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Introduction:

Most of the organizations that are present in the modern world do business with a motive to maximize the business revenue and Buckley (2009), has stated that the main focus of the businesses for revenue earning is fulfilment of the customers demand (Buckley, 2009). Moreover, not only the customers are the main focus of the organization, the business also focuses upon the other stakeholders of the organization. While there are many objectives for fulfilling the demand of the customers in order to make them loyal towards the business, but nothings pays off more than satisfying the customers with the offerings of the organization (Wilson et al., 2012). The touch point of the customers is one of the main focuses of some companies in the present business world which is a proven strategy that can help in increasing the organizational sales but for a short period of time. In longer period, when the customer touch points are used the organization can tend to forget other wider issues in the context of marketing such as customer journey from end to end (Rawson et al., 2013). So, in order to maximize the sales of the organization for short term, most of the organizations in fashion industry like Zara, H&M focus upon increasing their short term sales with the help of customer touch point while in the long term they forget to address the end to end journey of the customers. 
The assignment will deal with one of the most reputed company of the clothing industry, i.e. Zara and will tend to deal with how they will be able to focus upon the end to end customer journey and also fulfil the demand and satisfy the other stakeholders of the organization as well. 
Introduction to Zara:

Zara is a Spanish brand that makes clothes for fast fashion industry and was incorporated exactly 43 years from now in the year 1975 (www.zara.com, 2018). The brand’s headquarter is located in Arteixo in Galicia at Spain and the joint founders of the brand are Rosalia Mera and Amancio Ortega. More than 6500 stores are present of the brand in the worldwide nations and Spain itself has 430 stores in the country while there are other continents like Africa, Asia, Oceania, and America and so on, where the stores of the brands can be found. Zara is also the largest clothing retailer in the industry and is ahead in the competition of their arch rival H&M when compared in the world market (www.zara.com, 2018). There are a total number of 88 countries where Zara supplies their products and moreover, it is worth to mention that Zara provides a wide range of choice for men, women, teenagers and kids clothing. Furthermore, the place selection by Zara is phenomenal and the brand selects the stores in the posh areas which are best located and accessible very easily. For instance, Zara stores can be mostly found in the crowded market areas, posh malls, and expensive real estates and so on. As of May 2017, Zara has earned brand revenue of $ 17.2 billion and is also in the 51st rank of world’s most valuable company (www.forbes.com, 2018). There are a lot of competitors of the brand in the market and the top competitor being H&M, there are other competitors like Gap, Ralph Lauren, Matches Fashion, and Burberry and so on. The pricing of Zara clothing line is done in an efficient way so that they can compete in the market with the competitor brands and earn competitive advantage over them.
Main Body:

In order to pull the customers of the organization towards the products and the services of the organization, the business nowadays focus more upon innovating the organization products (Doyle et al., 2012). This is due to the fact that in the 21st century, the technology is more developed in the world and the customers demand shift changes very rapidly with coming up of new technology. But it is to be remembered that only product innovation is not the key to success of the business that exists nowadays but also the innovation of the prices, innovation in the supply chain management and also innovation of the strategies of operations that can help the business in gaining market success (Weerawardena et al., 2011). These innovative strategies are used by the organization’s management so that they are able to make reduction in the organization operational costs and with the help of this hey can earn revenue and also focus upon customer satisfaction by investing the saved cost upon the research and development of their products. With the help of cost reduction, the organizations nowadays are able to increase their salary packages for the employee and also satisfy the shareholders by paying them more dividends. This is a strategy to satisfy the stakeholders of the organization with the help of reduction in the organizational operations cost. Moreover, the organizations also focus upon the development of the community as a part of their CSR strategy in order to make the customers loyal towards the business (Lindgreen et al., 2010).
In order to fulfil the CSR activities of the business, Zara invests in technologically upgraded machineries in their factories and with the help of that they save the cost of their business expenditure which helps them to provide god compensation package or salaries to the employees that are working under the organization and also they tend to invest their money upon the development of the community in which they work. Thus the customers as well as the other stakeholders of the organization along with the community are kept satisfied which increases the loyalty of the customers towards the business and also helps the other stakeholders and community to feel content. But the present trend in the business world is to focus upon the touch points of the customers and Zara is also not an exception to this factor. Zara focus upon the touch pints of the customers in the short run so that the revenue of the business can be increased but the focus for the long run orientation remains obscure for the brand which in long run might decrease their sales (Walker, 2011). 
So that the customer satisfaction can be improved, during the end of season, huge discount is provided by Zara to their customers and also superior services are provided by the brand to their customers to improve their customer touch points but in the long run, there is no improvement noticed in the end to end customer journey which can be tough for the business organizations to survive in the competitive market. 
In the fashion retail industry, the customer end to end journey plays a significant role in determining the business success and it starts right from the time of acquiring the customers, guiding through the phase of purchase of the products of the organization and guiding the customers through after sales service (Barnes et al., 2010). Zara is not an exception from the other fashion retail brands that exists in the market as they emphasize very less in the area of after sales service to the customers. The after sales customer service is significant due to the fact that it helps in taking feedback from the customers regarding the products and no business can be existent for a long period of time without taking feedback from the customers as it is required in order to suffice the demands of the customers in the longer run. The satisfaction of the customers during the after sales service in the organization can include many factors among which the most significant of them is satisfying the employees of the organization. When the employees are satisfied, they tend to serve the organization in a superior way and it can help the organization to increase the sales and also satisfy the customers a well. The service level and commitment of the employees towards the organization can be improved with the help of providing them with competitive salary in the industry and also help them with better incentives. Zara is already in a advantageous position in the fashion industry in terms of competition with their rivals but in order to increase the competitive advantage more in the retail clothing market, Zara can focus upon creating a new marketing plan that will guide them towards increasing customer satisfaction and thus towards more revenue from the industry (Mollá-Descals et al., 2011). For the purpose of boosting the revenue of the organization and increasing the loyalty of the customers here are no exceptions to a marketing plan in the organization. 
Zara Brand Philosophy:

Compared to the other business models of the world’s fashion retailing industry, there is lot more vertical integration of the brand in Zara and it helps Zara to cover up all the phases of fashion that include designing, logistics, distribution as well as manufacturing. All the business areas of the brand are focussed upon the customers of the organization and Zara also do not support retailing thorough the other branded stores of retail clothing stores in the market and supports their own clothing only in their stores (www.fashiongear.fibre2fashion.com, 2018). 
This strategy has been adapted by Zara so that they are able to refresh their fashion in the brand stores in every four months and thus address the customer demand more positively. Moreover, Zara also focuses upon the time factor above everything else and also more than that of the cost of production and they even value time more than that of money. With the help of vertical integration, Zara achieves flexibility and make reduction in the stock as well as reduce the risk of fashion to the minimum degree possible. There are more 200 designers of the brand who are professional in nature and they examines the demands of the customers and tries to satisfy them with the help of creating exclusive design of clothing line in the market under the brand. 

The suppliers are external to the company and helps Zara to achieve great height with the help of maintaining a cordial relationship with the management of Zara and supplying the superior quality materials for the clothes. The garments of Zara are mostly manufactured from in-house production but also some suppliers supply them with readymade garments, though lower in number, helps in the satisfaction of the demand of the customers. From the warehouse of Zara the dispatch of the clothes takes place two times in a weak and this helps in rotating the fashion of the brand continuously (www.fashiongear.fibre2fashion.com, 2018). 

Moreover in the whole business model sustainability is maintained in from top to bottom and Zara focuses upon improvement of the labour conditions and in order to improve the conditions of the labour, they have signed contracts with many of their suppliers. Moreover, they also focus upon the animal welfare in order to improve their sustainability (Epstein et al., 2014). They have banned fur materials in their clothing and also lab testing of animals. In addition to that, Zara’s top focus is maintained upon the environment and they have started a program for reusing the clothes which increases the sustainability under the name of “Closing the Loop”.
Zara Brand Strategy:

Strategy is one of the most significant aspects of the business as stated by Johnson et al., (2011) and superior strategy also has the capability of making the company a market leader in very less amount of time (Johnson, 2016). The business strategy of Zara is straightforward and it somewhat forces the customers to consume the products that they like in the stores due to the fact that Zara rotate their products twice a week in the European countries and the customers are not sure about the fact that if they like something will it be there in the stores for a long period of time or not. Moreover, Zara also do not miss to spot the new trends in the industry and make the designs of their products according to that in order to attract the customers towards their products. With the help of sufficing the demands of the customers, Zara is able to gain competitive advantage in the market over their competitors and moreover, the online presence of the brand as well as its offline presence in 88 countries helps them to be the top fashion retailers brand in the world market. The Zara products are either produced in their factories or are supplied by the suppliers of the organization and those products are stored at warehouse for minimum amount of time possible and as the old collections are removed from the stores, the store are ushered with new collection of clothes and thus forcing the customers to by old clothes at a rapid rate before they goes out of stock (Lopez et al., 2009). Moreover Zara also do not believe in advertising through the digital media and they focus upon the aspect of viral marketing and enjoy the news getting spread to the customers. 
Zara Brand Communication:

According to Keller (2009), the brand communication is the aspect with the help of which the commercial activities as well as the marketing activities of a brand combines in order to communicate with the customers of the brand that can have an influence upon the customers of the brand and their products as well (Keller, 2009). Zara differs from other brands in the market while communicating with their customers and it is a fact that not a single penny is wasted by Zara in social media in order to communicate with their customers. Rather, Zara mostly focus upon word of mouth publicity of their brand and also invests in the real estate in order to enhance the outlook of their stores in the market (Gamboa et al., 2014). But social media is used Zara, so that they are able to communicate with the customers. Zara have their own page in the most famous social networking site Facebook and also have pages in recently popular Instagram. Moreover Twitter account is maintained by the management of the organization in order to enhance the customer satisfaction by communicating with them. Jaglois (2015) opined it is very significant for the brands to enhance their strategy for communicating with the customers but for doing that, the brand must understand on the first instance, their target market. In Zara’s case, the target market of the brand is all gender in the age range of 15-40 and communication is done with the customers with the help of the internet in social media as this age range can mostly be found in the social media websites (Kotler, 2015).
There are many customers who have believed that the customer perception has been improved by the use of social media websites and the company’s digital media team can handle the queries of the customers in the social networking website sin an efficient manner. Thus Zara’s marketing communication is helping them to provide with a competitive advantage in the marketplace. Moreover, the customers are not the only one Zara maintains their communication with, and there are also suppliers who are communicated with the help of the reports published by the brand in their website.
Zara Future Challenges:

The future challenges exist in every business, if the issues related to the business are not addressed properly. Moreover, the marketplace is becoming more and more competitive due to the increased amount of usage of technology in the business in the 21st century that is challenging Zara (Fernie et al., 2010). The company do not believe in advertising in social media which can be regarded as one of the weakness of the business due to the fact that there is increased amount of use of social media in the world and reaching out the customers through social media pay per click and pay per view ads are important for every business organizations nowadays as word of mouth publicity has gone out of fashion in the recent times with the growth of internet. That is the reason, Zara has lost their market shares in the recent times as Swedish giants H&M is found to increase their market share with the help of social media publicity. Moreover, H&M is a brand which focuses upon all kinds of campaigns and offline and online which is helping them to increase their market shares (Giertz-Mårtenson, 2012). Additionally, another brand is there in the market in the name of forever 21 and they are recently expanding their market and the range of clothing is a bit cheaper than Zara which is also increasing their market share and these two brands as well as technology can pose a threat to Zara during the future time.
Requirements for innovation:

The technological development of 21st century is globally changing he external environment of the businesses in a rapid rate (Ünay et al., 2012). The changes in the environment are forcing the businesses to focus upon innovation of their products with the changes in the demand of the customers. The customer demand changes rapidly with changes in the business environment and thus it is extremely significant for Zara to innovate their products in the market so that the customer demands can be met.
But it is also a fact that innovation of Zara do not only apply to the products of the organization but they have also streamlined their creative approach towards the business with the help of optimization of manufacturing facilities, data tracking, management of supply chain, store layout, operations of the employees as well as maintaining focus upon the inventory (Kang et al., 2010). In their product section, for men and women, Zara have introduced new summer denim, which is a new clothing line for both genders and it is selling in the Zara website as well as in their offline stores.

Diversification of the brand Zara:

As opined by Holloway et al., (2011), the diversification is the strategy of the business with the help of which the organizations focus upon expansion of their business with the help of adding products in the market and services or expand their business in ne countries to capture new markets. Zara’s diversification strategy is concerned with expansion of their home range in many countries where Zara clothing line is not present and during the present time, Zara Home range consists of products like decoration, bedroom, bathroom, fragrances as well as furniture (Sbou, 2011). Zara home range products are available in the countries 44 countries over the world with 408 stores located in these countries. 
Innovation in the marketing plan for Zara:

Neamtu (2010) stated that marketing plan is the general outline of the basics of marketing strategy of the company with the help of which the company wishes to capture the market shares of the company and also deal with the competition in the market so that they are able to earn revenue from the business, below, the marketing mix, which is a part of the marketing plan (Neamtu et al., 2010).

Zara Marketing Mix:

Product:

Zara is also known as the Coca Cola in the industry of fashion and due to the fact that the brand is able to suffice the changing demand of the customers, they are very popular among the fan base. Outsourcing of the products is not done in Zara and all the products are supplied either by their suppliers or are owned by them. The unique selling proposition of the brand is that it helps in selling of products that are innovative and latest in nature. There are seasonal variations of the brand in their product range and Zara offers their products for men, women as well as for kids (Hammoudeh, 2014). Moreover, their teenage section available in their stores is also attraction for the age group of 13-19. 
Price:
Zara is a brand that does pricing of their products in an affordable range but some of the Zara stores are there in the world, which only keeps the products that are premium in nature and thus both the segment of pricing is addressed y the brand. There are two kinds of concepts of Zara pricing strategy and in some countries Zara follows premium pricing strategy while in some countries, they follow economic pricing. 

Place:

Mostly the posh areas are selected by Zara for the purpose of selection of the location of their shops and also the malls (Rao, 2014. There are 88 countries in the world where the brand is present and markets their products. The innovation marketing mix can help Zara to expand in new countries and also to penetrate in the market of recent expanded countries. For instance in India, they have stores in few cities where penetration can be done in order to earn more revenue. 
Promotion:

The promotion of the brand is focussed upon making the brand reach up to the customers and Zara’s new promotion strategy can follow promoting the brand with the help of social media ads as they are losing out their market shares to H&M and Forever 21 due to the fact that online promotion is not done by Zara.

STP in Zara:

Segmentation:

Zara does demographic segmentation in their business mainly and the customers that the organization targets are at a age range of 18-40. Moreover, occupation segmentation is done by Zara as there are causal line of clothing and formal line of clothing that the brand keeps available in their stores (Dibb, 2010). There is also lifestyle segmentation that is focussed upon by the brand as they focus upon hectic lifestyle, plus size garments and also small sized garments.
Targeting:

The customers are the point of start for all activities of Zara and due to the fact that Zara is a brand that is customer oriented, they are the lead model of fashion brand according to many customers. Moreover, the stores of Zara are also in the posh areas where they will be able to find their customers who will have the power to buy their items. 

Positioning:

In some countries, Zara has placed their brand as a luxurious brand in the market with high range of pricing strategy and luxurious products, while in some countries Zara has placed their brand as economic with moderate pricing strategy (Ali, 2013).

Conclusion:

So, from the things that has been stated above, recommendation can be provided to Zara that they should have an innovative mindset in order to promote their products with the help of social media marketing to their customers and should also focus more upon the technological development of the company in order to make the end to end customer journey more focussed in their marketing planning.
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