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[bookmark: _sw4jx4umy2ww]Zara Company 
The first store of Zara was opened in 1975 by Amancio Ortega in Spain. In 1985 parent company Zara was set up and there was an expansion of stores in 1988. Zara expanded their business across many countries. In 2010 Zara launched an online boutique for customers. And also, RFID technology in the stores of Zara was introduced in 2014.  Zara has grown into one of the most popular retail fashion products. In 2015 Zara was ranked 30 among the best brand globally. And in 2019 they launched their logo.
 Zara was able to instill a desire for fashion across a wide range of consumers with the spectacular emergence of "fast fashion" - that are reasonably priced and fashionable apparel. Zara's products are suitable for children, women, men, the elderly, and people of all ages and belief systems. As a direct consequence, the product's sales continue to rise, as does its share of the market. Zara company does not market itself in the identical manner that other clothing companies do in order to produce outstanding results. It has a brilliant marketing approach that enables it to stand out and gain more awareness and commitment (Chunling, 2020). 
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There are a variety of contributors to Zara's achievement, though one strong point is unquestionably the marketing method of Zara that emphasizes the consumers.  Zara discreetly creates a copy of their design concepts and alters those designs based on feedback from Zara's global customer system (Jeremic et al., 2021). Zara's headquarters received feedback from customers all over the world and submitted it to producers so that it can be integrated into the following production process. Zara's attitude toward feedback from customers is commendable. Zara engaged so heavily in their IT facilities that Zara's IT facilities and distribution network research papers arrived up numerous times as extensive reading while studying. As the center of the luxury fashion rebellion progression, Zara prioritizes feedback from customers and requirements in product innovation and distribution network (Jeremic et al., 2021). 
Zara has figured out how to distinguish itself from rivals by conducting distribution network actions in such a way that it offers a competitive advantage over its competitors in the competitive market.  They reduced the standard distribution network or supply chain responsiveness time from 5-7 months to 2 months (Chunling, 2020). 
[bookmark: _pacj1c2dxb12]Marketing Strategy
Zara's marketing plan examines the product using the integrated marketing mix strategy which includes the four Ps as Product, Price, Place, and Promotion. New products, pricing strategies, promotion planning, and other promotional strategies exist. The business strategies, predicated on the Zara marketing strategy, aid the product's success in the market.  Zara's marketing plan assists the product in establishing a strong competitive position and achieving its company's aims and objectives (Li and Ukhova, 2021). 
Zara 4p's Marketing Strategy 
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Zara Strategy for Product 
Zara is one of the most prestigious luxury fashion brands. Zara sells items for men, women, and kids. Pants, jeans, blouses, long dresses, sweaters, T-shirts, footwear, suitcases, and apparel are available. These are all the product strategies in Zara's marketing mix strategy (Li and Ukhova, 2021). It is a one-stop shop for anyone looking to purchase formal events or casuals. Zara offers a variety of fashions to select from. Every year, it introduces approximately 10,000 unique innovations. Zara brands are popular including both elevated fashion designers and the general public. The accessibility of a line of products is influenced by the preferences of the target audience. Zara also collaborates with local expertise to deliver the latest trends in fashion (Li and Ukhova, 2021). 
Zara Strategy for Price 
Zara's product lines are both fashionable and reasonably priced. Zara provides the most up-to-date clothing at significantly lower costs in all of its stores worldwide than contending global brands. Zara employs a low-cost pricing approach. It can manage to do so because it does not end up spending on advertising and raw materials. In contrast to its competitors, it has a generally lower pricing structure. Zara's costs vary from country to country. The product positions itself as a high-quality fashion company with reasonable prices. The labeling of its products is done domestically in each business (Chen, 2022). 
Zara Strategy for Place 
Zara has a bigger reach, with retail locations in over 90 countries and over 2200 news sources. Zara also has an online store. With the rise of online shopping, the product can now be found on a variety of multi-retail online shopping websites. All of these address the company's marketing mix, location, and distribution network. It is a fully integrated business. Zara's comparative advantage stems from its distribution chain. It employs a one-of-a-kind marketing strategy to add additional goods and style to business in the fastest time possible. Store employees send the request to head office double the week predicated on retail sales data and purchaser choices. The order is compiled by the sales department and then sent to the production base (Chen, 2022). 
Zara Strategy for Promotion 
Zara devotes very little money to marketing. It is well-known for just being press-averse. Even the company's owner has not ever provided media interviews. It does not participate in any vibrant initiatives, unlike its competing companies. This is why Zara's promotions do not appear on TV. Moreover, its traditional marketing is eye-catching and concentrates on youngsters' clothing styles. Zara's distinctive selling point is its quick turnaround period, a wide range of styles, and low prices. It promotes itself through word of mouth and online communications instead of using costly promotional methods. Zara's reach through social media is quite impressive (Chen, 2022). There are also some social media links that are helping Zara to make the growth of the business. There are millions of followers of Zara on Facebook, Instagram, and Twitter. Thought that Zara can promote itself globally. This social media platform can help Zara to make their brand more famous.
[bookmark: _ma0s0pp9cwvj]Zara Targeting 
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Zara's target audience consists mainly of young teens, early adulthood, and adults between the ages of 18 and 40. Furthermore, the label targets people with incomes varying from average to extremely high. Zara targets people who appear to be crowded but have a sense of fashion. Its targeted customers are usually conscious of the latest clothing styles and trends and are drawn to brands that provide such patterns at reasonable prices (Saraswat, 2018). Zara markets are placed strategically in urban areas with youthful and lively inhabitants. Zara's target audience is diverse because it produces clothing for people of all ages. Rather than spending a fortune on consumer research for specific sections, the industrial generic competitive strategy reduces promoting and manufacturing expenses or prices (Saraswat, 2018).
As a result, the Zara company can reach a much wider range of customers at any particular time. Zara can cut down the prices while possibly achieving out to a broad range of clients by utilizing both density marketing and distribution channels strategies and approaches. 
Market segmentation of Zara
Zara is one of the biggest and most well-known brands. Zara has many varieties this brand has dresses, jeans, tops, footwear, accessories, and luggage. In today’s time, Zara is focusing on new and modern designs for market growth. And also, Zara is moving toward sustainable development through biodegradable bags. Zara also uses organic cotton and eco-friendly materials for maintaining sustainable development. And these segmentations can help to achieve the targeted customer and now it is more focused on the young generation and providing them with new fashion trends (Ha, 2021). And the strategy of Zara is based on the needs and demands of the customer at affordable prices.
Zara Market Positioning 
The market positioning of Zara is established as the number one global brand or product. It focuses on the demands of the customers in the market. It also focuses on the expectation of the consumers in the market. It performs its function as if people think of the best quality brand, then people must say about Zara company. This is the main aspiration and hope of the Zara company in this competitive market. So that it can make its customers more satisfied and happier with its own products and brands with the best quality and affordable price (Yide, 2020). Zara understands the requirements of the fashion and style of its main target audience. It provides the best quality brands and products at a reasonable price at the right time to address and meet the requirements of the customers. On the other hand, Zara positioning strategy of marketing is all about creating the brand at an international level in providing the most trendy youth with the most trendy and latest fashion design at the right time. To address and meet the needs and demands of the latest trend according to the seasons. Also, it operates the best distribution chain or network that stores Zara products across the globe with the new innovative clothing brands at least two times in seven days (Yide, 2020). 
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The market positioning of Zara can also be stated as the leader in the provision of best quality, latest Design and trendy, and reasonable outfits delivered on time to stores across the globe. The unique selling phase of Zara is that it serves customers to dress in best tailored, quality clothes, and inspired by the latest trend for a more affordable price than its competitors in the market. It also provides that the consumers can easily see the designing process in the store, catwalks, and sneak of coming stock of the company (Yide, 2020). 
[bookmark: _snub5ucqvzyd]Zara Communication 
Zara permits customers to about the brand and product the customers are considering shopping for in detail. Customers can choose their own language on the online site of the company. The products of Zara stand out in online retailing research for the use of reviews of the brand on its on-site. The company can select any language at its convenience. It mainly depends on where the customers are shopping from. Customers can read in 20 EEA languages on its official website (Ha, 2021).
[bookmark: _7mdg56nr911m]
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