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Introduction
	ZARA is the leading trading network of Inditex Group companies, engaged in the design, manufacture, and sale of clothing for women, men, and children. ZARA’s supply chain network allows you to carry out the process from creating a new clothing design to its delivery to a retail store within literally two weeks. Moreover, each store regularly draws up special reports, which records the wishes of all customers according to their styles, colors and so on. If a thing is sold very poorly, the news is immediately transmitted to the central office, and the production of this thing stops. In other words, Inditex has created a mechanism to respond extremely quickly and effectively to changes in consumer preferences. Social programs in clothing industry is helpful for organization to build a strong relation with local communities. The employees are engaged in a system of social responsibility with a reward system that helps to build the employee's motivation. Personal development is the learned behavior from society, and by analyzing the marketing and business attitude of the ZARA clothing brand one can improve its skills through community engagement The company is going to launch social programs to build healthy and social relationship with the customers. the social program of the ZARA include the exhibition of new clothing trends, fashion shows and prize distribution for the participants in social programs. The current study is based on research that analyzes the organization’s social programs with its strengths, weaknesses, threats, and capabilities. The study also highlights the role of employees in operations of the company, training, and development of the company’s staff.  


                                           
About Organization
ZARA is part of Industriade Diseco Textil (Inditex), Spain's largest retail chain, with 7 other retailers: Kiddy'sClass, PullandBear, MassimoDutti, Bershka, Stradivarius, Oysho and ZaraHome. But Zara is the largest project of its founder Amancio Ortego and accounts for 77% of INDITEX’s sales. Over the past few years, the number of Zara stores has increased in 70 countries. The ZARA brand is very popular among different communities. The main objective of the organization is the implementation of activities aimed at more fully satisfying the needs of legal entities and individuals in goods, works, and services, as well as making a profit. The company was created to carry out the following activities: retail and wholesale, import and export of goods, works and services, provision of consulting and mediation services on issues and the acquisition of goods, works, services (Majumder & Prakash, 2018).
Mission statement 
“ZARA Textile is devoted to achieve consistent improvement in the system of providing products & services to the customers through On Time Delivery & Enhancing Customers Satisfaction by means of Quality and Value.”









Vision Statement 
“To attain market leadership through unmatched quality, a diverse and unique product mix, empowered employees, world-class systems, and the highest ethical and professional standards.”
ZARA is the largest and oldest brand in the company, a classic representative of “fast fashion”. It is aimed at young people and middle-aged people (about 45 years old) who want to dress in fashion but are not ready to spend big money on clothes. ZARA stores present men's, women's, youth clothes of several lines. Classic official clothes and shoes are not 
there, I warn you right away. Basic styles - strict casual, club casual. Amancio Ortega from the very beginning wanted to create stylish and fashionable clothes at affordable prices. This is the main "credo" of Inditex. Naturally, affordable prices do not allow hiring high-class designers, so, the main ideas are copied by designers working in haute couture houses (Louis Vuitton, Hermes, Prada, and many others). Besides, fairly cheap materials are usually used to reduce prices (Kashyap, 2019).
The clothing itself, manufactured by Inditex, is not designed for a very long service life - it is assumed that if you wear, say, a jacket for one year, you will replace it with another. The clothes are sewn with the expectation of a short period of use: it is assumed that you will follow the fashion, and the fashion is changeable (Mierzejewska, 2017).



                                                
SWOT Analysis
	To analyze the strengths and weaknesses of the social programs introduced by enterprise, using SWOT analysis
Social Program strengths:
· The emotional ties between the society and brand products
· Brand promotion 
· Development of customer relationship 
· Not much reliance on traditional business tactics
· The promotion of organizational activities
· Customer-oriented company policy
· The presence of large production capacities.
· Most highly profitable products
· Cheap advertisement in the workplace.
· New design ideas according to customer demand
· A wide range of products
· Marketing support
· New highly qualified personnel: accountant, regional director
· Decision-making speed
· Social engagement
· Availability of training and training inside
· Training and Development
· Role of managers
                                                               
   Social program weaknesses:
· High Capital demand for social programs
· The lack of advertising companies and how the consequence of famous brands
· The problem of delegation of authority and arrangement of fashion show processes.
· Low interest of customers
· Lack of enough resources
· The lack of "Stars" among TM. (TM, by which are observed high revolutions and good sales).
· Lack of strategic planning in social development (organization of social events, invitation of customers, etc.) 
· Lack of well-coordinated corporate information system
· Lack of branding resources
· Lack of a social management system
· Weak social targeted geography by region
· Lack of qualified personnel in promoting social activities
· Lack of systematic analysis work of our direct and indirect competitors
· Lack of goals and objectives for social profitability





                                                                   
Market Capabilities:
· Redistribution of market shares in a  social crisis: the opportunity to see departing competitors and take their place
· Expansion of social programs in the regions
· The increase in the share of regional network 
· Development of new social trends 
· Creating a more customer oriented team
· Ability to develop new fashion trends according to social feedback
· Own logistics - cost reduction is social events organization
· Mastering new segments
· Participation in tenders for government agencies
· Cheaper advertising
          











                                                     
Market Threats:
· Low solvency of the population, decrease in average check value
· The increased competition in the market: dumping prices, unreasonable bonuses, Motivation - the threat of working at a loss.
· Strong impact on the retail market - output from social program may reduces turnover the company
· Increase in company expenses to manage the social programs
· The global economic crisis
· Unpredictable market
· Political and governmental involvement and ban on social activities
· Strengthening the influence of brands on of consumers
· Working with new suppliers to manage the social programs
In terms of evaluating all the factors of the swot analysis, the greatest indicator has a weak side: “Lack of strategic planning in the development of the social program”. This factor is worth paying attention to first of all because it greatly reduces market opportunities and exacerbates threats. The most powerful aspect of the company’s social program is “The emotional ties between the society and brand products”, with the help of which it is possible to realize market opportunities with high probability, but there is no possibility to prevent threats. The maximum opportunity for realization is “Strengthening the influence of social program on consumers”. The maximum threat to the company is “Increase in company expenses to manage the social programs ”.                                       


Role of Employees 
	174,000 employees are working globally for the organization and aimed at brilliant results, provide ZARA company with advancement. core values of the company ​​include teamwork, restraint, diversity and a focus on results. ZARA believes that there is always room for improvement. Each employee is the key to the success of Inditex, and it is the energy of our team that allows us to create the Right to Wear mod and cope with any tasks that we set for ourselves. ZARA is mainly focused on establishing stores, in total, in the Zara TK Summer store there is 1 chief manager, 3 assistant managers, 3 senior sellers, coordinator, 1 senior cashier, 3 mentor trainers, 18 sales consultants, and 8 cashiers. Collective formed in 2011, almost all employees work in a company with the day of its formation. The workforce is 40 people. Collective friendly. The supreme governing body in Zara CIS CJSC is the general Director Its competence includes issues: changing the charter of a company, changing the size of the authorized capital, approval of annual reports and financial balances, creating orders of various nature, approval plans, and reports.
	The store manager performs personnel management, analysis sales, ordering collections, ensuring the implementation of the sales plan and development store, interaction with external inspection bodies, conducting inventories, control over the design of the hall, problem-solving, related to customer service, interviewing, assessment personnel certification. Assistant managers do almost the same job, which does the general manager of the store, each department has its manager and his assistant manager, usually in the store 3 departments: female, children's, male. Also, the store has a senior seller who monitors arrivals and new collections.
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He needs to keep track of the most selling goods of the month, season.  The store has a sales coordinator who monitors coordination and how the goods lie, a new collection should be presented in the best places in the store. The senior cashier carries out operations for receiving, accounting, issuing, and storage of cash and securities, is cash reporting, accepts money from cashiers at the end of their work shift and ensures uninterrupted operation of cash registers of the enterprise, controls absence of violations of trade rules in the work of cash desks (Majumder & Prakash, 2018). The duties of a mentor trainer include training, mentoring, trainee’s internship in the workplace, identification of work problems, offering possible solutions to these problems for beginners and motivation of employees to achieve educational goals. And of course, there are sellers in the store - consultants and cashiers, which make up the bulk of the staff. Shop assistants should always look friendly, be affordable, offer alternatives, keep order in the fitting room, and the cashier should directly count buyers, thank friendly and hand over the purchase in person. In the Zara store, all problems and conflicts with customers are resolved. either the sales director or the general manager of the store (Mayrhofer & Roederer, 2016).



                                                      
Training and Development 
	Human resources are currently the most valuable resource for innovative development. Skillful personnel management, focused on the development of the necessary competencies, at the present stage of development ensures the successful functioning of the entire organization. In connection with the need to modernize, the economy is moving to an innovative development strategy, it is necessary to build a personnel management system in such a way as to ensure the maximum realization of their abilities to the employee. Staff development is especially relevant for the clothing industry to increase the competitiveness of the company, improve the personnel selection system, and make it more market-oriented (Mierzejewska, 2017).
	Company can only succeed if they gain a competitive advantage. This can be a unique product, high service, or the use of high technology. But we should not forget that all this can be achieved only with advanced training of staff. Because it is, he who puts his knowledge and skills and leads the company to success. This is also facilitated by the shorter production and life cycle of goods, their frequent change, requiring new qualifications (Bui & Muñoz Martinez, 2019).
	Corporate training is a process of improving staff education that provides an opportunity to gain much more skills and abilities for an employee of an enterprise. The main feature of corporate training is an exclusively practical focus when employee training focuses only on modern practical knowledge. The company's management sets goals and tasks, participants in the training process, its type and method of implementation
 
                                            
The main goal of corporate training is the development of competitiveness, which is the most promising direction in the development of business education (Majumder & Prakash, 2018). 
	Professional development is the process of preparing employees to perform production functions, occupying positions, solving problems, aimed at overcoming the discrepancy between the requirements for the employee and the qualities of a real person. The need for professional development is caused by both external factors, such as scientific and technological progress, increased competition in the industry, the development of new activities, as well as internal ones: the need for self-improvement, the desire for promotion, and others. Training and development are more than open, focused on the strategic goals of the company. This is achieved due to such an important advantage of corporate training for the company as consistency (Mayrhofer & Roederer, 2016). 


                                                      







Promotion and Professional Practice 
Communicative policy in the marketing system is promising course of action of the enterprise (and its representatives) aimed at planning and implementation of the interaction of the company with all entities marketing system based on sound usage strategies complex of communicative means (communicative mix), providing stable and efficient demand generation and promotion of offers (goods and services) in the market with the aim of meet the needs of customers and profit. At the same time, communication policy is also considered as the process of developing a set of measures to ensure effective interaction of business partners, organization of advertising, promotion sales, public relations and personal sales (Bui & Muñoz Martinez, 2019).
The company "Zara" as a promotion complex use mainly its three tools are advertising, PR and self-promotion brand. The Zara company manages a complex marketing system communication, establishing and maintaining relationships with their intermediaries and consumers. However, underdeveloped stimulation of the company's staff, while stimulating organized consumers and intermediaries is given significant attention. There is no clear goal-setting and sales promotion tasks, as a result of which the received results and activities are developed on an intuitive level. Moreover, there are not enough allocated funds, since the enterprise cannot justify their need (Majumder & Prakash, 2018).


Conclusion
	Without an effective marketing policy, the future of the company is not competitive. Naturally, to increase sales the salesperson must be motivated. To increase sales and customer acquisition can use such communication as work with the stars. Cooperation with representatives of show business is possible rightfully considered one of the most important tools for the fashion industry. Historically, the main advertising medium was selected persons whose style is copied, to whom they try to imitate. The recommended technique will allow the even execution of functions and focused on achieving maximum sales, allowing adjust a clear, transparent accountability system. New product companies design taking into account environmental alternatives, and among employees conduct awareness-raising training regarding general environmental issues.
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