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[bookmark: _Toc71327974]Introduction
Marketing management is the structured definition that is concerned with setting pricing and promotion and market enrichment strategy applying different theories and methods (Kumar and Meenakshi, 2011). The strategy works to accomplish the goals regarding the products and the demand of products that are affecting the whole organizational profit. One of the vital management tools which influence the organization highly is marketing management that tells about the strategy and confidence level regarding product quality and compatibility. The modern organizational body is focusing more on this concept to get informed more about the stage of the organizational products in the market and among the customers. The concept depicts a line between product quality development and customer attachment strategy. In this regard, enhancing the branded quality of the product alone cannot create hype for the products. There needs to convey and present the information about goods in front of the consumers and stakeholders in the relevant ways to seek the attention and make them interested. To see the practical example of this concept, the term focuses on Zara, one of the highly remarkable apparel companies headquartered in Artexio, Spain.


[bookmark: _Toc71327975]Company development t strategy
To have a better application of the marketing management of the products of Zara apparel, various core-corners are needed to be analyzed, and some critical questions are needed to be answered. Prior to focusing on marketing strategy, the advantages and privileges are needed to be discovered to push the vital forces and strategy to that corners to have a strong stand there (Shankar et al., 2012). The core five corners of development strategy and the initialization of marketing management to be considered by Zara are:

Figure: Five aspects of development strategy
Source: Maxwell, 2021
Target People: Regarding the product development process in Zara, the individuals, who acquired expertise in the respective field, are needed to be empowered to modify the process and strategy of that respective product delivery process (Mudie and Pirrie, 2012). Distinctive clothing fashion demand different expertise from different places which are needed to be concerned.
Target Resource: The resources which are relevant to the respective product and marketing strategy are needed to be found out and targeted in Zara. Various resources like data analytical techniques, key market information, customer segmentation, and capital support are needed to be chained up according to the marketing management theory; otherwise, it would be an infertile process of marketing the products by Zara.
Target Activities: The core concept of marketing management is focused on these aspects, and all the tasks are directed to the marketing concept (Kumar and Meenakshi, 2011). The core demand deriving from the customers’ opinion is needed to be identified by Zara, and all the activities and tasks should be focused on the customer preference.
Target Economic Model: All the financial allocation and derivations should be defined by a specific economic model that will sustain the marketing process of Zara. The model should fulfill the demand for effectiveness in every aspect of product development and marketing.
Target management system: The pieces of stuff that smooth the pathway of the task accomplishment process of Zara are needed to be identified. The surrounding environment in the management and the model of management process impacts the marketing process of Zara. Defining the management system makes the product marketing process easy.
[bookmark: _Toc71327976]Marketing Management Philosophies
The strategies to depicts the product manufacturing and delivery process in the most beneficial and profitable way are the main concern of these philosophies (Bhalerao and Deshmukh, 2015). Different ways are adopted by the companies to achieve the goal of product proliferation. Zara apparel diversifies its strategies for the different products. Most trending clothes and products are targeted immediately, which falls under a category of marketing management concept.
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Figure: Marketing management concept
Source: Bhalerao and Deshmukh, 2015
Production concept: The main focus of this concept is on the cost minimization process where the high-quality branded products are available for the standard or average price. Gaining effectiveness and efficiency in manufacturing the products is the main process of cost minimization and high-quality production. Zara has successfully been following the strategy for years in Spain, delivering high-quality branded products at an affordable price.
Product concept: Product concept tells about the customer choice where the customers prefer high quality of products rather than the low price (Tapp and Spotswood, 2013). Zara apparel mingled the product and production concept in one point where the company is offering high-quality standard and branded products with lower or average cost that utilize the power production concept and product concept.
Selling concept: This concept focuses on special offers from the company like rendering main products along with promotional products. This concept says that the consumers are likely to put less effort into buying the same products from the same company unless any promotional offer or components are offered. Zara uses this concept occasionally as for having the advantage of product concept and production concept.
[image: ]
Figure: Selling concept
Source: Tapp and Spotswood, 2013
The main turning point begins here from the task of promotional offerings, and through it, the company enlarges the profit boundary and keeps the customer in its hand.
Marketing concept: Rather than producing standard and branded products, this concept says that the focus should be put on the actual need of the customers, and the products should be customized according to the preference of the consumers (Dietrich et al., 2017). This concept is successfully applied in the strategy of Zara. Every trendy clothing and other component are followed by Zara, and the products are produced keeping high quality.
Social Marketing Concept: This concept emphasizes social works and social consideration when setting goals and strategies (Martin, 2011). Fulfilling the corporate social responsibility makes the customers aware of the good and positive activities of Zara. The more corporate social responsibility is accomplished, the more the customers will be attracted to the company and its products.
Zara has accumulated all the concepts in one point to utilize the marketing management philosophies. Utilizing the philosophies in the different situation make Zara gain a strong standpoint in the market.
[bookmark: _Toc71327977]Marketing management tasks
Several components and philosophies work together to make out a useful set of tasks to make marketing management successful. These are:

Source: Deepak and Jeyakumar, 2019
In the initial phase, the strategies and goals are needed to be defined in a structured way concerning the market position and other potential market information. The management of Zara scrutinizes the market trend and trendy customer choice and demand to cope up with the tasks. Concerning the previous steps, the customers have communicated the tasks and probabilities of the company to keep the interest of the customers.
The further step is to scrutinize the brand value and the pros and cons of it to rectify the weakness and bad side of the brand image. Zara takes the steps further to the market offering process to render the value proposition of the products to the customers. After the process of product and brand development and proliferation is done, the long-term relationship with the customers is focused on communicating every concern of the customers.


[bookmark: _Toc71327978]Marketing Strategy (STP Model)
The STP model is popular, which prioritizes personalization of the product regarding the target market previously, which was not prioritized (Fifield, 2012). The model has three phases to establish the product in a target market which are:
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Figure: STP Model
Source: Thabit and Raewf, 2018
Market Segmentation: Defining and categorizing each market according to the type and demand of the customers is the main task of the market segmentation process (Tapp and Spotswood, 2013). Zara apparel has segmented the market based on the quality emphasis. The segmentation process makes it easy for Zara to manufacture the product according to the segmentation. The market segmentation process helps Zara to differentiate the product manufacturing process to capture the different customer base.
Market targeting: After segmenting the market, the relevant and beneficial market is selected based on which most of the products are produced. Zara focuses on trendy clothing and products at the minimum rate along with the high quality to attract a major portion of the market segmentation, and here many segments are covered for the attractive feature of the market strategy.
Product Positioning: Keeping the constant delivery of the same task to the previous market segments, the product is established in the market (Wilson and Gilligan, 2012). The product establishment process in the market is associated with the branding process, which Zara has achieved perfectly. The reason behind the strong brand position of Zara is the product positioning process of Zara which smooths the task of the marketing process of marketing management. Concerning the positioning phase, the marketing mix is applied to construct a strong definition of the goods.
[bookmark: _Toc71327979]Four P's of the marketing mix
The four p's concept of the marketing mix flourishes the pathway for achieving the marketing goals by defining each component regarding company manufacturing and marketing (Bhalerao and Deshmukh, 2015). These four aspects of the marketing mix define the depth of the components that the company should be aware of:

Source: Bhalerao and Deshmukh, 2015
Product: The main components of the business and its existence is the product on which the whole concepts and strategies surround (Shankar et al., 2012). The type and quality of the product level the company capability and expertise and also covers a specific category of the customers. The product concept has four components which are:

Source: Shankar et al., 2012
The feature and the quality of the product influence the customers in a direct way, and this influence is greater than any other. Zara targeted product development strategy according to the immediate demands coming from the customers keeping every criterion fulfilled. In this process, the successful product can drive the brand value to the peak point in the market.
Price: Another powerful influencing tool regarding marketing the product is pricing the products logically and accordingly. The pricing strategy talks about the premium pricing strategy and cost minimization strategy (Fifield, 2012). Based on the pricing model, a certain group of customers gets attracted to the product while another group of customers gets disinterested. To attract both groups of customers, Zara diverts the concern from price to the quality of the products where both groups are satisfied as for delivering high quality of products at affordable price.
Place: Accurate placing of the products and marketing is important. Zara puts the focus on the highly concentrated fashion-concerned area where the products and the strategies work highly. Accumulating all the strategies and implementing the strategies producing certain goods, all these activities are done to deliver to a certain group of population and to find out that group, the accurate place is needed where the marketing concept can be applied to market the products to the customers.
Promotion: Promotion is the final action at the end of the product manufacturing and production process (Yüksel, 2012). The marketing concept is mainly focused on delivering accurate products to accurate customers, and to do so, various promotional tasks are accomplished. The advertisement process is the main tool to go through the promotional process and actions. The main intention here is to convey the product information to the customers. Zara has strong brand equity that has been established by utilizing each marketing tool to achieve customer satisfaction. This achievement is one kind of promotional activity that communicates with customers.
[bookmark: _Toc71327980]SWOT Analysis of Zara
SWOT analysis is one of the vital and critical analytical tools that are important to any company to assume the actual position of the company regarding internal and external components in the market (Dietrich et al., 2017). The actual position and image of the organization are needed to be scrutinized to rectify the weakness and support the strengths. As the market position is not permanent, to keep the market position steady, SWOT analysis is needed to be applied in the context of Zara.
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Source: Dietrich et al, 2017
In this analysis, among four dimensions, strength and weakness fall under the internal environment, and opportunity and threat fall under the external environment, which are:
Strength: Strength is something that is inherent in the organization and the resources of the organization. This component makes the company abler to increase the growth rate utilizing the inner strength and advantages (Yüksel, 2012). Zara also utilizes the benefits to capture the large segments and increase growth which made it one of the successful and leading organizations in the field of apparel and clothing business. Major strengths of Zara are:

Pioneer advantage: Catching the trend immediately after it gets trendy and manufacturing the products according to the trend is one of the big strengths of Zara. The process takes more than three months to be implemented in the other organization, but it is not more than three weeks for Zara as for its capability and expertise.
Stores: Selling points in various places make it affordable for the customers to buy the product from the nearest point. Zara has a number of more than 2248 stores having footsteps in more than 202 markets. This increased number of stores helps it lead the market, and the customers take Zara as a strong brand and organization.
Supply chain: Zara has the fastest responding service where the stores are refreshed its online and store collection more than twice a week, which makes it more concerned about the customers. This concern helps the organization's visual strength and confidence while dealing with the customers.
Design team: The expert team in the organization is highly trained up who can absorb the idea of the customer precisely in the shortest period of time and can transform the idea into reality. More than 700 experts are involved in the designing process depicting the actual demanded design into reality which the other organizations do not have.
Weakness:
There is a weakness too of Zara, which demonstrated the inner inability and poor side which can reduce the company growth (Dietrich et al., 2017). Zara also needs to figure out those sides to rectify them and turn them into company strength. Some of the weaknesses are:

Fast fashion: Fast fashion has created a strong definition of the brand of Zara, but even after this, this side is working as a weakness on the other side. The rapid fashion absorber makes the products unstable for the long term, which reduces the brand longevity of the product. This reduction of brand equity hampers the long-term growth of the company.
Reliance on physical store: Though physical store seems to be an accurate place for the buyers to scrutinize the products they want to buy (Dietrich et al., 2017). But concerning the present situation, the physical store gets turned into weakness for fear of the spread of COVID-19. This forced Zara to transform the selling strategy to the online platform disabling the physical allowance into the stores. This spontaneous transformation makes it dizzy for Zara to cope up with.
Ethical work practice: One of the major strengths of Zara is the higher number of stores in most of the area reaching a huge number of customers that increases the growth rate (Deepak and Jeyakumar, 2019). But this higher number of stores demands a higher number of ethical employees to manage the shops according to the company rules and regulations. Also, there arises the need for a division to observe the huge number of stores for ethical reasons, which is difficult for Zara. This issue creates an ethical issue that can harm the company's reputation, which can be noted as one of the weaknesses.
AI-enabled prediction: For the current pandemic situation, the whole transaction and dealing process got transformed into an online platform that does not depend on the realistic suggestion from any person (Kumar and Meenakshi, 2011). Rather it involves utilizing artificial intelligence mechanisms to suggest customers the relevant products according to the choice. This A.I. mechanism has the chance to be failed which creates a negative effect on the reputation of the brand, which can be noted as one of the weaknesses.
Opportunity
In the SWOT analysis, the opportunities are predicted based on the market condition and future market analysis (Dietrich et al., 2017). The opportunities that will benefit Zara externally will increase the growth process of Zara. Some opportunities of Zara regarding market analysis are:

Sources: Deepak and Jeyakumar, 2019
Rapid delivery cycle: Previously stated that Zara has the ability to transform the trendy design into a realistic existence within three weeks, which is a strength. The delivery cycle can be improved in the future as for the rapid development of the online platform in this pandemic which will smoothen the rapid delivery process.
Personalization: More ways and tools of personalization are on the hand of Zara, and other companies are lagging behind from the engagement of high personalization. This personalization process is smoothed by the development of artificial intelligence, which creates a big opportunity for the organization to absorb the market attention.
Eco-friendliness: Most of the products can be recycled and reused in the future as Zara is maintaining the eco-friendly process. Most of the products are labeled under eco-friendliness stickers, which meet the demand of the increasing number of climate justice seekers.
Threats
Zara also has external threats that can affect Zara externally, which can hamper the growth rate and leading position in the market (Kotabe and Helsen, 2020). The external threats are undeniable which cannot be controlled by Zara, and hence, Zara needs to develop some tools to fight against those threats. The threats are:

Competition: More competitors are coming out day by day competing with the current market strategy and position of Zara. More affordable and creative products are being developed by some Chinese companies that can create hype for their products. A Chinese app, named Shein App, has developed a smooth A.I.-based application that suggests accurate designing to the customers. This app seems to have an increasing download rate which seems to be a threat for Zara in the future which cannot be controlled by Zara internally.
Price War:  The competing organization like the Shein app is coming up with a more cost reduction strategy with the reduced labor cost that keeps those competitors in a position to gain the benefits of price reduction (Kotabe and Helsen, 2020). though Zara supplies the products at affordable prices, more price reduction strategies are being applied to keep the quality of the product, and to fight against this, Zara needs to search for the cheap labor market to reduce the pricing tags.
Covid-19: The pandemic of Covid-19 has halted many stores of Zara, which drastically reduced the selling activities affecting the company growth. The closing of the stores fired many of the employees who created a negative effect on Zara's employee satisfaction. This process reduced the profitability of the company affecting the company's profitability and growth rate.
Sustainability: The current strategies adopted by Zara, like developing A.I. support to enhance the customer experience are needed to be refreshed; otherwise, these would be backdated. Also, if the pandemic situation would go away, the normalization process would take a huge time to come up with customer satisfaction. This slow rate of sustainability growth creates a threat for Zara in the future.
These are the main critical analysis of Zara's internal and external environment.
[bookmark: _Toc71327981]PESTEL Analysis
Through PESTEL analysis, the actual position regarding the surrounding situation is analyzed. PESTEL analysis of Zara is done here regarding the six components of it.
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Source: Thabit and Raewf, 2018
Political: Zara is greatly impacted by the regional political rules and agreement as for having some benefits or some barrier (Thabit and Raewf, 2018). As Zara is situated in Spain under E.U., the trade agreement of E.U. sustains all the goals and future objective of Zara smoothing the importing and exporting process which enhance the profitability rate of Zara.
Economic: As Spain has the reduced labor cost through which a greater number of products can be manufactured keeping the same quality, it is benefitting for Zara to be in the front line leading the cost reduction strategy keeping the same quality. This privilege strengthens brand equity and marketing management.
Sociocultural: Zara is mainly renowned for its high sensitivity towards cultural trends and the public demand (Deepak and Jeyakumar, 2019). This sociocultural demand meets with the goals of sociocultural sensitivity of Zara that enhances the smoothness of the business environment of Zara. The positive and matching environment and demand increase the profitability rate.
Technological: The E.U. region is enriched with technological advancement, which impacts the organizations highly. The development of an A.I. app to support customer demand is one of the benefits of having highly equipped technological advancement.
Legal: Spain and the E.U. have the smoothest legal rules that support the business organization for the good of the public interest (Maxwell, 2021). More the easier will be the legal process. The more will be effective the public interest consideration by the business organizations. Zara here goes to take advantage of this legal flexibility and introduces new products that do not cross the legal bindings.
Moreover, analyzing every piece of stuff assumes a strong marketing concept and management of Zara that will help Zara to hold the current position in the market.


[bookmark: _Toc71327982]Conclusion
The marketing management process is one of the most vital approaches that impact the market position of the company. Zara has technically analyzed the position in the market and based on that result. The technical processes are structured to empower every tool and resource of the company. Utilizing and applying various models and theories of marketing management in Zara, the process will benefit Zara by making it lead the market position and public acceptance. More analysis of the marketing management will enhance the quality of the product development strategy of Zara.
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