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Blogging to Communicate
Why ZARA succeeded: It focused on not pushing the product out but pulling people in
ZARA, a Spain-based multinational fast-fashion giant, and the world’s largest fashion retailer has been focusing on introducing an augmented reality experience in its numerous stores across the globe. Using the new mobile technology in its digital marketing strategy, the company has managed to allow customers engage their mobile gadgets to access and experience different fashions and designs offered by the company in a way that improves their interactions within the brand (Danziger 2018). At first, the company introduced the technology in 120 of its stores, which then yield the best results in terms of drawing millennial into the stores and encouraging them to become part of the wider ZARA brand. [image: C:\Users\HP COMPAQ\Desktop\images.jfif]
Image 1: Zara marketing strategy: Pulling people in


According to Kalaignanam et al. (2020), one of the most effective and powerful marketing strategies that enable modern corporations to attain their business objectives is the creation of customer curiosity. People are created with a high curiosity to satisfy. ZARA has realized this aspect of human psychology therefore devising a marketing strategy that focuses on creating a new and satisfactory experience for the customers to satisfy their needs and their curiosity (Danziger 2018). With the new mobile technology and other digital platforms, the company can now pull customers into the brand, which is a different marketing approach from other competitors’ strategies. As per the illustration by Kalaignanam et al. (2020), other players like H&M are strictly following the traditional 4Ps of marketing model without paying much attention to the customers’ experiences and expectations from the brand. ZARA has evolved from the strict 4Ps to 4Es, including the experiences, exchange, evangelism and every place. Using this new marketing mix strategy together with the 4Ps, the company has managed to win customers’ loyalty and a huge market share. 
Customers’ experiences are considered king in ZARA
[image: ]
Image 2: Zara’s Augmented Reality (AR)
We have been made to understand that the product in the marketing mix is supposed to be used as the king. This concept has changed, with the companies, like ZARA, making experience matter more than the product within the minds of the customers. As we all know ZARA is an excellent purveyor of services and fashion products (Danziger 2018). It is also a leader in capitalizing on the customers’ experiences within its major stores by continually giving customers reasons to visit the stores on regular bases and experience the unique and hot fashion trends at affordable prices. The company has initiated effective marketing communication strategies through which it reaches out to the target customers, communicate to them about the store experience and convince them to become regular and loyal customers. To ensure that such customers come back after the initial store visit, the company cultivate customers who have visited the store more than six times. Such cultivation may include offering discounts and other benefits that encourage them to be regular visitors. 
The experience success formula for the company combines flexible shopping in a highly organized and updated product environment, offering new and unique styles and scares supply that is in continuous transformation based on the changing consumers’ preferences and behaviours. According to the marketing mix theory, establishing a production environment that enhances positive and satisfactory customer experience is an integral part of the overall success of a business’s marketing process (Zhang and Yang 2017). Creating such experience enables a company to attract numerous loyal customers and convincing them to be part of the brand by becoming ambassador within the market. 
ZARA has concentrated in exchanging with customers for value creation
As part of the marketing mix strategy, pricing is a key to any company's successful marketing approach. It determines how the company will manage to attract and retain its customers. With the drastic changes in the modern business setting, businesses are changing from the traditional ‘sell it cheap after piling it high’ into something completely new, which is the concept of exchange. Similar to how ZARA has changed its product into experience, we can argue that the company has also achieved exchange in place of the pricing concept. Under the exchange, the company exchange a dollar for the product, which is a flexible way of pricing the products offered based on the quality and the level of consumers’ needs. For instance, for the premium customers, who are ready to pay more, the company offers high quality and premium products. As per the illustration by Festa et al. (2016), retailers are currently encouraged to adopt marketing strategies that enable them to meet the diverse consumers’ needs in a way that create value for their money. This is what ZARA has been focusing on achieving through its new marketing mix, which looks more on the exchange and not the traditional price leadership pricing strategy. 
One may argue that ZARA understands properly the concept of value proposition, exchanged with the customers. The company’s fashion deliverable is always available in time, quantity and format in which the products are demanded by the customers. Such an approach has therefore helped the company achieve high value. As per the argument by Tischner (2017), for a branded value to be considered effective and successful it has to align the brand deliverables and the needs of the customers. Has ZARA achieved such a branded value? This question can be answered by first evaluating the company’s current sales and marketing communication strategies. As per the indication in the article by Danziger (2018), ZARA has managed to establish a wider loyal customer base, which is comprised of 80% of the loyal customers. The ability of the company to appeal to a larger percentage of the loyal customers has helped increase its profit margins and meet the diverse needs of the customers.  ZARA has therefore mastered the concept of exchange as a replacement of the price, which is a traditional marketing mix element. This has enabled it not only to win customer loyalty but also create a strong brand image and enhance successful market relationships. [bookmark: _Hlk60590139]Image 3: ZARA marketing strategy 
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ZARA’s marketing strategy has focused on creating brand evangelists
Through the effort of making the brand experience more significance and valuable exchange, ZARA has managed to identify the potential markets and tap the customers’ potentials to achieve brand awareness. The company, through its new strategy, has managed to focus more on pulling the customers in, rather than pushing the products out, which is a more effective and efficient marketing strategy (Pereira, Kreye and de Carvalho 2019). This involves improving the business operations, products and services and stimulating the brand to reach all corners in the global market. Image 4: ZARA’s advertising strategy
[image: ]


One thing we should know about the new marketing mix strategy adopted by ZARA is that it has achieved high customer frequency, which is 3 times higher than the traditional apparel, a clear indication that the company is continually achieving super loyalty for its brand. It is the brand’s loyal customers that turn to be the company’s evangelists. The evangelists share their experiences and excitements with their friends and other prospects, convincing them to buy the brand's products in the future. This has become ZARA's major element of marketing communication and it has proved to be effective in attaining the overall business goals. According to the company’s topic management, ZARA has achieved a highly evolved data infrastructure, which allows the marketing team to analyze and determine what is selling within the market and what is not doing as good as intended (Danziger 2018). Through two-way communication, the company is able to understand the customers’ needs, work towards satisfying them and evaluate their feedbacks based on the satisfaction levels of their wants. Such an interaction has plaid a vital role in defining the overall success of the company’s current marketing strategies. 






ZARA tries to be in every place at any time the customer needs its services and products
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Image 5: ZARA global distribution channel
According to Pereira et al. (2019), every place where the customers are located is what personal commerce entails. This is quite different from where the brand is physically positioned. For an organization to succeed in its marketing process, it has to focus beyond where it is physically present and start looking into every possible location of the prospects. Placing products strategically to all places where the customers are is a new distribution model that is widely adopted by retailers in the modern business setting, which enables them to deliver the brand’s products and experiences where and when the customers are in need of them. 
ZARA has invested heavily in creating a strategy that focuses on meeting the unique needs of both the online and offline customers by integrating the new digital technologies with traditional marketing communication strategies. For instance, through the current mobile connectivity, the company can now connect the shopping visits by individual customers and offer sufficient access to inventory that has not been present in certain locations. The store location strategy adopted by ZARA is the other major indication of its ability to place its products strategically to the locations where the customers are. ZARA has over 7000 stores across the world, with most of them located to the locations with the most loyal customers. Such a strategy is critical in enhancing segmentation, targeting and positioning of a brand. ZARA’s success in the drastically changing fast fashion industry can be credited to its diverse and advanced marketing mix. [image: ]
Image 6: Mean of the loyalty drivers



ZARA is all about meeting the needs of customers and making everybody happy and satisfied
People believe that customers mark the most important stakeholders in any business establishment as they are the reason why an investor places his/her money in a venture to get some value from the investment. This is not only a belief, but it has been proved theoretically to be a fact. According to the marketing mix, all the elements, including, product, price, promotion and place are designed towards meeting the needs of the potential customers and ensuring that they are in love with the offerings by the specific business (Kotler and Armstrong 2010). When it comes to the 4Ps, ZARA has incorporated the 4Es, which have enhanced its marketing mix, ensuring that all its products are designed based on the unique preferences of the customers, priced in a more friendly manner, promoted in the right way to make customers aware of their presence and placed strategically closer to the target customers as possible. 
The company’s brand ethos is believed to be linked to the minds of the customers, therefore making customers the brand managers and the key business promoters. In the year 2016, which is considered a transformational year of the company, the service agents responded to close to 17 million customers who enquired about different things regarding the brand (Danziger 2018). The company, through its magnificent listening policy, managed to satisfactorily meet the expectations of all the customers thus ensuring that most of them would become loyalties and the brand evangelists. Through such company-customer interactions, the customers act as the chief consumer officers, enabling the company to access information regarding the market trends thus devising the best ways of meeting the changing needs and desires of consumers.
Additionally, ZARA is known by its employment policy that focuses on hiring, developing and upgrading young employees. With the fashion industry changing drastically, bringing in fresh and new talents from young individuals is critical in ensuring the overall success of the business. This is one way through which ZARA has managed to achieve sustainable growth both locally and internationally. 
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Table 1. Mean of the loyalty drivers

Zara Nonfans | Fans | A%
Satisfaction 505 554 | 9708
Trust 463 | 4% | 7.2%
Perceived value 426 415 | 2.60
Commitment 396 43| 83w
Loyalty 4.46 508 [13.90%
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