ANALYSING THE ROLE OF FAST FASHION MARKETING
IN BUILDING CUSTOMER LOYALTY: A CASE STUDY OF
ZARA




Table of Contents

L INEEOAUCTION .ttt ettt et sb ettt e ebe e bt et e sae e b ennes
1.1 BACKZIOUNG ...ttt ettt ettt e esbeesabeensaesnaeenseeens
1.2 Aim, Objectives and QUESTIONS ........ccccueieiiieeiiieeiteeecteeeriteeeseeeeteeesreeesreeeseseeesseeeesseens
1.3 RAIONALE. ...ttt ettt st sbt e et e et e ebeesaeeenbeeeee
1.4 SIGNITICANCE ....uviieeeiie et eciee ettt et e et e et e e et eeetaeeetaeeesaeesssaeesssaeesssaeessseeessseeennseens

2. LILEIATUIE TEVIEW ...eeetiintieiiieetie et eite ettt te ettt e st e bt e et e e teesabe e bt e eabeesseeeabeesseeenbeasseesnseennnaans

3. MEthOAOLOZY ...ttt ettt et e s e et esnbe et e saeeenbeeenee

4. EXPECted fINAINES. ..cueieiiiiiieiieee ettt ettt et e sae e et et e et e saaeens

R 5144V 1510 ) OSSOSO USTPRPR

6. TIMEITAME ...ttt ettt ettt e see et e e s bt et saeesseebeennas

7. CONCIUSION ..ttt ettt ettt ettt et e st e bt e et e bt et e eatesee e bt eneesbeenbeeneesseenseenees

RETEIEINCE LLIST .. oieieieeiieee ettt e ettt e e e e e e e e eeea e e e e s e e eeeaeaanaaeeeeeeaeaanaaaeseeeeae 10




1. Introduction

In the present century, fast fashion became one of the rapidly growing market segments with a
high profit index through meeting consumers' demand in the fashion category. The advent of
fast fashion has resulted in a wave of rapid fashion changes, particularly the development of
contemporary media marketing has been a key channel contributing to the fast fashion
industry's development. The widespread use of contemporary media is a growing phenomenon
that has resulted from the rapid expansion of the Internet, as well as the ongoing improvement
of computers, smartphones, as well as other technological gadgets for the establishment of new
media infrastructures, allowing new multimedia to make an appearance in people's lives at any
time. Fast fashion companies' marketing strategies are crucial in influencing consumer
behaviour, setting trends, and instilling a sense of urgency in customers to update their
wardrobes on a regular basis, even if they already have enough clothing. The very next part of
the proposal is going to shed light on the background information regarding how fast fashion

marketing impacts consumers' attitudes towards

1.1 Background

As people's living conditions rise and the fashion business expands, there is a growing need for
diverse fashion styles. The fashion business has developed fast fashion and premium
companies to cater to the public's fashion preferences. Marketing is crucial for firms to stay
competitive in the rapidly changing fashion sector. Zara's appeal to youthful consumers stems
from speedy production and inexpensive prices, as well as social media and online sales. Prada
is known for its excellent craftsmanship and expensive costs, as well as their use of brand
spokespersons and stores to entice high-end buyers (Xi, and Zhang, 2025). Although fast
fashion companies have been remarkably successful in satisfying consumer needs for stylish
yet affordable apparel, the effects of their marketing tactics go beyond the physical store. Zara's
business model of "fast, limited quantities and multi-style" aligns with The Times' development
(Blazquez-Resino et al. 2025). The Internet has made it easier to study new knowledge quickly
and keep up with changing fashion trends. Zara's business model analyses fashion trends and

produces similar products to fulfil consumer demand.

1.2 Aim, Objectives and Questions

The study aims to analyse the role of fast fashion marketing in developing customer loyalty by

focusing on brands such as Zara, the famous fast fashion brand.




Research Objectives
Research Objectives are as follows-
e To examine how Zara’s fast fashion marketing strategies influence customer loyalty
through offering impressive product collections, services
e To analyse the role played by social and digital media marketing in enhancing customer
engagement with Zara, and ensure repeat purchase
e To investigate how the perceived sustainability initiatives of Zara Company by
customers across marketing communication impact their loyalty and retention practices
e To identify key marketing factors which help in driving long-term loyalty among
Zara’s fast fashion customers
Research Questions
Research Questions are as follows -
e RQI: How do existing marketing strategies of Zara, such as product launching, trend-
based advertising, impact customer loyalty?
e RQ2:Inwhat ways do digital and social marketing strategies of Zara contribute towards
sustaining and enhancing customers' engagement and loyalty?
e RQ3: How do customers perceive sustainability-related marketing insights of ZARA
and its impact on their brand loyalty and retention practice in the long term?
® RQ4: What are the most influential marketing elements, like price, exclusivity, as well

as brand image and design impact the way towards fostering long-term loyalty to Zara?

1.3 Rationale

The fashion industry is likewise being impacted by globalisation, although the digital
revolution and fashion merchants are using particular coping mechanisms. The well-known
fast-fashion retailer Zara grew more conscious of the need to adapt its marketing tactics in
order to increase customer satisfaction by fostering a strong sense of brand loyalty. The primary
justification for carrying out this investigation is that Zara faces significant challenges
regarding coping with customers' preferences for marketing communication and interaction to
stay loyal to brands and make purchases over a long time. According to market research, 45%
of customers of fast fashion claim that affordability is their main driving force (Gitnux.org,
2025). Additionally, 60% of consumers are more inclined to return if they receive tailored
recommendations. According to 35% of fast fashion companies, enhanced customer

experiences have led to higher rates of repeat business, yet the fast fashion model-based




marketing approaches remain under significant scrutiny for efficiently promoting disposability
rather than long-term business practices (Zhang, 2024). Henceforth, it is important to study
how fast fashion marketing strategies shape customer loyalty in the fashion industry through
assessing the marketing approach of Zara. As it operates a business as a well-known fast
fashion brand, it holds potential for upgrading its marketing approach to cope with customers'
demand and factors driving retention practice; therefore, studying this brand-based insight
would allow adding more potential insights into exploring marketing strategies impacting

customer loyalty.

1.4 Significance

This study is important because it examines how fast contemporary marketing tactics affect
consumer loyalty in a very competitive and environmentally conscious sector. The study offers
insightful information about customer behaviour, digital engagement, as well as brand retention
by concentrating on Zara, a world leader in fast fashion. The findings can help marketers
develop customer-focused, ethical, and sustainable strategies that strike a compromise between

speedy production techniques and long-term brand loyalty.

2. Literature review

Fast fashion businesses are able to maintain repeat business by offering exceptional prices and
accessibility. The emergence of fast fashion, a business model distinguished by rapid changes
in trends, affordability, and the production of aesthetically beautiful clothing, has caused a
revolutionary change in the worldwide fashion industry in recent decades (Musty et al. 2025).
Although fast fashion companies have been remarkably successful in satisfying consumer
needs for stylish yet affordable apparel, the effects of their marketing tactics go beyond the
physical store. These marketing tactics are exacerbating the climate catastrophe by allowing
fast fashion businesses to sell more unsustainable clothing globally. Baena (2024) stressed on
the fact that these marketing tactics are aggravating the climate situation by allowing fast
fashion businesses to sell more irresponsible clothing globally. Owing to these social media
marketing techniques, consumers are more inclined to buy excessive amounts of fast fashion
clothing in order to follow current trends, which lead to a large quantity of waste because of
the cheap material. Developing nations are most affected by textile waste because they lack the

sophisticated resources necessary to dispose of the material that remains in their nations.




Reviewing substantial literature information highlights that the marketing practices employed
by fast fashion brands play a pivotal role in shaping consumer behaviour, influencing trends,
and creating a sense of urgency among consumers to constantly update their wardrobes even
when their wardrobes are already filled with clothes (Le ef al. 2025). In addition to adding
additional ecological concerns, this "fast turnover" approach has significant consequences on
the labour force as well as economics of developing nations, who frequently operate as these
corporations' production hubs and are most negatively impacted by climate change. Fast
fashion companies like Zara and H&M have improved their consumer marketing strategies to
meet the growing need for new clothing. There are five sorts of marketing claims: product
orientation claims, process orientation promises, image orientation claims, environmental fact
claims, as well as a combination of these claims to advertise their products (Svensson and
Gottfridsson, 2024). People aged 18 to 35 is generally more fashion-conscious and open to new
trends. Fast fashion has a stronger influence on this generation because of its ability to supply
trendy things quickly.

On the other hand, the fast fashion marketing concept in the current industrial practice to
achieve long-term customer loyalty has become highly focused on sustainable marketing
concepts. Senjawati et al.'s (2024) proclamation states that marketing enables clothing
businesses to obtain new clients. Zara promotes their products on prominent social media
platforms to attract young shoppers and improve brand visibility. Fast fashion businesses are

able to maintain repeat business by offering exceptional prices and accessibility.

3. Methodology

Choosing appropriate methodological approach is essential for proceeding with study in proper
way. In this case survey data collection method would be used to gather insights from
customers who are aware about the interactive marketing strategies used by fast fashion brand
specially Zara. To guide this particular data gathering approach, use of positivism research
philosophy along with deductive research approach would be used to present insightful data
analysis (Le ef al. 2025). It will be beneficial to identify the factors influencing customer’s
loyalty towards fast fashion brands and their rapidly evolving brand preferences and product
developments. In addition, use of this methodological approach would be beneficial for
exploring the way marketing strategy impacts development of fast fashion brand by ensuring

real-time customer loyalty with brand.




To go with the following survey data collection method, considering a specific sample size is
important. In this case, the sample size would be considered as 100 and those who are aware
of the fast fashion brand and its interactive marketing strategy. In this case, gathered data would
be analysed using specific software named SPSS. In order to measure the relationship between
marketing strategies of fast fashion brand Zara and customer loyalty, regression, correlation
,and descriptive statistical analysis would be conducted (Musty et al. 2025). Specific ethical
standards would be maintained during the time of conducting surveys with the target
population. In this case, before conducting a survey, participants’ form and consent would be
gathered and the University standard of ethics would be maintained. Ethics form will be filled
up and shared with the responsible supervisor to ensure the way research is going to be done is

authentic and credible enough.

4. Expected findings

The expected findings of the study would initially suggest that Zara’s fast fashion marketing
strategies give strong emphasis on fashion trend responsiveness as well as digital engagement
and emotional brand storytelling, which directly influence short-term customer loyalty. It is
anticipated that customers prefer brands in the fashion industry which prioritise and embed
sustainability across their marketing and highlight their sustainability concern across product
development (Karazijiené and Cernikovaité, 2024). Moreover, customised recommendations
regarding product launching and new service benefits increasingly shape customer perceptions,
especially among Gen-Z and millennial customers, aligning with their ethically preferred
perception. This study also expects to cover the area which deals with understanding different
indicators of driving consumer preferences for social media interaction, personalised online

experiences that enhance consumers' positive attitudes to make repeat purchases.

5. Limitations

This study holds several limitations as it relies on exploring data gathered from a limited
number of respondents, that is 100, while the fashion industry, by the number of users and
entrepreneurs a is large enough. The study focuses only on Zara, limiting the generalisability
of findings and is analysed based on collected self-reported survey responses. This study
remained limited to exploring only the impacts of marketing on enhancing customer loyalty

and ensuring their long-term engagement with the brand.




6. Timeframe

Main Wee | Wee | Wee | Wee | Wee | Wee | Wee | Wee | Wee | Wee | Wee
activities k1 | k2 | k3 | k4 | kS | k6 | k7 | k8 | k9 | k10 | k11
Identificati
on and

selection of
research
topic to

study

Setting Aim
and
objectives

of the study

Presenting
Introductio
ns chapter
highlighting
research
background
and

rationale

Presenting
literature
review and
conceptual

framework

Proceeding
with
appropriate
methodolog

ical choices

Gathering

relevant




data

information

Scrutinizin
g gathered
data

Presenting
insightful
analysis of
gathered
data

Presenting
research
outcomes
and

conclusion

Finalizing

report

Table 1: Timeline for the research

(Source: Self-developed)

7. Conclusion

In summary, this study attempts to offer a thorough grasp of how Zara's fast fashion marketing
tactics affect consumer loyalty in a fiercely competitive and dynamic retail setting. The results
should show that while Zara's trend-driven, increasingly online advertising tactics successfully
increase short-term engagement, sustainability communication and ethical branding are
becoming more and more important for long-term loyalty. Fashion brands can adopt more
sustainable, client-focused marketing strategies that balance quick fashion cycles with ethical
and long-lasting brand-consumer relationships by using the research's analysis of consumer

perceptions along with marketing strategies.
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