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INTRODUCTION
Customers have eclectic range of purposes for purchasing their products which may include innovation, ostentatiousness or due to the brand image. Each brand aims to create a well-defined image for its products and services for which the course of advertisement is chosen. Advertisements contribute to change customer behavior and perceptions about the brand preference, brand awareness and increase brand loyalty. Extensive investments are made by the businesses for creating advertisements that can penetrate the minds of the customers and transform their thoughts about the brand (Baum et al., 2016). In this research, the primary focus is upon the identification and determination of the influence caused by advertisement upon the brand image of the company. Furthermore, the research aims to evaluate how the multinational company, Zara, which is the world’s largest clothing retailer strategizes its advertisement in order to gain more customers, change perceptions of the customers about the brand and enhance their brand image to gain high market shares.
In order to identify what are the most influential factors in advertisement, it is a great role of brand managers to focus on the tracking of customer behavior to analyze what they expect and demand so that the brand is advertised in a targeted way (Nagar, 2015). Furthermore, to make the advertisement more effective, the marketing campaign of the organizations must be focused upon the shopping behaviors of the customers, buying patterns, preferences and requests of their target market so that advertisement can be strategically planned and implemented. Moreover, the research focuses on Zara because the company has a strong marketing campaign which is quite strategically planned and targeted towards the enhancement of the brand image of the company.
PURPOSE OF THE RESEARCH

The purpose and motivation of this research is the increase in advertisement by the brands and their affectivity and impact on the customer behavior, ultimately affecting the brand image. Hence, this research aims to provide an in-depth analysis on how the advertisements are strategized by the brands to increase their brand image. Brand image is becoming increasingly important for the brands as it creates a direct impact on the customers. In order for a brand to attain sustainability, it is highly important to focus on the brand image as it shortens the decision making process of the customers (Zhang, 2015).
RESEARCH PROBLEM

The means of advertisement are observed to be growing with each passing day due to increase in technological advancements and adaptation to innovation and creativity by the brands. The main problem to be addressed in this research is the identification of those factors that must be considered in the advertisement as it ultimately leads to create massive impact upon the brand image of the company. Brand image of an organization is a vital aspect to be considered in today’s revolutionizing business world to make the brand stand out and attain high market shares.
RESEARCH QUESTIONS

The focused questions of this research are given as follows:

1. What are the influencing factors of advertisement that affects the brand image of a company?

2. How the world’s largest clothing retailer, Zara, strategizes its advertisement to enhance its brand image?

RESEARCH OBJECTIVES
The aims and objectives which are to be addressed in this research are given as follows:

1. The first objective of this research is to find out how the advertisement of the company affects the company’s brand image. And what are the factors to be considered when planning the advertisement of the company.

2. The second objective of this research is to determine how Zara manages to enhance its brand image by advertisement.

LITERATURE REVIEW
PURPOSE OF ADVERTISMENT

Advertisement is an integral component in the marketing of the brand. If the brand desires to prosper in the market and attain high market share, the marketing plans must include advertisement. The content presented in the advertisement either it is digital or traditional must be focused towards the expectations and demands of the customers (O’guinn et al., 2014). According to Baum et al., (2016) the advertisements are explained as direct exposure of the brand to the customer which increases the chances of alteration in brand preference. The emotional feelings of the customers are highly influenced by the advertisements. Thus, it means that the target of advertisements is to present brand as innovative and unique than the other brands.

AWARENESS

Advertisement leads to awareness and awareness leads to high brand preference. When the sale of the company goes up, it can be measured that the brand is being preferred (Gopinath et al., 2014). According to Kumar et al., (2017) If the advertisements are done extensively by the company, then more people become aware of the offered products and services, quality and purpose of the company.  

BRAND PREFERENCE

People often switch the brand due to advertisement. The customer behavior is high affected by the contents presented in the advertisement such as showing ethnicity and diversity in the brand  (Zhang, 2015) and eclectic array of products and services or offers often change the perceptions of the customers regarding the brand (Gopinath et al., 2014). It can both affect negatively or positively on the brand image of the company.

ADVERTISMENT AND BRAND IMAGE

The advertisements by Zara are quite effective and customer focused. Zara often uses black and white color in their digital advertisements representing grace and elegance. However, vibrant colors are also used in the summer-spring collection advertisement campaign to attract the customers. It is one of the strategies by Zara to design the advertisements in such a way which appeals the viewer to observe it and desire for the brand. Furthermore, Zara focuses on each and every factor which can influence the customer while watching the ad such as the music in the background, representation of the clothes in a stylish and unique way. Comfort ability of the brand, lavishness, innovation and creativeness, showing diversity by presenting models from all around the world and also visualization. Even though Zara considers most of the influential factors that may be advantageous for the brand image but later this year Zara faced criticism on presenting skinny models on the advertisement campaign of “love your curves” for the plus sized women. This advertisement affected the company in the negative manner even though the purpose behind it was quite positive (O’guinnet al., 2014).

To create an effective advertisement in the marketing campaign, proper analysis of the customer behavior and tracking of buying patterns is highly significant. The advertisement must reach to the target market and must be attractive enough to influence the mind of the customer or create awareness of the brand (O’guinnet al., 2014). Maehleand Supphellen (2015) believes that the advertisement contents Influences emotional feelings. Advertisement is such a strong phenomenon which tends to affect the social, economic, cultural as well as behavioral aspects of the customers. Advertisements represents brand image.  According to De Vries et al., (2018) after advertisement exposure, the customer behavior can be analyzed after which the effect on the brand image can be estimated.  In most of the advertisements, the products and services represents a promise for providing a happy lifestyle to the people Ads effectively create brand value and have affect upon the brand equity as well Each kind of possibility is considered which can help a company in reaching the customers through advertisements Brand image can be increased by enhancing the brand loyalty by examining the patterns and behaviors of the customers Increase in profitability and market value through advertisement also improves the brand image Advertisement leads to brand awareness which leads to alteration in customer decisions
Brand awareness tends to affect the decision making process of the customer by making an impact upon formulation and forte of the brand associations in the image of the brand (Rajasekar and Srinivasan, 2018). Also, both the traditional advertisement and social messaging has observed to be important in the brand-building process as well as customer acquisition (De Vries et al., 2018). It is believed by Keller (2016) that before profitability and success, the main priority of the company must be customers. Customers lead the brands to high positions if targeted strategically. However, it is stated by De Moiij (2018) that by the proper understanding of culture in global marketing while advertising the brand has quite effective impact upon the customers in a positive way. Culture triggers the emotional aspect of an individual. Thus, having a cultural touch in the advertisement serves to be an influential component in the advertisements (Keller, 2016).
RESEARCH METHODOLOGY

Research methodology comprises of a number of methods that can be used to conduct the required research. In order to determine something that is unknown or to analyze the current situation, the research methodology is required by which the researcher is guided with a proper plan of how to conduct the research (Mackay and Gass, 2015). In this research, the researcher aims to address the research problem by the help of adopting the tools, methods, designs and techniques of research. In this systemized way, the researcher chooses the most suitable approach and types of research.
RESEARCH TYPE

Research types include the qualitative research, quantitative and descriptive. In this research, to analyze the factors that affect market it is important to conduct market research and attain knowledge of the current trends of the market so that the research questions are targeted carefully and answered in a proper way.

DESCRIPTIVE
In the descriptive research, the researcher aims to conduct a description about the situation that is occurring in present (Marczyk et al., 2005). Such as, in this research the current influential factors of advertisement on brand image are determined. However, this research includes surveys as well as fact-finding inquiries.

QUALITATIVE
Some aspects cannot be defined in quantities and thus are explained in terms of qualitative research. The qualitative research is more directed towards finding the quality, characteristics, desires and motives centered to the research.

QUANTITATIVE
The quantitative research is quite rigid and figure based. In this research, the data that is collected is represented in the form of computational data or computational analysis is performed. However, the data is mostly presented in figures and statistical analysis is performed.
Hence, observing the types of the researches, the most appropriate research type for this research is the descriptive type.
RESEARCH APPROACH FOR DATA COLLECTION
The research approaches for data collection includes the qualitative and quantitative researches. The former focusing on the characteristic aspects of the research while the latter gives rigid figures and statistics about the research (Kumar and Prommathed, 2005).
RESEARCH APPROACH FOR DATA ANALYZING

In case of data analysis, there are two kinds of research approaches that can be adopted which include the inductive and deductive approach. Inductive reasoning usually creates wide range of generalizations from quite specific observations (Lewis, 2005). However, deductive reasoning usually moves from the known generalized principles towards a conclusion that can be positive and true.
RESEARCH METHODS

The methods for conducting the research are mostly primary and secondary. Both of these researches can be used together in order to get authentic results. The primary research basically aims to collect raw and fresh data and analyze and interpret it. Whereas, the secondary research mostly aims in approaching the data that already exists. In this research, both the primary and secondary methods are utilized.
CONCLUSION

In conclusion, advertisement and brand promotion increases the competitive advantage of the company. However Kumar et al., (2017) claims that there is a synergistic effect of traditional and digital marketing on the advertisement of the company which leads to brand promotion. There is a relationship between advertisement, brand image and customer behavior that is required to be considered by the company and relate these factors to get effective results. Thus, many of these factors when considered can make the company reach extensive heights.
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