prices. Along with this, they have a much more stable and super-effective supply chain. The fashion trends of ZARA come and fades quickly, and they desperately bring what the buyers want. But to make a much stronger market approach, they will follow a “fast fashion” philosophy which will be put to the test in the future. Also, it is recommended to use Artificial Intelligence (AI) in the business so that it can be able to improve its trend radar for maintaining a distance from the competitors and be ready to develop an ultra-fast fashion for the new entrants.
[bookmark: _Toc124267768]CONCLUSION
This study has successfully evaluated the marketing strategy of ZARA as compared with its internal and external environment. This has helped in the analysis of the promotional and maintaining a competitive marketing strategy for ZARA. The proper use of a mix of demographic, geographic and psychographic segmentation strategies of ZARA has helped to serve the growing needs of the customers. The usage-based positioning strategy of ZARA helped to highlight the customer-centric approach in order to satisfy the changing needs of the target customers all over the globe and further allows them to target new customers based exclusively on its designs. 
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Net sales of the Inditex Group worldwide from 2013 to 2021, by brand (in million euros)
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The European's New Clothes

Consumer spending on clothing in Europe
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