
Marketing Management



MBA TOURISM MANAGEMENT
 



1. Executive Summery 

This study was conducted to see how Zara fashion retail brands can maintain their core essence of providing personalized care through e-services rather than traditional face-to-face interactions, specifically through Chatbot, an emerging digital tool that provides convenient, personalized, and unique customer assistance. Chatbot e-service creates interactive and engaging brand/customer support contacts, according to the study. Marketers and managers in the luxury sector can use the tool to determine whether e-service agents deliver the necessary results and whether they should use Chatbot virtual support. AI, as an umbrella term that encompasses a variety of tools, methodologies, and application areas, is playing a role in the fashion industry's huge transformation and disruption.

Customer involvement is crucial to every business's success. Customers may lose interest in your brand if you can't keep the information flowing. In today's competitive market, a firm cannot afford to lose a customer just because it is unable to keep them engaged. Chatbots are the true saviors, as they customize the chatting process with the consumer based on previous interactions. 

This only confirms that, in the coming years, practically all the world's leading companies will use chatbots to improve customer service and achieve positive commercial results. Therefore, adopting bot technology ZARA can gain the competitive advantage. 	
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2. [bookmark: _Toc74348006]Introduction 

During the COVID-19 epidemic, e-commerce was booming, and retailers spent a lot of time and money developing, expanding, and marketing their online storefronts. Some small shops that did not have online stores prior to the shutdown devised interim methods to sell their wares online, such as posting things on social media sites and offering goods pick-up or delivery services (Purswani, 2020). In the last few years, eCommerce has grown at a breakneck speed. The pandemic has only sped up adoption across all industries. To avoid having to enter public settings, consumers are now opting for internet shopping for even their daily needs (Vanhishikha Bhargava, 2020). Fashion and garment companies must increasingly think about selling their goods online. It will enable companies to reach out to existing consumers while also attracting new ones by promoting a "safer" mode of shopping that allows people to shop in-store while still doing so online.

[bookmark: _Toc74348007]Marketing Mix of ZARA 

The marketing mix for Zara focuses at the company or brand, as well as the Zara marketing strategy, which encompasses the 7Ps (Product, Price, Place, and Promotion, people, physical evidence, process).Several marketing techniques, such as product/service innovation, marketing investment, and customer experience, have contributed to the brand's growth.

The marketing mix (7Ps) is a prominent model for formulating marketing techniques that allows businesses continuously improve.. Zara's product, price, advertising, and distribution, people physical evidence, and process methods are all discussed in detail in this article.

3. [bookmark: _Toc74348008] The Marketing Mix of Zara 7P’s

Product 
Zara produces quick-to-form quality clothing for women, men, and children. They produce goods that follow the current shape and impact patterns. Design reflects social, economic, political, and social development. It symbolizes the soul of the times and communicates progress. Zara creates and plans pattern styles by thinking about these things (mhugos, 2020).



Price
As a marketing trick, Zara utilizes tangible evidence. Zara is a fast-fashion apparel brand that relies on substandard workmanship to keep up with the fast-paced, always changing fashion trend. Substandard work is employed to move goods for less money. Zara is a company which provides value-based valuation methods using an estimation system. (Commerce, 2018). 

Promotion 
After the price has been established, Zara gives their item's worth. Zara employs this method to increase and maintain the visibility of their product. To advance, Zara will foster a key interest, brand recall, which will impact customers' buying intention and demand side through simple access to their stores and E-tailor. Multi-channel advertising, print media, electronic systems, and celebrity endorsements are all used. (Zhelyazkov, 2010). 

Place 
Zara simply prefers the world's finest and affluent settings for its flagship stores. Zara carefully selects its venues, which are usually in a vibrant commercial zone with other higher-quality retail outlets nearby, and statistical territory with clients who have high disposable income and enjoy shopping. (Kasra Ferdows, 2015). 

People 
Individuals at Zara, from planners to business partners, have a significant impact on its success. Without these individuals contributing to the retail process, Zara would not be as successful. Zara makes use of well-known people to promote their brand, such as Cara Delevingne, who shopped at Zara in 2013 (Pamela N. Danziger, 2018).

Physical evidence 
As a result of the clients' ability to see and feel administration Customers will make an intuitive judgment about Zara based on their experience within the store and how comfortable they feel inside the earth. The building, inside, bundling, web, and pamphlets are examples of tangible evidence (Saraswat, 2018).



Process 
Each has a variety of internal procedures, including as purchasing, assembly, and delivery. Direct and backhanded exercises to the client are part of the procedures (Stephan Shakespeare, 2020).

3.1. [bookmark: _Toc74348009] Innovative Customer Care Strategy for Zara 
The worldwide fashion sector is worth about 3 trillion dollars and accounts for about 2% of global GDP (Purswani, 2020). Fashion has always been at the forefront of technical progress, whether it's through the sewing machine or the eCommerce market (Saraswat, 2018). Technology-driven breakthroughs in the fashion industry, such as artificial intelligence (AI) or machine learning, are transforming every facet of this forward-thinking industry in the twenty-first century. 

Brands are venturing into digital services as their consumers invest more time in digital settings. Virtual service agents, often known as "e-service agents," may now improve client experiences and meet demands through real-time interactions thanks to technological advancements (Hagberg, Sundström and Egels-Zandén, 2016). This study investigates e-service agents, specifically Chatbot agents, as a fresh and interesting way to fulfill clients, similar to the services provided by ordinary offline service agents who previously assessed the performance of service exchanges represented the brand, improved customer/brand relationships, supplied important information, and provided customers with personally engaging and satisfying overall shopping experiences (Kim et al., 2016). Indeed, service agents still have an 87 percent influence on in-store purchases, with 77 percent of customers preferring to buy from recognized salespeople ( Physical Retail, 2017). 

Brand managers and marketers attempt to create rich, intense, and concrete experiences that reinforce consumer preferences and brand awareness (Atwal and Williams, 2009). Moreover, When client encounters with service representatives achieve their expectations (Kang, 2006). Customer pleasure, loyalty, positive word of mouth, good purchase intentions, and, eventually, firm profitability are potential outcomes (Reynolds and Beatty, 1999). Therefore, Agents typically inform clients about current trends and customizing options; they also assist consumers in solving problems, saving time, providing correct information, providing reliable counsel, and conveying Para social advantages (Holzwarth, Janiszewski and Neumann, 2006). 

Conventional service agent contacts entail direct face-to-face customer/employee contact, however social media platforms are now meeting client demands for quick responses outside of the facility. Consumers who have been using both online and offline services increasingly view online services to be more efficient, accessible, and cost-efficient (Escobar, 2016). The rise of digital services and marketing platforms has provided businesses with new ways to satisfy customers (Terrazas-Santamaria, 2021). The Chatbot concept aligns with the ideals of luxury retail brands, which prioritize exceptional service for customers prepared to pay more (Lee, Hansen and Lee, 2020). 
Chatbots brought a fresh level of support to the dimension of service quality by guaranteeing that tailored assistance is available 24/7 but in any location to meet consumer needs. In addition, the Chatbot is designed to facilitate future luxury fashion interactions. For example, Louis Vuitton offers a Chatbot system that offers awareness about global offline stores, access to personal service agents for product care, and conversational interfaces that show off the craftsmanship behind the products. The objectives are to identify the effect of Chatbot's marketing efforts in the luxury retail industry. The author is particularly interested in how information reliability, information trustworthiness, and communication skills affect client impressions in the age of electronic services. The study shows how e-service agents influence consumer impressions of fashion retailers.  Also, to show that digital service assistance tools can facilitate favorable brand/customer interactions, which is consistent with earlier research. Fashion retailers are realizing that they need to communicate with customers in a digital context, Therefore, ZARA can use Chatbots as a marketing technique.

Service agents have a critical role in resolving client issues and influencing whether or not favorable verbal and nonverbal interactions elicit buying habits (Bailey and McCollough, 2000). For both customers and service agents to have pleasant experiences, honest, courteous, and authentic salesperson/customer connections are critical (Gautam and Sharma, 2017). As businesses become more worldwide in the new world of technology marketing and robotics, brands are shifting to the internet to directly communicate with consumers, and service agent roles are evolving. (Bolton et al., 2013). Due to the COVID-19 pandemic situation most consumer buying habit changed dramatically to digital platforms. 

As artificial intelligence progresses and online marketing has become more essential, businesses in the insurance, banking, retail, travel, healthcare, and education industries are successfully employing robotic virtual characters that serve clients through desktop interfaces. (Blake Morgan, 2017). A chatbot is a virtual conversational service robot that can interact with humans. E-service agents can assist with important marketing activities that influence decision-making (Gautam and Sharma, 2017). During customer–salesperson interactions, salespeople earn customers' trust by displaying empathy and listening to their issues. These marketing strategies are especially important for fashion companies that need to share information on personalized fashion trends or services. (Blake Morgan, 2017). By providing customers with simple access to product information, e-service agents can eliminate the temporal and physical barrier between fashion brands and their customers (Darke et al., 2016). 

IT service quality and social network service (SNS) operations have been evaluated in terms of interactivity, entertainment, personalization, trendiness, innovativeness, and problem-solving in e-service agent digitalization studies. (Kim and Ko, 2012). Furthermore, social media marketing efforts have demonstrated that interactivity, entertainment, customization, trendiness, and word-of-mouth can boost brand equity and boost client response.


3.2. [bookmark: _Toc74348010]Zara's Customer Experience by using Chatbots

Enhancing customer–brand interactions require the use of e-service agents. Brand marketers employ online communication to strengthen client connections, boost profitability, and keep customers informed about new products and services (Kim and Ko, 2012). Consumers must see cultural competence as seamless, enjoyable, timely, effective, and accurate online interactions with service representatives. Interactive marketing has a good impact on customer/brand relationships, according to prestige businesses (Leung et al., 2013). To reinforce client relationships, obtain information, transmit brand personality, and share comments on new items, one interactive approach is to use online social media. 

To assist ZARA companies in understanding which elements are critical for talking with consumers, the author focuses on ZARA trademark and claims that e-service agents can execute marketing activities connected to quality of interaction, which necessitates correctness, trustworthiness and expertise. Customer satisfaction is more likely when salespeople provide reliable, current, and in-depth product information, which minimizes ambiguity, promotes psychological connections and satisfaction, and encourages consumers to buy and rebuy quality items (Leung et al., 2013). Twitterbots can provide genuine communication and client pleasure in the same way that human agents do, but they do so use digital tools and computer-mediated communication Chatbots are changing the way customers interact with brands, and they're being employed in new ways every day. Chatbots can perform a wide range of tasks, from answering queries to resolving customer complaints and making product suggestions. It's a storm of epic proportions: In recent years, messaging apps such as WhatsApp, Kik, and Facebook Messenger have surpassed social networking in popularity (Blake Morgan, 2017). 

Furthermore, chatbot start-ups are expanding and licensing their technology to big corporations, making it easier than ever to create a chatbot. Customers are ready for chatbots, and the technology is now available to fully realize the potential of chatbots and forever alter how brands interact with their customers. Chatbots in clothing retailers are causing a stir in the industry (Blake Morgan, 2017). While some businesses nowadays make the error of being app-obsessed, others recognize that their customers do not want to download more apps to their phones. Providing strong experiences with bots can be a great way to provide a positive customer experience.

In fact, the most significant benefit of retail chatbots is personalization, not mobility. Because chatbots can store large quantities of consumer data and learn from previous encounters, they can modify their responses and recommendations to deliver a better consumer experience each time they use the bot. In an age of hyper-customization, the ability to develop a personal relationship with customers and exploit that data is critical for retailers. As a result, Zara fashion businesses can use Chatbot e-service agents to communicate with customers, provide rapid responses to customer questions, and give broad and detailed information to eliminate ambiguity and increase customer happiness.

4. [bookmark: _Toc74348011]The impact of chatbots is being assessed

Without AI solutions, online fashion's growing scale and complexity of customization would be impossible to manage (Gautam and Sharma, 2017).  Chatbots or AI smart assistants are used by the most prominent customized online purchasing platforms. Artificially intelligent chatbots, on the other hand, can understand human language and provide replies to questions that haven't been pre-programmed. Additionally, there are chatbots designed exclusively for retail purposes. Chatbots are proving to be an important tool in gaining a better knowledge of your customers. It keeps track of how long the customer was engaged in the chat and how long it took to respond (Jordan, 2019). According to a study conducted by Harvard Business School and Inside Sales, a five-minute delay in responding to a query can decrease the odds of obtaining a lead. A ten-minute delay can cut your chances of making effective contact by 400% (Blake Morgan, 2017). Chatbots solve the following problems by delivering services on time. Facebook even made some eye-opening data public, demonstrating the benefit of chatbots:
· Organizations can see 80 percent of their chat conversations efficiently addressed by a chatbot with proper implementation.
· Businesses can expect prompt resolutions to high-priority problems.
· 24/7 availability
· Product or service cross-promotion
· An individual client experiences
· Providing appropriate responses to common and easy questions.       (Jordan, 2019). 

Chatbots employ natural language processing (NLP), which allows marketers to personalize marketing activities such as email, social media posts, customer service contacts, and product reviews depending on linguistic context. ASOS, an online fashion retailer, increased sales by 300 percent after implementing a chatbot, while Levi's, a pioneer in the usage of chatbots, partners with AI firms like mode.ai to assist shoppers in finding the perfect pair of pants (Jordan, 2019). Dior also utilizes a Facebook Messenger chatbot to communicate with clients (the platform is called Dior Insider). This service allows you to use slideshows and website links to make your buying experience much more convenient. A chatbot is illustrated in
 Figure – 1 (Jordan, 2019). 










Figure 1 – Artificial Intelligence Fashion Chatbot
[image: Graphical user interface, text, application, chat or text message
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Source – Hugo Boss (2021).

Moreover, Natural language understanding is a subset of natural language processing techniques that aids in human language comprehension. It enables sentiment analysis, which is the process of determining how a client feels about a subject or product when talking with a chatbot (Gautam and Sharma, 2017). Customer satisfaction with live chat is higher (73%) than with phone or email, according to research (Chery Joy 2017).

As a result, when combined with other technologies, chatbots have the potential to become quite smart. For example, Nike, in collaboration with R/GA, is harnessing IoT data to power Nike on Demand, an AI assistant service that encourages customers to stick to a regular workout routine. Therefore, Zara needs to adopt to the latest bot technology to offer redefine customer service experience. 





5. [bookmark: _Toc74348012]Conclusion and recommendation 

This paper has demonstrated that technology has always played a significant role in the fashion industry. However, the fashion industry began a more deeper and faster shift with the dissemination of digital technologies and the abundance of data provided by these technologies - the digital transformation – that is transforming the way customers shop and interact with products and brands (Kim and Ko, 2012). At the same time, businesses are implementing these technologies to better control their own supply chains or to forecast demand and optimize pricing using real-time data and analytics (Jordan, 2019).

Artificial intelligence can now be employed by e-service agents to perform marketing services, with ramifications for client perceptions of communication quality and brand satisfaction. Customer satisfaction with luxury retail brand e-service agents is depending on impressions of excellent communication, according to this study.

The ability to create digital data in relation to fashion products and manufacturing processes is transforming the fashion sector into both a consumer and a supplier of data, which is particularly beneficial in guiding production decisions, enhancing planning and logistics, and customizing items.(Hagberg, Sundström and Egels-Zandén, 2016).  Despite the fact that e-service agents do not fully understand digital service assistance technologies, we explain how they may help develop excellent customer interactions. Customers should be contacted. Our findings can be used by fashion firms as a reference to guarantee that their online marketing efforts are effective.

Customers that spend a lot of money expect to have special experiences. Despite the importance of offline brand performance, digital settings can improve company–customer relationships, consumer happiness, and shopping experiences. Fashion firms are advised to supply correct and dependable information to promote favorable marketing efforts in order to boost online interactions. Overall, this is one of the first studies to investigate people's impressions on the communication quality of chatbots utilized by a legitimate firm. The study found that chatbots can be regarded as trustworthy, attractive, communicatively competent, and interactive, and that they may be an appropriate program for transmitting information in the social media environment.


6. [bookmark: _Toc74348013]Appendix 1 

Introduction to ZARA
Zara, the world's largest fashion brand, was founded in 1975 in Spain. Fast fashion is the focus of the brand, which includes shoes, accessories, swimwear, clothing, perfumes, and beauty goods. Inditex, one of the world's major distribution firms, owns Zara. Inditex, one of the world's major distribution firms, owns Zara. Zara's unique business model, which incorporates production, design, sales, and distribution through the company's enormous retail network, prioritizes customers.

Zara has apparel for men, women, and children at its numerous stores. Zara's diverse goods are based on current customer trends. It operates on a dynamic supply chain, with new products arriving in stores twice a week. It takes roughly 10 to 15 days for the store to get the products after they have been designed. The distribution center in Spain is where all of the clothing is processed. New products are examined, labeled, sorted, and put onto trucks. The gear is usually delivered within 48 hours in most circumstances. Every year, Zara produces around 450 million pieces.

SWOT analysis of ZARA 
Strength 

· Supply Chain Management 
· Unique designs
·  Investment in Technology
Weaknesses
· Only a few markets have a strong presence
· There is less marketing
· Collection that is broad in scope
Opportunities 
· Increasing the number of retail channels
· Using Artificial Intelligence to Improve Customer Experience


Treats 
· Rivalry
· Regulations  
· Cost of raw materials has increased.
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