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[bookmark: _Toc71313329]Introduction
This report is based on an organization's environmental marketing analysis, including both the critical external and internal environmental factors affecting the organization. Moreover, the key activities and the marketing department's role in an organization will also be discussed in this report. The organization which has been selected for preparing this report is Zara SA. Currently, the leading multinational clothing retailer brand of Spain is Zara SA. This retailer brand was founded in 1975 by Amancio Ortega and Rosalia Mera. The parent company of Zara SA is Inditex group Ltd. The retailer brand Zara has retail stores in 2270 locations around the world. The headquarter of this retail brand is located in Arteixco, Spain. The main products of this brand are clothing, accessories, beauty products, perfumes, shoes, etc. The key competitors of Zara SA are H&M, Forever 21, Gucci, UNIQLO, and M&S. Zara SA is the top clothing brand choice among customers around the world (ZARA Official Website, 2021).


[bookmark: _Toc71313330]Environmental Marketing analysis of Zara SA:
The Marketing environmental analysis is the evaluation of a business organization's internal and external environment, which influences the promotional activities and strategic decisions of a company. There are some marketing environment factors which a company cannot control. So, a company must concern about the negative impact of the uncontrollable elements of the marketing environment (Armstrong, Kotler, and Opresnik, 2019).
The classification of marketing environment analysis are discussed below:


                Figure 1: classification of marketing environment (Baines, Fill, and Page, 2012).
Internal environment: These are the factors that exist within an organization's internal environment, and it affects the overall operational decision and ability of a company. The key factors of the internal environment are company policy, human resources, value proposition, physical resources, machinery or logistics, and the financial condition of a company (Ibrahim and Harrison, 2019).


External environment: The external factors of a business environment that affect a company's strategic, operational decision and marketing decisions. The company cannot control these factors, and it is classified into two categories. They are the Micro external environment and macro external environment (Baines, Fill and Page, 2012).
· Microenvironment: These are the factors that influence the operational and promotional decisions of the organizations. A company can control it to some extent. These microenvironment factors include customers, suppliers, competitors, distributer, and stockholders.
· Macro environment: These are the factors that exist in the outer business environment, and its influence cannot be controlled by the company. This macro-environment can be explained by the tools of PESTLE analysis. The elements of PESTLE analysis are Political, Economic, Social, Technological, Legal, and Environmental factors (Armstrong, Kotler, and Opresnik, 2019).

[bookmark: _Toc71313331]The internal environment of Zara SA
The factors which consist of the internal environment of Zara SA are discussed below:
· Company policies: Inditex is the parent company of Zara, and this retailer brand follows the company policies of Inditex group. The company policy group is that the operation of each brand under this group company will be conducted in a fair and ethical manner. All the retailer brands of this company must follow the legal rules and regulations of every country in which they operate in. Besides that, the employee of Zara must follow the code of conduct of the Inditex group. Finally, Inditex group's policy is to continue their manufacturing activities of each brand without causing any harm to the environment (ZARA Official Website, 2021).
· Value proposition: The value proposition of Zara is to keep updated with the new trends and come up with new fashionable closets within the shortest possible time. This company is following the fastest growing fashion trends.


· Human resource: Zara always prefers to hire young talented people so that they could achieve their goal of fast-changing trends. Currently, this retailer brand has around 152854 employees of which around 700 talented designer who works to design a fashionable outfit for the customers of Zara (ZARA Official Website, 2021).
· Physical resources: The different fashion brands and logo of Zara are the core tangible resources of Zara, which has created a strong brand image in the mind of the consumer. In this modern world, Zara is considered the most fast-changing exclusive brand and the preferable choice of customers around the world.
· Logistics: The logistics of the Zara retailing store can be classified into two types. They are inbound and outbound logistics. Inbound logistics consist of suppliers, factories, and distribution centers, and outbound logistics consists of retail stores and customers. Suppliers send raw materials, and the goods are manufactured in factories of Spain, Europe, and other Asian countries. Then the whole manufactured goods to the distribution center, and then it sent to the outlets and sold to the customers (Mo, 2015).
· Financial condition: The financial condition faces a severe crisis situation in 2020 due to the pandemic. The net sales and net revenue in 2020 have been decreased significantly compared to the previous year. It is a matter of concern for Zara (Dowsett, 2020).
[bookmark: _Toc71313332]External environment of Zara SA
The microenvironment of Zara: 
· Target Customer: The target customer of Zara are those young customers who are price-sensitive and more concerned about the latest fashion trends. This company produces the latest designs for men, women, and kids. The changing demands of the customers influenced Zara to introduce new closet items after every three weeks, and it is a competitive advantage for Zara (Anwar, 2017).
· Suppliers: There are around 1866 suppliers of Zara, and the suppliers are bound to follow the environmental policies of the Inditex group. If the supplier doesn't conduct their responsibility towards society and the environment, then it will cause a negative impact on Zara of Inditex group.
· Distributor: The clothing and accessories are manufactured in the factories of Spain, Portugal, and Turkey. All the manufactured goods are transferred to the four distribution centers in Spain. The distribution centers approved the goods and sends them to retail stores around the world within 48 hours (Mo, 2015). 
· Competitors: One of the closest competitors of Zara is H&M. Besides that the other key competitor of Zara is Gucci, Forever 21, UNIQLO and M&S. The competitor's changes in the strategy can also affect Zara as this brand belongs to the highly competitive retail industry. The competitive advantage of Zara is to keep updated their designs faster than their competitors and also sold these exclusive designs at an affordable rate (ZARA Official Website, 2021).
· Stockholders: The stock of Zara is traded in the market in the name of its parent Inditex. This company is renowned for paying the highest dividend to its stockholders. But, in 2020, as the sales of this company have decreased, so the dividend payment is postponed and which creates a negative impression among the stockholders of Inditex group (Dowsett, 2020).
Macro-environment analysis of Zara: The effects of the macro-environment on Zara will be discussed through PESTLE analysis. They are:
                              [image: ]
                       Figure 2: PESTLE Analysis (Armstrong, Kotler and Opresnik, 2019).
Political: The political factor which can influence Zara is the EU Trade Agreement. EU contracts include the free trade agreement between the EU countries. As Zara is a Spanish company, so it gets all the benefits of running the business in the EU countries. It is easy for Zara to export its finished designs to the EU countries at a low cost (Anwar, 2017).
Economical: Due to the lockdown in the pandemic period, all the outlets of Zara remained closed. As a result, net sales and net profit has been decreased to a great extent. For this reason, Inditex group could not pay the dividend to its stockholders in time. The financial condition of Zara in this pandemic are shown below:
 Figure 3: Key financial data of Inditex from 2019-2020 (Inditex Group (Zara): financial performance during COVID-19 | Statista, 2021).
It is observed that the Net sales of the Inditex group have been decreased. Besides that, the Inditex group face net loss in 2020 due to the pandemic condition prevailing around the world.
Social:  Zara has become a leading fashion brand despite its affordable offering price to its customers. This marketing strategy has attracted many people to purchase the latest exclusive product at a reasonable price. Despite the difference in culture, lifestyle, moral value, this marketing strategy of Zara has been working for all types of customers around the world (Mo, 2015).
Technological: The technological advancement of Zara, which has attracted and been preferred by many customers, is the online shopping trend. In this modern world, customers prefer to purchase online and want to get their outfits and accessories at their doorsteps. The online platform has been able to reach many customers, and the online business of Zara has been running successfully (Patel, 2019).

Legal: The trend of Zara is to keep updated with the latest clothes, and they prepare those designer clothes at an affordable rate. As a result, Zara has been accused of copyright issues. This brand accused of copying the clothing ideas and designs from many independent designers. In 2016, they were accused of copying designs of L. An artist's Bassen. Later on, the owner of Zara has suspended the supply of those designer clothes which were accused of copyright issues (Puglis, 2016).
Environmental: The impact of the fast-fashion concept of Zara is leading through the wastage of products. This idea has driven that the consumer must change their dressing style rapidly to keep up with the trends. As a result, many young customers just throw their old clothes and running to buy new products. This strategy has increased the wastage of products, and it contradicts the sustainability strategy of business (Anwar, 2017).
So, these are the marketing environment analysis of the Zara clothing retailer brand.
[bookmark: _Toc71313333]The Contribution of the Marketing department to Zara SA.
Marketing helps a company to promote their product and service and helps them to create their brand identity to the customers. The marketing department plays a significant role in developing different strategies for the company to grab the attention of potential customers (Armstrong, Kotler, and Opresnik, 2019).
The Contribution of the marketing department to Zara are discussed below:
Conduct market research: The prime activities of the marketing department are to conduct market research to know about the latest fashion trends through a proper survey. Zara makes a decision on producing their potential clothing and accessories based on the outcome of their market research (Patel, 2019).
Innovation of the product: Zara always comes up with the new, unique idea of producing clothing and other accessories on the basis of their market research. The aim of this brand is to promote and sell innovative designer clothes faster than their competitors, and it becomes a competitive advantage for this brand (Mo, 2015).



Creating marketing strategies: The role of the marketing department is to create and develop new promotional strategies to catch the attention of potential customers. Zara's promotional strategy is to build large attractive retail stores, which will grab the attention and encourage the customer to visit the outlets (Anwar, 2017).
Achieve desired output: If the promotional strategy of Zara is strong enough, then it will help to increase sales, and eventually, it will lead to the increase of net profit and also increase the number of loyal customers of the brand.

[bookmark: _Toc71313334]Recommendation
Zara is one of the recognized top retailer brands among customers around the world. There are some suggestions for these brands. They are:
· Zara must be conscious of the copyright law before designing any new dress. Otherwise, it will create a negative impression on this brand (Puglis, 2016).
· Zara must be concern about the influence of fast fashion strategy as it leads to the wastage of products which is harmful to the environment.


[bookmark: _Toc71313335]Conclusion
Throughout this report, the marketing environment which affects the operations and strategies of Zara has been clearly discussed. It is observed that the negative impacts of uncontrollable factors have severely affected Zara's financial condition. Then, the key role of marketing in the success of a company has also been discussed, and some recommendations have also been provided for the betterment of this brand Zara (Armstrong, Kotler and Opresnik, 2019).


[bookmark: _Toc71313336]References
Anwar, S., 2017. Zara vs. UNIQLO: Leadership strategies in the competitive textile and apparel industry. Global Business and Organizational Excellence, 36(5), pp.26-35.
Armstrong, G., Kotler, P., and Opresnik, M., 2019. Marketing. Harlow, United Kingdom: Pearson Education, Limited.
Baines, P., Fill, C. and Page, K., 2012. Marketing. Oxford: Oxford University Press.
Dowsett, S., 2020. Zara-owner Inditex postpones dividends as sales plummet. Reuters.
Ibrahim, E. and Harrison, T., 2019. The impact of internal, external, and competitor factors on marketing strategy performance. Journal of Strategic Marketing, 28(7), pp.639-658.
Mo, Z., 2015. Internationalization Process of Fast Fashion Retailers: Evidence of H&M and Zara. International Journal of Business and Management, 10(3).
Patel, P., 2019. Zara uncovered: Inside the brand that changed fashion. BBC News.
Puglisi, N., 2016. Fashion brand Zara accused of copying LA Artist's designs. The Guardian.
Statista. 2021. Inditex Group (Zara): financial performance during COVID-19 | Statista. [Online].
Zara.com. 2021. ZARA Official Website. [Online].









Marketing environment


Internal environment


External
environment


Macro environment


Micro environment


Key financial data of Inditex

2020	
Net Sales	Gross Profit	Profit before tax	Net Income	3303	1930	-539	-409	2019	
Net Sales	Gross Profit	Profit before tax	Net Income	5927	3524	952	734	
Million in Euros
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