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Abstract 
The presence and the value of marketing management in global business is now obvious that each company needs to ensure good practice in marketing management. This coursework discusses and identifies about the process in marketing management in the context of Zara along with the global changes in environment and how Zara reacts to these changes.  Appraising current research and advanced understanding of the topic so to enable them to evaluate business and managerial environments and challenges in primary objective in this coursework. This assignment will try to evaluate and assess how Zara has responded to these challenges in the external environment within their resourcing marketing strategies and will be proposed innovative marketing strategies which would help to the company to operate and survive easier in a crowded and competitive marketplace. In this case study also will be discussed and the customer’s touch points and opportunities and threats. 
















Introduction
The forces that actually affect the business activity of a company are the external environments which create many challenges. The organizations don’t have good control on these external environments but if they want to survive in competitive marketplace they need to formulate totally different marketing strategies to achieve successful adaptation with the new challenges from the environment and sustain business profitability. According the statement Chartered Institute of Marketing Marketing is the management process responsible for identifying, anticipating and satisfying customer requirements in profitable way. Zara is strong name in the clothing industry in global plan. The organization has also gained excellent brand reputation and retained customer loyalty by supplying products with high quality on reasonable prices. This coursework will help us to analyse how the company react to the global challenges of external environment, what’s the marketing management role in the company with the view to adding value and will be discussed customer’s experience journey and how with innovative marketing strategies can be maximized the customer’s satisfaction. 












The role of Marketing Management in Zara
The marketing Management plays significant role and it’s very important and central to the business performance of the companies because it addresses the most crucial aspects of the competitive marketplace and depends upon addressing a number of key issues like what the company produces, how intends to promote these products, how these products will be delivered and how much it is going to charge for it also known as: Promotion, Product, Price, Place, and People. The marketing management also helps to the company in promotion process and shows what’s the company’s vision and mission. It also helps to the company in coordination and production process of all materials representing the business activity. Main task of every Marketing Department is to reach out to potential customers, investors and/or the community, while creating a comprehensive image that represents the company in the best light for their industry. The marketing department has the duties to show defining who is the brand, what stands for, what says about itrself, what does and how the company acts while defines the customer’s and partner’s experience which receive when they interact with it. For the purposes of this assignment it should be explained the difference between the marketing and the marketing management. While the marketing refers to finding out and transforming the needs of the customers into goods and services. It can be said that marketing management is also a process of managing marketing activities which includes different kind of activities as planning, staffing, organizing, controlling and directing to ensure proper function of the company.









External challenges by operating in a crowded and competitive marketplace. 
Zara SA is an international recognized organization, considered as one of the most creative and successful fashion brands in the world, headquartered in Arteixo, Spain. The company sells their products in over 202 countries through more than 6000 stores for Zara and more than 590 outlets Zara Home. Zara manufactures and retails women’s, men’s and chldren’s clothing as well as produces and home textiles brand name Zara Home which is part of the main company Zara SA. The core reason behind Zara’s success is the innovation in fashion industry as well as making good strategic decisions. There are some challanges that Zara SA. meets from the international business environments which are explained in detail below:
Globalization and a changing business environment 
Globalization is the process of integration and interaction in which the organizations and other businesses are able to develop international influence or to operate on international scale. Its involved in higher movement of labor, greater fare trade, improved transport, increased need from communication and capital flows, effectively reducing barriers between countries worldwide.
  Regard the globalization process and its reflection over Zara SA. there are a few main points about their type of fashion that is important to be discussed: for example,  the speed at which Zara produces and distributes new items (clothes may be gone from the store within 14 days) and the fact that these items are sold at nearly 6,000 stores all over the world. Perhaps even more fascinating is the data on trends and consumption habits that Inditex has, by virtue of their business model (“fast fashion”); they are essentially the same in similar neighbourhoods in megapolises worldwide. It definitely there’s a difference across borders; the fast fashion clothes they produce is global but spreading their business all over the world they should be aware that there are differences in the clothes that would be sold in some countries which is connected with the cultural models of the people there. One of the results from the globalisation process is that the company faces greater competition from other clothing retailers. And the other result of it is that globalisation process has also allow increased levels of investment. Because of the benefits of the globalization Zara SA can earn huge annual revenue because the company manufactures about half their clothes in Spain, in their own factories but the rest of their clothing is manufactured in long-lead and cheap factories in Asian countries and China which reduces their expenses for labor costs. those lines endlessly.
The other challenge in front of Zara SA is the continual rise of digitalization. In the last ten years, the retail fashion industry has changed progressively with the advent of fast fashion and e-commerce in global plan. Also with the advent of new technologies has raised customer’s expectations as consumers or penetration of the digital industry has made the people to see the possibilities of good data management realised and how important it is. Zara certainly demonstrated this during the customer’s experience in their shop Zara is one of the most popular fast fashion brands. Zara’s “fast fashion” model is valuable because  it allows retailers to deliver products from the designers to mass markets at relatively lower prices and with high speed and in this way bringing new fresh modern trends virtually straight from the catwalks to retail points. Operating on a seasonal basis the other fashion retailers which manufacture traditional clothes are not able to reach this as it requires several-month-long lead times for the production and distribution of collections. Actually Zara SA has focused to use the big data analysis and digitalization in the short term to further increase sales turnover and operate with even leaner working capital. Also Zara SA managed to develop efficient supply chain that cuts this production cycle down to less than 20 days.Also the ability to master this speedy production cycle has catered to demanding, instant-gratification-minded consumers and caused Zara to thrive over the past few years while other retailers have met stagnant growth or declining.
[bookmark: _GoBack] One of the benefits from digitalization process is tracking of inventory in real time of the goods right up until it’s sold to customer at a retail shop- before it leaves a centralized warehouse all clothes, for example, is marked with RFID tag. To eliminate the fashion risk   Zara can constantly optimize and refine its inventory management, design and distribution. In this way the company also minimize waste in the process of production cycle. In every aspect of a customer’s experience Zara is seriously focused on digitalization by implementing it of online “click and collect” in its key flagship retail points. That allows to the clients of the brand to order items using the webstore of the brand and pick them up in-shop, and provides a win-win for Zara and the customer. From the customer’s point of view, it is very convenient. Also using the digitalization in their business for Zara means even more immediate knowledge about the consumer preferences for individual items stored in specific locations and the inventory management. Zara should also focus on and expand this initiative because in this way it would help it to remain competitive on the global marketplace. It seems that this shopping method will continue to be popular with consumers, and if Zara is able to quickly analyze and process the data, this channel could operate as a just-in-time supply chain. That’s very good opportunity for the company because it could manufacture and distributes only the guaranteed number of goods to be sold at specific stores. In this way it would reduce its inventory to effectively zero and wouldn’t have left items from previous collections.
The other challenge which stands in front of the company is increasing the brand awareness and competitiveness. Actually Zara doesn't spend money on for advertisements but the company has another strategy to increase the brand awareness: Zara prefers to use their budget
on buying storefronts next to luxury brands to "own the label of affordable luxury". According to Masoud Golsorkhi, the editor of Tank Magazine, "The high street is really divided according to brand value...Prada wants to be next to Gucci, Gucci wants to be next to Prada. The retail strategy for luxury brands is to try to keep as far away from the likes of Zara. Zara's strategy is to get as close to them as possible". By having a traditional street-side store next to luxury shops Zara name gets out as attainable fashion luxury products.  Zara made its name by consumer word-of-mouth while provide fashion clothes and accessories quicker than any other fashion brand. The main Zara competitors are H&M, URBN, Gap, Uniqlo, eShakti, Tracy Watts, Polmolint, Vero Moda and J Crew. The competitors brands can book factory space in advance abroad where the labor costs and taxes are lower for example Asian countries as China, Vietnam and so on. This is big advantage for them because most of the goods manufactured by Zara SA come from their European factory but with better quality. The other point that makes Zara strong competitor compared with the other brands is the low inventory which is very important for fast fashion brand. Because Zara realizes the fact that holding large amounts is risky for fast fashion because products that are in demand one day can be unsaleable on the next day and can lead to outright waste and heavy discounting. The supply chain capabilities of the brand and agile manufacturing allow it to avoid inventory issue across the supply chain and replenish as often as two times weekly. Maintaining low level of inventory helps to Zara to be implemented in the customer’s mindset that purchasing in Zara they buy clothes from boutique unlike for example H&M where the customer has the feeling for cluttered space because of their inventory issue.
The other important point from this case study is managing reputation of Zara as another challenge which meets the company. Managing the reputation actually means how the people perceive the company and it goes through 3 stages: building, maintenance and recovery.Actually the brand received a reputation as the ultimate European fashion destination In 2012 Green Peace accused after an incident Zara and 20 other famous brands from the fashion industry of selling clothes which contaminated with risky hormone disrupting, reason for cancer causing chemicals which are extremely harmful to the environment and the customers and contribute to toxic water pollution. After the environmental organization launched their Detox campaign more than 300000 of Zara’s fans commented on social medias pages urging the company to Detox, expressing their desire for “fashion without pollution”.
Thousands of fans emailed and tweeted Zara directly or signed up for Detox Zara, demanding the change to be made. So after built and maintained the name of the brand after this incident the company had to recover it after the negative opinions and reviews. 
 So the positive reputation is very important, it shows the presence and the influence of the brand in internet, social media presence and it helps for building the brand’s name.
The customer’s expectations are rising constantly. The expectations are shaped from their previous experiences. Understanding the expectations is crucial for the developing the business and providing excellent customer service. If the customers are satisfied that means that their expectations are fulfilled. To be able to achieve this customer’s satisfaction Zara SA should know its customers, to understand and meet their needs and  to meet their expectations. Because happy customer means returning customer for every business. 
For raising the awareness of the brand and managing and evaluating the customer’s journey it’s necessary Zara SA to create and develop new innovative marketing strategies to attract more customers. For this purpose it’s very important Zara SA to provide excellent customer’s end to end journey. 
Compared to other competitive companies from the fashion industry the advertising expenses of Zara are very low. Very good marketing strategy would be to be increased the budget of the company for advertising which would rise the awareness of the brand. The advertising is very important part from the marketing process. 
Although Zara manufactures and retails women, men and kids clothing and accessories, in people’s mindset its connected with women’s clothing. Probably because 60% of the clothes the brand manufactures are for women. Good marketing strategy would be to start producing more clothes for kids and men. In this way the brand would attract more customers from other target groups- mothers, fathers, kids and men. 
It would be also very good marketing strategy for Zara to use more the social medias to promote their clothing and to rise the awareness of the brand. Also can be used the popular strategy with the social media influencers. Customers also have the opportunity to  follow Zara on Twitter, Facebook, Instagram and Pinterest  and in this way to be informed when and where will be the next sales). 
The other specific thing, part of Zara’s current strategy is to locate its store on high street retail areas in most capital cities. It would be a good idea if the brand offers promotions and better prices in a stores which are not located on high street areas instead higher prices on a popular city locations. In this way the brand would increase their sales growth significantly. 
The brand should try to build strong relationship with the its customers (touch points).
According Inditex annual report: « Shop is the place where our business model begins and ends. With the customers as principal active ». Undoubtedly the first contact between Zara and its clients is in its stores. As already was stated in the case study Zara prefers to focus on creating good looking shops instead of making expenses for advertising. According Echevarria, Zara Communication Officer, « Our store locations and window fronts are our biggest form of advertising ». The brand has their own conception for well-prepared disposition of the clothes in the shops which is created from the company designers and it’s the same in all stores worldwide. Designers send pictures and guidelines in all Zara’s stores. 
The other very important touchpoint for the company is the key locations of the shops- in the most luxurious locations in the largest capitals: 5th Avenue in New York, Avenues des Champs Elysees in Paris, Ginzia in Tokyo and Oxford Street in London which creates posh feeling in people’s mindset.
The next important touchpoint is their « no publicity » concept. Actually the goods are manufactured in limited quantities (not repeated even when stock runs out) oblige customers to pay visit to shop regularly because of the important rotation of products (two times weekly delivery). As result statistics shows that this concept makes the customer to visit the stores on average 17 times per year. Compared with the other competitors where the customers visit their stores around 3 times per year which shows strong brand loyalty. What definitely helps to Zara to build strong brand loyalty is ever-renewed collection.
On 2nd September 2010 was launched for first time Zara’s e-shop, presented in a minimalist style modelled on stores. 
      Another interesting and very important thing is that the company doesn’t employ foreign marketing agencies for promoting their business. Jesus Echevarria, the managing director of the company drives all the communication (exception is new shop openning).

Thanks to its high performance on key activities and this shop concept Zara offers latest trends and ultime fashion at lower prices. It’s being seen in most major megapolises of the world as an iconic fashion destination that are crucial for driving customer in.
Actually there’s no better way to be explained all the Zara concept about its customers than using the quote of Jesus Echevarria: « Advertising is about building up expectations, and telling customers what they can expect and what we can deliver. At Zara, we want expectations to come from the in-store experience, and to come from the customer’s personal journey and satisfaction from shopping at Zara. That way, there is no opportunity for disappointment and there is no way for Zara to give false promises.”
What makes Zara so successful brand and turns it into customer’s magnet is “Fast Fashion” philosophy of the company. That makes the clients to come back into shops to see new trends  and clothes which they definitely don’t want to miss and what they must own before it’s gone forever because of the limited quantities The other key for success for the brand is the fact that Zara SA also always trying to listen and respond fast to its customer requests in the global marketplace within ten days.
The other important key point is the fact that Zara understands the customers needs. This helps a lot to the brand when should be taken important decisions for how it designs, produces product, and stocks its shops. Zara works to appeal to the emotional desire of “fashionistas” to be one of the first and one of the few to own a particular item of clothing. This emotional desire pulls customers back into the stores; it is their magnet for customer repurchasing. 
As a result from the hard work of 300 designers which create the continuous stream of new looks in Zara’s stores every year  there are 20000 new models. In this way Zara creates urgency to buy now because the customers know that if the red blouse love that they like today probably wouldn’t be for selling tomorrow. This is real customer’s loyalty. 


Conclusion
Marketing management is crucial factor for any organization especially for those like Zara SA which are in fast fashion industry. Zara should keep using effective marketing strategies for business growth and should keep providing excellent customer service as they do until now. Very important and key competitive advantage is to maintain low level of inventory. The brand should continue to provide great customer journey experience for the clients which would make them to come back in the store or purchase online from their online shops again and again. The company meets many challenges in their business environment due to globalization, competitors, increased digitalization and rising expectations of the customers but Zara SA manages to deal with it very well so the future tendency suggests that they will continue to be global fashion leader with impressive growth. Thanks to their innovative business model that minimizes the time between when a new product is created from the designers and when it appears in the stores to meet the customer demand with focus solely on following the latest  trends in the fashion industry. Rapidly changing of the trends is not big challenge for Zara because the company knows very well how to be ahead of the curve. And the most important thing for every successful business- Zara doesn’t have unsold products because the company is very good in predicting demand, doesn’t produce more than they can sell and their production and distribution process is very fast- 3 weeks from concept to stores which is almost unheard for fashion industry. 
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