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Introduction
Marketing is a process that helps organisations understand their customers and create value for them. According to Kotler et al. (2020), the marketing process includes five main stages: understanding the marketplace and customer needs, designing a customer-driven marketing strategy, developing an integrated marketing programme, building strong customer relationships, and capturing value from customers. This process is important because it helps companies build long-term loyalty and sustainable growth.
In addition to Kotler’s theoretical model, the marketing process can also be applied practically through five key management stages: Situational Analysis, Objectives, Strategies, Implementation, and Control. These stages provide a clear structure for planning and managing marketing activities, ensuring that decisions are based on both customer understanding and strategic evaluation (Hooley and Nicoulaud, 2020)

Situational Analysis studies both internal and external factors that influence performance. This includes:
· The Macro Environment – external forces such as political, economic, social, and technological trends (Richardson and Cooperative, 2021).
· Porter’s Five Forces Model – a framework by Michael Porter (1979) used to assess competition and understand pressures from suppliers, buyers, substitutes, new entrants, and rivals (Hooley and Nicoulaud, 2020).
· SWOT Analysis – identifies internal strengths and weaknesses and external opportunities and threats, improving awareness of factors that influence decisions (Vanek, 2022).
· Objectives are specific results that a company aims to achieve within a set time frame and with available resources.
· Strategies describe how objectives will be achieved through segmentation, targeting, and positioning.
· Implementation involves carrying out marketing plans through budgeting, promotions, and coordination.
· Control measures result and ensure that marketing goals are met effectively.
Overall, the marketing process provides a structured approach to developing and evaluating strategies, helping businesses stay adaptable and competitive (Kotler, Armstrong and Opresnik, 2018).
Advantages and Disadvantages of SWOT Analysis
SWOT Analysis is easy to use and gives a clear overview of a company’s position.
It helps managers see what works well and what needs to be improved, supporting better decisions (Kotler et al.,2020). However, it can be too simple and sometimes subjective, depending on opinions rather than data (Sood,2017). It should therefore be used together with other marketing tools like PESTEL analysis for example.
SWOT Analysis of Zara
Strengths
Zara’s biggest strength is its fast-fashion production system, allowing it to design, make, and deliver new products to stores in about two weeks (Martin Roll, 2019). This helps the brand react quickly to fashion changes. Zara is also vertically integrated, controlling most of its supply chain, which ensures better quality and cost management (MarketLine, 2024).
Zara’s strong global reputation and connection to Inditex give it financial stability (Zara, 2025). The brand also focuses on data-driven decisions and customer feedback, where store staff share real-time information about customer needs (Martin Roll, 2019). Its new Zara Pre-Owned service promotes sustainability and circular fashion (Zara, 2025).
Weaknesses
Zara’s heavy dependence on the fast-fashion model can lead to environmental problems and criticism from eco-conscious consumers (Zara, 2025). Its low advertising activity may also limit brand awareness among younger online shoppers (Sood, 2017). Managing a global, vertically integrated system adds high costs, and designs can be easily copied by competitors (Forbes, 2023).
Opportunities
Zara has strong opportunities in sustainability and digital development. Expanding its pre-owned and recycling programmes can attract green consumers (Zara, 2025). Growth in online shopping allows Zara to improve personalisation through technology and influencer marketing (Business Model Analyst, 2024). The brand could also open more stores in smaller UK cities and strengthen its loyalty schemes (TheIndustry.fashion, 2025).

Threats
Zara faces tough competition from H&M, Uniqlo, ASOS, and Shein (MarketLine, 2024). Economic challenges in the UK, such as inflation, may reduce fashion spending. Growing pressure for sustainability and possible supply chain delays are also threats (Kotler et al., 2020; Sood, 2017).
Critical Analysis and Evaluation
The findings from Zara’s SWOT analysis show that the company’s fast-fashion strategy gives strong short-term success but also long-term risks, especially around sustainability. According to Porter’s (1985) Generic Strategies, Zara uses a mix of cost leadership and differentiation. The company offers fashionable clothes at affordable prices while updating designs every few weeks. This strategy attracts customers who want new styles quickly, but it can be copied by rivals like H&M and Shein, which reduces Zara’s competitive edge.
From the resource-based view (Barney, 1991), Zara’s supply chain speed, design flexibility, and customer data are valuable and difficult for competitors to imitate. These resources create a competitive advantage, but only if they continue to match changing market conditions. For example, consumer behaviour is shifting towards slow fashion and sustainability, which could make Zara’s fast-fashion model less effective in the future.
PESTLE theory also helps to explain the impact of external factors. Politically, UK trade and environmental regulations encourage companies to act responsibly. Economically, inflation and cost-of-living pressures affect consumer spending. Socially, customers increasingly value sustainability and transparency in production (MarketLine, 2024). Zara’s response, including its pre-owned platform (Zara, 2025) and sustainable collections, shows that it understands these pressures and is adapting its strategy accordingly.
The SWOT findings influence Zara’s strategic decision-making by pushing it to balance speed and sustainability. The company now invests more in technology, recycling programmes, and digital innovation. This shift supports modern marketing theory, which focuses on long-term value creation for customers and society, rather than just short-term profit (Kotler et al., 2020).
Conclusion and Recommendations
The analysis shows that Zara’s main strengths are its fast production speed, strong brand image, and vertically integrated supply chain, which allow it to react quickly to changing fashion trends. However, its dependence on fast fashion, sustainability concerns, and low advertising activity create challenges for long-term growth. The situational analysis also highlighted opportunities on digital marketing, technology, and eco-friendly fashion, while threats come from increasing competition and economic uncertainly.
Based on these findings, Zara should strengthen its sustainability strategy by using more recycled materials and promoting its pre-owned platform. It should also expand its digital marketing and influencer campaigns to attract younger consumers and develop loyalty programmes to keep existing customers.
Situational analysis is vital for strategic planning because it helps businesses understand their internal capabilities and external challenges. It supports better decision-making, long-term planning, and adaptation to market changes, ensuring that strategies remain realistic and effective in fast-changing environment.
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