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Introduction

Digital marketing is not only mainly for covering wide area for product for reach out to
more customers, but it is also more important to the customers to contact directly to
the company and the customer get the feedback or response and they purchase the
best product what they liked most from that company. With the time passed the
technology and usage of the internet services shift of traditional marketing strategy to
digital marketing strategies. Now a days the usage of digital marketing increasing as
customer gets the variety of products without any kind of boundaries from entire
world. Digital marketing strategy built up on the best product and the services that
totally provided by internet and any digital medium/channel like Laptop, Mobile
phones. These kinds of digital medium fulfil the requirements of the customers when
they are sitting at home and getting the best product and service from any worldwide
company. To grow up any business to became worldwide the digital marketing is one
of the best way to grow up their company as they use the upgraded digital tools
which makes marketing level high and business get the profit and more customer
ratio from the worldwide.

Fast fashion brands with “fast, fashion, affordable” three magic weapons to seize the
market opportunities, opened up by the global consumer popular emerging clothing
market. In the view of this case study takes ZARA, a typical representative of fast
fashion brand, as an example, analysis ZARA’s 4C marketing strategy, SWOT
analysis of ZARA, ZARA'’s value chain and summarize the reason of ZARA'’s
success.

ZARA was founded in 1975 by Amancio Ortega, founder of the Spanish INDITEX
group. As of October 31, 2019, ZARA is the first number clothing brand in Spain and
the top three in the worldwide. The design of ZARA always keeps up with latest
trending style and the price is also affordable compared to the any other fashionable
brands. Zara has 123 stores in more than 50 cities in 21 provinces. On 5™
September, 2012, Zara officially started online sales.

Rationale of the study

Now a days, we all know about that how the digital tools making very important role
of our lives. As per current situation everyone has the internet connection that
provides the all king the latest and upgraded information about any thing you can
search it on google or any other online platform. In second any person get the
correct information from that online platforms. Same as purchase any thing is much
easier because it goes through just One Click and you get your product at your home
in working 5 — 6 days. These kind of wide range networks are becoming the bridge
between customers and companies. That network connectivity connects the
customers to purchase the product at their convenient time.

Digital marketing is a direct marketing to their customers via interactive tools like
email, social networks, online influencers, and online advertisement. Digital
marketing strategy always updated to their customers to purchasing the latest



product from their company and reach out the highest customers ration in marketing.
With the usage of the advertising and campaigns companies more encourage with
their customers day by day. That helps them growing up their business perfectly.
Digital marketing strategy helps to growing business as well as the fulfil the
customers requirement in short term period.

Aim

The aim of this research project is to investigate on the impact of Digital Marketing
Strategy on consumer perceptions by considering ZARA as important research area.

Research Objectives

To analyse the various Digital Marketing Strategies utilized by ZARA

To identify and analyse the current Digital Marketing Strategies implemented
by ZARA

To determine the impact of ZARA’s Digital Marketing Strategies on consumer
perception

Research Questions

Which are various marketing strategies utilized by ZARA?
What are the current Marketing Strategies of ZARA?

What is the impact of ZARA'’s Digital Marketing strategies on consumer
perception?

Tradition Marketing VS Digital Marketing

Any product marketing done through traditional strategy way as well as the digital
marketing ways.

Traditional marketing companies must refer to any of the advertising,
promotions and campaign that increases the customer ratio for selling the
product. Another simple way for marketing is kind of flyers, print the ads on
newspaper, newsletter, doing broadcast, English magazine, and direct mail
for selling the product to the various customers. In digital marketing
companies using modern digital tools such as, internet, laptops, mobile
phones that helps to selling any of the product to worldwide and boost up the
customer ratio.



e Through the analytics research it is much easy to measure the efficiency of a
campaign than in the Traditional marketing it is very difficult to measure the
efficiency of campaign.

e In Digital marketing it is too easy to make changes and update information at
any time than in Traditional marketing they have inform them about any
changes and updated information about the product every time by
advertisement or Print on Newspaper.

Relationship between Digital Marketing and Customer

Three was a time when customers get the any product information through the
tradition marketing ways such as from newspaper, television, radio, flyers etc. After
then they get the updated information about the product then compared to another
company’s product portfolio that they heard before and doing comparison about
product and taking time for select the best product from that. So, after all this
process customer delay the decisions and their time pass on to compare the
products and somehow customer just cancellation the product after taking many
decisions. So, in Tradition marketing strategy each customers taking more time to
purchase the product so many of the companies did not get the best feedback from
the customers in short term period.

Now a days digital channels are more efficient for customers such as internet,
laptop, mobile phone etc. from this kind of the medium customer can access the
internet and they can purchase anything from online platforms at sitting at their
home. With digital marketing customers get any kind of the things without going to
any long queues and without any travelling, they can get the best product from those
favourite brands within the 5 — 6 working days delivered to their home. Customers
also get the notification about any update product from their favourite’s brands or
shops so that day by day customer also upgraded their lifestyle, fashion and many
more. Customers like the product and they give it the feedback and review for that
company so that it is also more profitable to gain customer’s feedback for that
company portfolio and success ration for that specific product that sell more
efficiently.

Literature Review

Digital marketing is being described as online marketing where promotion of brands
is being done for getting connected with the customers through different online
platforms (Dilami, Hosseini and Ahmadi 202 |). Digital marketing can also be
described as the important form of digital communication where internet is being
used as an important medium for reaching the customers (B ru hn and Schnebelen
2017).

Integrated Marketing Communication has become a popular term in current business
environment that represents the process for conveying the unified message across



the globe by using different types of channels in terms of driving hire customer
engagement (Hofacker et al. 2020). In other words, 1ntegrated Marketing
Communication concentrates on ensuring synergic effect between values and
brand positioning (Fal5t and Holubcik 201 7). It helps in reflecting common
message for improving communication technique.

Consumer buying behavior is being referred as the action that is being taken by the
customers before making purchase of any product and services (Nessel 2019). A
process includes different components such as social media post, search engines,
engaging and other options. IN understanding the customer buying behavior is
being defined as the most complex process, where analyzing the attitude of
customers towards communism their purchasing pattern believe and behavior is
important (Saura 2020).

RACE Model in Digital Marketing

In the strategic planning process race framework is very important that is being
followed in digital marketing field. Depending on the structure associated with the
action plan different processing stages of the users are being reflected in this model,
where using three stages such as reach at convert and engage the entire digital
marketing process is being reflected.

Reach .stage mainly focused on building the understanding approach of the brand
for making the website digital in different social networking sites (Nessel 2019). The
state mainly focuses on making the product and service reachable for the
customers. In order to increase the reach of the product different techniques such
as email marketing, content marketing, social media marketing and search engine
are being used (Opreana & Vinerean 2015).

Act is another important stage in which the company tries to make the website
visible to the customers (Siroker &Koornen 2013). In case of Zara, the company
uses their website for making its informative approach in terms of addressing
customer demands.

Convert stage helps in reflecting the important moves taken by the organization for
gaining more customer attention (Dilaini, Hosseini and Ahmadi 202 | ). Being a totally
offline service providing organization, company has decided to increase its online
business. After the fall of self-due to negative customer experience, the company
has decided to maximize age online operations.

Engage is mainly focus on improving customer communication for long-term growth
by improy’'ing customer relationship (Hofackerc et al. 2020). Process includes the
involvement of both new and existing customer. In case of engage stage, it has been
found that the company has maintained is continuous effort in terms of gaining
customer retention with its aggressive digital marketing strategy. In order to interact
with more customers, the company has decided to interduce referral program in



terms of attracting new customers. Increasing visibility in digital media platforms,
Tesla has focus on launching attractive advertising contest for attracting potential
target customers.

Considering major advantages of RACE model, it has been found that it is highly
suitable for digital marketing approach. Dilami, Hosseini and Ahmadi (2021) stated
that it is also suitable for launching new products and services. By critically defining
customer life cycle it helps in managing the digital activities. By continuing this, it can
be stated that it is the simplest model that can be adopted by the companies.
However, James et al. (2017) stated that major disadvantage of this model is lack of
knowledge regarding the implementation of process may negatively impact on the
result. Having clear online goal is necessary for the companies before adopting this
model. Especially in case of small sized organizations, implementation of RACE
model becomes quite challenging.

Research Methodology

Research methodology is being referred as a technique that helps in identifying
appropriate technique and method that can be suitable for addressing research
objectives (Cuervo-Cazurra et al. 201 7). In research paper, research methodology
helps in evaluating reliability and stability of the research project. Research
philosophy will be used for managing scientific evidences associated with concern
area. This philosophical approach can help in utilizing scientific evidence for
providing logical explanation of topic area. Deputies’ research approach will be
followed in this research project, where the researcher will typically associate with
scientific evidence (Daniel and Harland 2017). Considering past research models as
initial framework, the hypothesis for this research project will be tested. In order to
develop critical analysis on topic area, customer behavior theories will be considered
for reflecting customer purchasing decisions. The Masl ow’s motivation —need
theory, Reasoned Action theory and Hawkins Stern impulsive buying theory will be
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terms of analyzing the topic area (Petrenko 2017).

Research Techniques

Qualitative and quantitati>’e are two types of research techniques. Quantitative data
reflects the information about nu mbers and quantities on the other hand qualitative
data is abnut describing the topic area in detailed manner (C uervo-Cazurra et al.
201 7). Quantitative data can be measured but the qualit y data cannot be
measured. In this research project quantitative research technique will be
appropriate because while conducting a survey approach, quantitative data can
help in collecting numerical value. The research project will be developed using
mono method. Therefore, in this research project onl y quantitative research
technique will be appropriate because while conducting a survey approach,
guantitative data can help in collecting numerical value. The data for cross sectional
study will be collected within 10 weeks.

Data Collection Methods

There are two types of data sources such as primery and secondary data (Boslaugh
2007). While collecting primary and seconder y data different t ypes of rnethrxls such
as interview, observation, case study, survey and checklists are being followed
(Fletcher 20 17). It is very important for the researchers to decide which tcynl will be
appropriate for data collection based on the research objective. Depending on
different purposes of the research paper, appropriate technique is being followed by
the researcher. While formulating questionnaire for the sury’ey technique, 1 5 close
ended questions will be structured by the researcher. Basically, rating scale
technique will be used for close ended questions and the resindents will have five
minutes per question to answer.

Analysis of data

Data analysis can be considered as the most important part in a research project.
Data analysis is being defined as an important process that concentrates on
inspecting, transforming, cleansing as well as modeling the data with the proposed
research objectives for discovering useful information for formulating conclusion of
the research project (Hickson 2016). In this research paper the researcher has
decided to follow survey technique where quantitative data analysis approach will be
followed by the researcher (Queiroz et al. 201 7). While analyzing the data by using
this Excel, data can be represented in tables and different diagrams. Mainly bar
graph will be used along with the table when nu medical value will be represented as
percentage.



Research ethics and privacy

Research ethics can be considered as moral principle that helps in guiding the
researcher for conducting research papers without harming the participants
associated with the research project whether unknowingly or knowingly (Kumar
2019). In this research project the protocols of Data Protection Act 1998 will be
strictly followed by the researcher. Before starting the survey, process consent form
will be shared with the individuals and maintaining privacy and confidentiality of the
participants’ personal questions will not be asked to the participants. Collected
information will not be shared with anyone and the researcher will try to maintain
unbiased behavior towards the participants in terms of honest y and accuracy in this
project.

Conclusion

It is very important to know the psychology of the consumers in the dynamic
environment. Ever changing buying behavior of the consumers in the digitalized
world should be understood properly to make the business sustainable. The
revolutionized economy possesses many threats and challenges which are to be
faced by the marketers today. People should be made more aware regarding the
advantages of digitalized marketing. More efforts should be laid down to make digital
marketing safe so that there is an increase in the market size. The digitalization has
brought positive change in behavior of consumers. The greater change can be seen
in big cities and among working couples due to lack of time it is convenient for them
to do buying, payments at any time anywhere. Also digitalization gives rewards to
consumer in form of coupons, gift vouchers, discount, cash back, cash discount
which motivates them to use digital transactions. At last to create awareness and
increase the usage of digitalization there is need to have promotional campaigns,
roads shows, workshops among costumers.
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