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Executive Summary
This report is an analysis of the customer service system and strategies of Zara. Zara is a prominent fashion retail brand. They are well known for their customer service. The report is divided into three parts. The first part discusses the internal and external influencing factors that ensure quality control and enable Zara the opportunity to provide 24/7 customer services. This part discusses different customer service and relationship theories and reflects the customer service system of Zara. The second part of the report elaborately discusses the strategies that Zara must adapt to cater to the new customers and their demands. Lastly, a few changes are recommended to improve the customer service system of Zara.
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[bookmark: _Toc110215653]Introduction
Customer satisfaction is the key to the success of any business. Customer satisfaction comes from effective customer service. Today’s customers are more aware of their surroundings as well as demanding. In the past customer satisfaction wasn’t a concern until the retail theory was developed. According to the retail theory, customers don’t only purchase a product, they embark on a journey with the business. Businesses need to emphasize the service and enhance the purchasing experience. Satisfying customer service leads to customer retention, sales growth, and brand value. The retail business is already competitive but the fashion retail business is even more competitive (Singh and Dagur, 2022).. Fashion is not only about a product, it is about the experience. Although retail fashion provides reasonably priced items, they aim to provide a luxurious experience. Customer service in the fashion retail business elevates the customer’s perception of the brand and helps to retain loyal customers. This report is an in-depth analysis of customer service in the fashion retail business. this report will discuss the influencing factors that help Zara to ensure 24/7 customer service. Further, the report will analyze the strategies Zara should adopt for new customers. Lastly, a few recommended strategies are discussed to improve the current customer service of Zara. 
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Zara is one of the largest fast-fashion retail businesses in the world. Zara caters to a larger and diverse customer base with its affordable fashion items. Zara is a brand that believes in customers relationship and increasing customer satisfaction. Customer relationship management is the most crucial part of online business. The main focus and advantage of online shopping are that customers can shop at any time (Hartley, 2015). As customers can shop at any time, they will need assistance at any time. Zara understands the need and importance of strong customer service and designs the operation strategies accordingly to control the quality and enhance the experience. 
Technological revolution
In today’s competitive market customer service is the most essential factor. Customers now expect better services as the world is moving. Retail businesses like Zara that operate both online and offline in a competitive market need to continuously develop their customer services. The factor that influences the effective 24/7 customer service of Zara is its personalized customer service system (Danziger, 2022). Every business now understands the need for personalized customer services. Every customer is different and their expectation is also different. Businesses like Zara cannot implement a customer service strategy without the scope of personalization. To implement the personalized customer service approach, Zara adopted electronic customer relationship management. Zara increased their use of electronics to improve its personalized customer service. 
Several factors influence the operation of Zara to control the system and deliver customer 24/7 customer service. Ansoff’s matrix analyses the product and market expansion strategies. The matrix identifies the influencing factors that impact the business operation that leads to strong and effective customer service. One of the main issues that arise in online shopping is mismanagement. Many times, customers receive the wrong products, or the package gets delayed or not delivered at all. In these, scenarios, customers need to track their orders. To improve the process they implemented a radio frequency identification (RFID) system (Landmark and Sjøbakk, 2017). This technology identifies and tracks individual orders in its logistic system. This technology-enhanced Zara’s pre-purchase and post-purchase services. Customers can track their products and be well aware of the delivery schedule. 
The use of electronics has improved the quality of customer service at Zara. The technology made the process efficient and eradicated common issues in post-purchase customer service. With the use of different electronics, Zara gathers data about customer behavior. The data is used to predict new trends, identify less profitable items, purchase cycles, and more. 
Responsiveness
The most common problem of customer service is a lack of responsiveness. When a customer needs assistance, they expect an immediate and timely response. Most brands lose their potential and loyal customer due to responsiveness in their customer service. The market is growing and so is the customer volume and the number of people seeking customer care at a time (Singh and Dagur, 2022).. In today’s modern busy world, customers don’t have the time to wait in line for customer care. The more time a customer waits in line for a customer care representative, the more they became dissatisfied with the brand and its services  (Armstrong and Kotler, 2022). Even if the customer gets a representative instantly if the service provider cannot provide the necessary information and be helpful, the overall satisfaction level with the brand decreases. Thus, retail brands like Zara go to extra lengths to increase their overall responsiveness. 
Zara designed their customer service in a way to ensure all the customer complaints are directed to the right authority and rectified in the shortest possible time. The system that they designed directs all the customer complaints to the headquarters. The benefit of chaneling all complaints towards the headquarters is that the company can respond from the central position as well as all the complaints are responded to following required standards. 
Customer service is not only responding to the complaints but taking the complaints into account and analyzing it to identify similarities, and repetitiveness and act accordingly. Zara analyzes their data to find if any complaint is repetitive. Repetitive complaints indicate a severe problem with products or marketing approaches (Gusó Sierra, 2017). In the year 2014, Zara received massive complaints about a Wild West Film kid t-shirt. As the complaints piled on, Zara immediately take down the product from all of their stores, online, and also from all the branches of Brick and Morter. Their response to the complaints showed their commitment to the customers.


Customer Service Training
Zara aims to achieve a customer-centric approach in its customer service operation. Zara believes in delivering a unique experience to its customers. To improve their customer service quality they organize a regular customer service training program. These programs are designed to train the customer service representative to provide quality service all the time. the program increases the skillset and knowledge of the customer service representative. The regular customer training improved overall performance and the change is evident in customer satisfaction.
Despite the regular training program, Zara faced backlash about racial profiling at their store. The customer service representatives were told to be more cautious around customers from the black community to reduce shoplifting (Gajanan, 2015). This insensitive approach damaged Zara’s brand image and customer service was hampered. Unsatisfied customers criticized the company. Although Zara apologized the damage is difficult to repair.
Globalization
Globalization is another influencing factor behind the 24/7 customer service of Zara. As Zara operates globally, it can utilize the differences in time zone and divert them to its customer service. When one part of the world goes to sleep, the other part wakes up. But there is no sleep schedule for a shopaholic. Zara has a customer service department all over the world. With their global customer service team, they are 24/7 available to cater to the customers’ needs. Global operation influences the customer service of fashion retail brands (Singh and Dagur, 2022).. Globalization also enabled Zara to reduce its production lead time. With a shorter lead time in production, product delivery also decreases. With better production and supply chain, Zara can provide better customer services to their customers.
[bookmark: _Toc110215655]Ansoff’s Matrix Analysis
Ansoff’s matrix is a model that analyses the market expansion strategies. Market expansion is needed to cater to the global audience. Zara can neither understand nor provide customers what they need without existing and entering new markets (Peelen, 2013). Along with the new market, product development and operational development are also influencing factors in achieving 24/7 as well as satisfied customer service.


Market Penetration
Market penetration is when a business sells the existing product to the existing market. Zara is one of the largest fashion retailers and its revenue shows the success of market penetration. Zara understands the return of market penetration. Their sales volume and revenue are increasing. The increasing revenue is leading to the business expansion. They are opening new branches and developing new technologies to enhance customer service. They can invest in technologies that improve customer service. 
Product Development
Zara is consistent with its product development. Their strong supply chain reduces the lead time. As the number of customers is increasing the demand is also increasing at the same time. The customers contact customer service for product information and many times products are stocked out. The customer’s care can take down the product request and assure the customer about the possible restock time (Gusó Sierra, 2017). the efficient lead time ensures that the product cycle is efficient and regular. Thus, customer care can provide accurate information about possible restock periods.
Market Development
Market development is one of the most important strategies for Zara. Zara started their journey in Spain and eventually grew globally. Being in a competitive fashion industry Zara needs to continuously grow and develop new markets to stay in a competitive business. Customer service is also associated with market development. Zara is a global brand with demands all over the world (Danziger, 2022). They need to cater to a larger audience globally and serve them extraordinary services around the clock. Zara develops new markets and serves the market with great customer service.
Diversification
Diversification influences the customer service of Zara as it increases the overall productivity of the operation. Zara being a global company has customers all over the world from different cultures, races, gender orientations, and economic conditions. Firstly, Zara employs employees from different races, gender, and cultural background. It helps the brand to understand their customer more deeply (Yu Sum and Leung Hui, 2009). They can also control their work environment and increase productivity. Their efficient, diverse, and massive workforce allows them to run 24/7 customer services globally. Instead of pre-recorded messages, they can ensure real human contact.
[bookmark: _Toc110215656]Communication Mix
Communication mix is the process of mixing and using different tools for business communication. Business communication is the process of maintaining effective and uninterrupted communication with customers. Communication can be both one-way and two-way. One way of communication is when businesses use promotional campaigns such as advertisements to promote brand image, new offers, or the business in general (Hartley, 2015). Two-communication is when customers and the business communicate with each other.
Communication tools can be used independently or simultaneously together to enhance the quality.

Figure 1: Communication Mix of Zara's Customer Service
Source: (Armstrong and Kotler, 2022)
Zara’s communication mix is an influential factor behind the customer service system. Zara uses different communication tools to communicate with the customers 24/7. With different communication tools, different channels are associated with customer service.
Advertisement: Advertisement is the primary mode of communication used by brands like Zara to communicate with the customer and make them aware of the products (Martin, Khoshtaria and Todua, 2022). Along with advertisement in the store, billboards, and social media advertisement is very effective. With social media ads, Zara can communicate with the customer at any time. 
Interactive Marketing: interactive marketing is a way of communicating with customers and understanding as well as solving their concerns. Instagram lives, and YouTube channels are used to do interactive marketing with the customers.
PR and Publicity: Zara works with different fashion influencers. They associate with Zara and promote the brand to their followers. Customers get to know about the products through these PR activities and with these activities, Zara can communicate the needs and demands of the customers.
Sale Promotion: The discounted price is what every customer looks for. Discounts or promotional prices are being used by Zara to attract and build customer relationships with new customers. With sales promotions, Zara can serve the customer with the greatest deals and build loyalty.
Direct Marketing: Direct marketing is the most prominent marketing tool used by Zara for 24/7 customer service. With the help of digital media or social media, Zara can communicate with the customer at any moment. From automated chatbots to personal assistance social media is the influencing factor behind the 24/7 customer service of retail fashion (Peelen, 2013). The customer representatives of the digital media department can communicate uninterruptedly with the customers.
These are the influential factors behind the control over the system and ensure continuous and uninterrupted customer service of Zara.
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Task 2: Strategies for Building Customer Relationships with New Customers
Zara is one of the most popular fashion retail brands. They have a huge market and they are growing continuously. The growth of Zara is resulting in increasing customer demand globally. The new customers have different expectations and need to be approached accordingly. The new customers of Zara mainly belong to a new generation also known as generation Z. Every retail brand is focusing on how to strategically cater to customers belonging to generation Z. This generation is young and has a fresh, vibrant and conscious approach to fashion (Singh and Dagur, 2022). They want to be trendsetters and they value quality service at a reasonable price. Generation Z is aware of the quality of service they deserve and they don’t settle for anything less than the best. 
Zara needs to strategic to design its customer service and relationship management. Several strategies are relevant in the current time to create an effective and profitable customer relationship with new customers.
Omni Channel Presence
Businesses need to use different channels to market and promote their products. In this highly competitive industry of retail fashion, market presence is inevitable to retail position and success. The traditional approach for marketing is to use a single channel to promote the brand. But in today’s world of choices, there are plenty of channels to communicate the brand with the customer. Social media alone have numerous platforms where brands can communicate with their customer. Every social media application has different use and form of communication and also different types of audiences (Bae, 2020). Facebook is more like for families and millennials whereas Instagram caters to younger and enthusiast as well as sophisticated audiences. Instagram has audiences ranging from late millennials to generation Z. Instagram also has influential celebrities who often work as brand promoters. Instagram is more appropriate to promote brands to new customers. On the other hand, Tiktok is also gaining tremendous popularity. Tiktok gives better communication options to the audiences (Martin, Khoshtaria and Todua, 2022). As the entire application is video content-based, it gives brands like Zara more screen time to communicate with their new customers. Zara needs to use all these social media applications to promote its brand and cater to the needs of the new customers. With the use of all these applications, they can provide great and timely customer services on social media platforms 24/7. Social media operations have no time restrictions thus, Zara can use it to build customer relationships with new customers.
Apart from social media, other channels need to be used simultaneously to enhance customer service and develop better customer relationships. The young generation isn’t the only new customers of Zara. Zara’s target customer ranges from kids to adults in their 40s. Although social, media is the most effective channel of communication, other channels like phone calls, e-mails, and websites are still influential and effective to an older segment of new customers. Phone calls especially are more effective as it builds a personal level of relationship between the service provider and customers (Peelen, 2013). Other platforms connect less on a human level due to the technology. Thus, the use of several channels is essential to building an effective customer relationship with new customers.
Structured Customer Journey
Shopping is not the same as before. Brands now believe that the journey of a customer begins the moment as soon as the necessity is created. When a customer realizes the need for a product, they search for it on online platforms. Social media accounts of the brand are strategically laid out in a way that helps the customer to find the product they desire. According to the retail theory, businesses lay out their shops in a way that influences the customers to spend more time at the store and buy more products than they planned to (Landmark and Sjøbakk, 2017). This simple retail theory is implemented on social media platforms too. Zara strategically designs its feed to influence the customer. When a customer decides to buy the product they either buy it online or at the store. 
Structuring the customers’ journey is in a simpler sense, adding extraordinary service at each touchpoint of the entire purchase process. The customer relationship department of Zara can identify the touchpoint of the customers’ journey till the purchase. E-mail marketing, social media, and other campaigns are used to build a relationship with the new customer and embark them on the journey of purchasing (Martin, Khoshtaria and Todua, 2022). A customer goes through a five stages customer journey model. The customers’ behavior, expectation, and perception changes at each stage. Thus, Zara needs to strategically identify suitable communication channels for each stage. 
[image: ]
Figure 2: Customer Journey Model in Zara
Source: (Buttle, 2015)
Different channels of communication are effective at different stages of the customer journey.  At the stage of awareness, a customer learns about a product. Zara uses different channels to create awareness. Public relations, online ads, billboards, and influencer marketing is the most effective communication channel at this stage. At the next stage, a customer starts to consider the product and do more research. Here are the reviews of the product, online blog, YouTube review videos and free trial at the store are more effective to build customer relationships. In Ine third stage customer purchases the product from an online store or physical store. Here the customer service at the store, call center, and website messaging can be used to help the customers and build a relationship (Yu Sum and Leung Hui, 2009). The next stage is the service stage where the newsletter can be used as a post-purchase service. Also, immediate post-purchase service must be provided in case of a product issue or technical support. Lastly is the advocacy stage when the customer if satisfied, refers to the brand to others and if dissatisfied gives a negative review on social media or through word of mouth. If Zara succeeds to implement the right channel at the right stage, it’ll be able to build profitable customer relationships with the new customers.
Customer Behaviour Analysis
Zara is a fashion retail brand. Fashion is a fast-changing industry. Zara is a fast-fashion brand that sells standard quality products at a reasonable price range. Zara as a brand targets a larger audience segment and its business model is increasing sales volume and not the price. The overall shelf life of a product in Zara is very low as well as their product lead time. It takes Zara 30 days to manufacture a product and get it to stores. To build a customer relationship with new customers, Zara needs to understand their demands. In fashion, the life span of a trend is very short. The new customers come with fresh ideas and new trends (Hartley, 2015). To meet their needs and retain them as loyal customers, Zara needs to collect data about their preferences. Zara collects data using a communication tool. Social media trends, popular styles, and especially direct communication with customers through social media surveys and other methods will give Zara the necessary data to understand the new customers. Apart from trendy fashionable items, the new customers expect better service quality and a more socially and environmentally conscious brand (Landmark and Sjøbakk, 2017). Thus, understanding fashion preferences is not enough, Zara needs to know the perception, philosophy, and beliefs of the new customers. The social causes that drive the customers and influence their purchase decision are also necessary to communicate with the brand. 
As an example: during the “black lives matter” protest, celebrities and brands came forward to show their support through social media campaigns. These campaigns can be used as a medium to develop a relationship with the customers. sharing the same values and beliefs with the customers is an effective way to build customer relationships with the new customers and their demands.


[bookmark: _Toc110215658]Recommendation
Zara has an intriguing and effective customer service system. Zara focuses not only on developing customer services but also on developing long-term relationships with its customers. to develop better customer relationships Zara needs to improve their response time. Zara can adopt these two strategies to improve its customer service and cater to new customers.
Global Offices and Inclusiveness: Zara has customers globally and from all kinds of backgrounds. Expanding offices globally and in different regions will benefit Zara in two ways. Firstly, currently, all the complaints are directed to the headquarters. As a result, the response time increases, and the headquarters deal with too many complaints at a time. Mismanagement and miscommunication are common in this scenario and miscommunication leads to failure in customer service and dissatisfies the customer (Bae, 2020). Global offices will divide the complaints regionally and the response time will increase. As every regional office is allocated with the region’s complaints, there will be no scope for severe miscommunication.
Secondly, Zara has customers from different countries with different languages. Global offices will be effective to assist customers in their preferred language. An added language option can be used here. When the customer selects a language it will direct them to a customer representative who speaks the same language. With the language facility Zara will be able to serve more customers. It will not only benefit the customer and improve communication but also improve the brand image of Zara.
Human feelings on social media: Social media is the most common tool for customer relationship management. But social media comes with a few setbacks too. The main issue in social media communication is the lack of emotion. Firstly, Zara has an automated response set on social media that immediately responds to the customer with certain instructions and probable wait time to connect with a customer representative. These automated responses fail to connect with the customer. The main goal of customer service is to retain the customer (Buttle, 2015). Direct communication between customer service representative and the customer leads to sales. But the robotic response on social media fails to do so. Nowadays different brands are adding a messaging option on their websites. Not only that, but they also add the picture of the customer representative on the message option. It creates a sense of familiarity (Gusó Sierra, 2017). The image and name of the customer representative help the customer feel like they are talking to a friend on social media. Zara can adopt this strategy to improve the customer relationship. With this strategy, customers will feel more connected with the business and it will result in sales growth. only incorporating an image and name of the customer representative can enhance the customer service by making it less formal and more effective.



[bookmark: _Toc110215659]Conclusion
[bookmark: _Toc110215660]Task a
Zara is one of the largest fashion retail businesses. The success of Zara is not only dependent on its product quality and business model, but also its customer service. Zara focuses on improving its customer service regularly. Zara has comparatively effective and efficient customer service. In today’s world, customer service is more important as it leads to customer retention and sales growth. There are several influencing factors behind the 24/7 customer service of Zara. Firstly, technology is one of the most prominent factors. Zara invests in better technology to improve its customer service. The use of different and multiple electronics enhances the customer service process. 
[bookmark: _Toc110215661]Task b
Using different channels is necessary to build customer relationships. Zara has a global presence and they can use their communication tools such as advertisement, and direct marketing according to the operational area. Zara needs to identify the perfect channel and communication tool at each stage of the customer journey to build a relationship with new customers. Same communication and promotional activity are not relevant in European and Asian markets at the same time. their global operation helps them to understand the customer and provide relevant services. But overall, there is room for improvement in Zara’s customer service. Along with language preferences, more human-like social media communication is required to improve customer service of Zara.
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