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[bookmark: _Toc90066177]Introduction
Internal analysis can be regarded as the process of evaluating the objectives and procedures of a business enterprise so, that it can utilize all the opportunities that the market presents by utilizing its strengths (Strauss and Sinha, 2014). The process also, includes the evaluation of the weakness of that organization so, that it can mitigate different threats. External analysis on the other hand can be regarded as the evaluation of the external factors that impact the decisions of a business. The COVID-19 has changed the activities of the business market and hence, the business enterprises have to take many decisions to stay alive in this difficult period. Zara is one of the biggest fashion brands in the world and this fashion brand provides fast changed and modern fashion products to its consumers. This fashion brand is owned by the Inditex group. This report will evaluate the internal elements of Zara. This report will discuss how the COVID-19 has impacted the marketing process of Zara. Then it will try to explain how Zara created its marketing policies. This report will analyze how external analysis can help in reducing the impact. This report will also, define how the government support system can create an impact on the activities of Zara.


[bookmark: _Toc90066178]Company overview
One of the biggest fashion clothing brands is owned by the Inditex group which is a Spanish textile manufacturer and the Inditex group was Established in 1963 (Carugati and Smith, 2020). Zara offers clothes, beauty products shoes perfumes swimwear etc. This fashion brand provides clothes for all gender and all age group. Zara is the first brand of the Inditex group which the company had established after operating for 12 years as a moderate enterprise in northwest Spain. The index company had established the stores of Zara almost all around the world In 2003 the company had introduced a home range of products like cutlery bedding glassware and home decorative accessories under the brand name of Zara. The company had established its online retailing efforts in 2007 and then its efforts were followed by its fashion division in 2010 (Ferdows and Machuca, 2021). The fashion products of these brands are processed in Spain and then distributed through its distribution centres. After manufacturing the products then the products are loaded in the trucks and then deliver to its stores all around the globe and it was found that approximately 450 million types of products are produced by Zara each year.



[bookmark: _Toc90066179]Internal Analysis and the impact of the pandemic in Zara
[bookmark: _Toc90066180]Understanding the marketing process of Zara
A marketing executive needs to understand the different processes that are needed to utilize so, that the manager can get success in the industry. The five processes of marketing are given below.
Understanding the market situation as well as the customers wants needs and demands
The modern-day business market is very dynamic and it’s continuously changing. To keep up with these changes the business marketers need to analyze different consumer trends. Here the marketers need to understand what are the requirements of the customers and then they need to understand what are products the customers are wanting the most (Baker and Hart, 2016). Customers want for a product indicates the demand of a product. As being a fashion retailer Zara needs to understand these shifts in the market. Zara understands these shifts and then changes its fashion products which eventually helps the company to generate a loyal customer base. Gaining customer trust is important and to fight during this pandemic situation the only thing that is helping Zara is the loyalty and the trust of the customers which are influencing these customers to buy in this chaotic moment.
Making customer-driven marketing strategies
The marketing strategies of a company need to be aligned with the needs and wants of the customers. Here the objective is to serve the customers. If companies try to make their strategies without considering the customers then the customers would not get attracted and therefore the Zara needs to create customer-driven marketing strategies so, that it can attract new customers.
Developing an intricate marketing strategy
Business enterprises need to create an integrated marketing strategy that can give the customer the highest value. Companies give attention to different marketing mix elements such as price promotion place physical evidence people promotional activities etc. To succeed in this chaotic moment Zara integrates all these elements so, that it can provide better value to its customers. 
Establishing profitable customer relationship
Giving customers more value than what they have expected can create better customer relationships. If customers get more than what they had perceived, then they get satisfied which eventually makes them customer evangelists as they try to promote their favourite brands (Peter and Donnelly, 2010).  Zara does the same with its customers and give customers more than their expected value and eventually, It increases its customer equity. After the pandemic, Zara is continuously trying to increase its customer equity by giving them more than what they had expected.
Gaining value from customers
It is the main part of the process as this part gives Companies what they aspire to achieve from the customers. By building a good customer relationship the company gets their desired price from the customer's end task the companies get value from their customers. Zara gets value from its customers by labelling its products at a premium price.
Internal analysis of Zara
To better understand the effect of the pandemic, an internal analysis of Zara is required. It will help the marketers to understand how to utilize the strength to overcome the difficulties that the pandemic has created. To perform the internal analysis the SWOT analysis tool is given below,
SWOT Analysis
	Strength
· Global brand reach
· Strategic store locations
· Efficient distribution channel (Hilletofth and Hilmola, 2019)
· First changed customer-centric collections
· Minimalistic store brand image
· Zara occupies a design advantage (Zhelyazkov, 2021)
	Weakness
· Products that are produced by Zara are sold at low costs while gaining higher profits (Ferdows and Machuca, 2021)
· Many of Zara's products are generalized and do not attract customers.
· Lack Of marketing communications
· Few products stocks

	Opportunities
· Increase in demand for fashion goods
· Asian and Chinese markets fashion growth (Özlen and Handukic, 2021)
	Threats
· Too much competition in the market
· Lawsuits related to the unjustice regarding the environment
· Goods are imitated by the Competitors
· Decrease In the brand equity



Zara’s marketing strategy Because of the COVID-19
Because of the pandemic, the customers buying patterns have changed and so, the marketing policy of Zara had to be changed. Before the pandemic, Zara did not pay much attention to selling their products through online channels but after the pandemic, they understood that customers buying patterns have changed and now they are hoping to purchase more products from online channels and therefore Zara is giving more priority to its online stores (Carugati and Smith, 2020). Zara has initiated a new policy which is clicked and collect which gives the customers to collect their desired products, not from the Zara stores bought from different pickup points. 
[image: ]
Figure 1: Online's sales increase at Zara (Zhelyazkov, 2021)
As customers are getting the chance to get the products from different pickup points it The physical connection among the customers eventually reduce the impact of COVID. Because of the pen, they make almost 87% of the area's physical stores had to be closed but it did not impact too much to the company because of the online sales that the company produced through its online website. By utilizing the online platform Zara get the chance to perform in 86 countries (Hilletofth and Hilmola, 2019). The records suggest that during this time the online sales of Zara was increased by 95% which occupied almost 50% of the overall sales of Zara. From 2010 Zara started to promote its online platforms but because of the pandemic it understood the online potentiality and therefore it provided in-depth importance to its online channels. Zara also, took omnichannel initiatives which integrated smaller stores that were shut down during the COVID-19. On this Omnichannel, the company initiated store mode which allowed the store owners to add new features to the customers for example orders are to be picked up within 20 minutes. Because of it, the decline rate of sales of Zara started to decrease.
[bookmark: _Toc90066181]The impact of COVID on the marketing mix of Zara
Product
Because of the pandemic, people become worried about hygiene and physical connection and therefore Zara has transferred its marketing to an online basis. Because of the pandemic, the demand for the products of Zara got reduced and therefore the production of products had to be reduced by Zara. While creating fashion products the brand also had to keep in mind the consumer buying pattern change due to the pandemic.
Price 
Because of the brand, they make the main thing that impacted the buying pattern of the customers are the price. Many consumers became sceptical about spending their money and therefore they started to evaluate the value of many products (Deepak and Jeyakumar, 2019). So, Zara had to keep in mind the price while attracting new customers. The company had to give products at an affordable price so, that they can achieve the satisfaction of the customers.
Place
Before the pandemic, the company wear more forecasts towards its offline stores as the company had offline stores in more than 86 countries. But after the pandemic, it understood the importance of online channels and therefore it ensured that its online websites are well equipped to give customers better service and then it renovated its website. Now the company has an online presence in more than 150 countries.
Promotion
Because of the pandemic, people become more interested in using online platforms and hence the traffic of people on online platforms got increased. So, Zara branded its products through online channels. On online platforms, Zara has initiated different coupons and discounts offered to its customers.
People
Because of the pandemic, the buying pattern has shifted and so, Zara had to keep in mind people buying patterns changed. Zara also has a wide range of employees who work to improve the design quality of the products. Because of the pandemic, these people were forced to stay at home and therefore Zara communicated with its employees through online platforms.
Process
Because of the pandemic, most of the in-store sales of Zara was increased while an increase in traffic on its online platforms. As most of the sales were done through online platforms there raised the question of getting money from the customers. Therefore Zara had to initiate different processes of collecting money from its customers. Here's our outline of how the company would collect. Payments from its customers and then give delivery of the products to the customers.
Physical evidence
Because of the pandemic, Zara could not get in touch with the customers and therefore they could not get any physical evidence but now as the impact of COVID has decreased the company is now trying to get physical evidence of consumers thoughts.
It can be seen that the marketing mix of Zara with hugely impacted due to the COVID-19.

The changes that occurred in the internals of Zara due to the pandemic are outlined below,
Cash and liquidity
Before the pandemic, Zara used to Get cash from the customers by selling their products from offline stores but after the pandemic, the company initiated online sales and therefore the company started to get online payments (McDonald, 2019). To get cash from the customers the company used online banking, create sales, coupons etc. Because of the pandemic, many of his stores faced the challenge of liquidity. Many stores didn't meet the targeted sales and therefore they faced issues in meeting the daily expenditures and therefore the company faced liquidity issues.
Marketing environment
The sales from offline stores of Zara had reduced and therefore Zara had provided that emphasis on its online channels. The company or the brand has given much emphasis on promoting the fashion products of Zara through online channels. 
Reorientation of the operations
The brand reoriented all of its activities because of the pandemic. The sales of the stores of this retail brand had reduced and therefore the company had to close many of its stores. Almost 87% of the stores were closed during the pandemic. During this time the operations of this company need to be changed and the company focused on its digital platforms. To integrate all of its activities the company maintained online communication to operate everything.
[bookmark: _Toc90066182]STP analysis of Zara
Segmentation
Because of the pandemic the consumers have become more aware to spend their money. They started to evaluate the value of products and therefore Zara had segmented its products based on the income of the consumers. Zara has closely evaluated the buying patterns change of the customers due to the pandemic. The brand has understood that because of the pandemic people are now showing our negative trends towards spending their money (Chernev, 2020). People are more sceptical towards evaluating their current financial position and they're trying to understand what the future would be and hence they are trying to buy products more affordably and therefore Zara has segmented the market based on the income and financial condition of the consumers (Paliwoda and Thomas, 2021). 
Targeting
To target the customers Zara has used online platforms. Zara has stayed novated its website and as the website of Zara has been renovated, the customers became more attracted to it. The newly designed website of Zara has many innovative features that are attracting customers. Zara has also, used digital media such as social media to attract customers. 
Positioning
Zara has positioned itself as a brand that provides customers whatever they want through its faster approach. Zara always tries to give the customers their desired products faster than anyone in the competition. Zara has positioned this brand image through the use of its digital channels.
This STP analysis of Zara would help the company to understand how to fight and how the company is finding the process of fighting against the difficult situation.


[bookmark: _Toc90066183]External analysis of Zara
External elements are those that are out of the control of a particular business enterprise and these external elements impacts the decisions of a business (Malhotra and Birks, 2017). The external analysis would help Zara to understand the market threats as well as mitigate the market threats. Because of the pandemic, Zara had to face a lot of trouble and during this time many of its offline stores had to be closed down. This external analysis would help Zara to evaluate different aspects which will eventually help the brand to overcome those issues (Charlesworth, 2020). Some external analyses from the perspective of Zara are given below,
Competition analysis
As a brand, Zara is very agile in the market. The brand always closely evaluates the changing customer shifts and therefore it promptly takes decisions. The main competitors of Zara are H&M, UNIQLO, Boohoo etc. And these competing brands are not that much agile in the market. These competing companies cannot change their business strategy like Zara.
Customer analysis
[image: ]
Figure 2: Drop in sales (Ferdows and Machuca, 2021)
Because of the pandemic, the buying pattern of the customers is greatly impacted. Customers have changed their outlook towards buying a new product. Now they evaluate the value of a product versus the value they are providing to get the product (Keegan, 2021). After evaluation, they decide the perceived value which eventually indicates their satisfaction from purchasing a product. Customers have become more sceptical towards spending their money. Even though these customers have become less interested in spending their money, they still want a variety of options while purchasing a product. So, fashion brands like Zara have to provide new fashion products in the market.
Environmental analysis
Zara also needs to analyze the environmental elements that impact business decisions. Because of the pandemic, the customers have become more technologically advanced and therefore Zara had to renovate its website. The website still does not have many important features such as filtering the products through the price range. Zara needs to initiate these features into its website. Economic and cultural change also, influence the decisions of Zara. Because of the pen, they make the cultural tendency of the customers have become more towards buying products from home. Ask customers have developed a culture towards social distancing, Zara had established a click and collect strategy which provides customers to collect products from different pickup points rather than going to Its retail stores.
[bookmark: _Toc90066184]Complex government support programs and the effect of COVID-19 on Zara
Because of the pandemic, the government of Different countries have established different rules regarding the business market. These newly imposed rules hugely impacted the retail industry especially Zara. The government had established rules regarding people gathering in public places and therefore many retail stores had to be closed down. In many places, the government encouraged social distancing and therefore it was monitored that not more than 10 people gathered in one place which eventually impacted the sales of Zara retail units (Keegan, 2021). Because of these rules imposed by the government, the retail industry had seen a huge change in the consumers buying pattern. The sales after the pandemic were more generated through online platforms. Even though the government had imposed these rules regarding social distancing and closing down different outlets, the government of different countries also, helped Zara to establish its business strategy. The government continuously promoted online sales and the government of different countries had encouraged its people to buy products from online channels which eventually helped Zara to regain its sales.
It can be seen that the external analysis might help Zara to understand what the government is providing them and therefore they can generate more customer-centric branding strategies. By accessing customers with better value the company can generate better value from the customers which can eventually help the company to regain its market share as well as create a better current position in the market. This external analysis can help to understand the consumers buying pattern and what the competitors are doing and then the company can initiate new technologies in its business strategies which can eventually help the company to market different fashion products.



[bookmark: _Toc90066185]Conclusion
The pandemic has impacted the marketing strategies of defined business units. Global brands like Zara is no exception to that. This report has analysed the internal elements of Zara. Then this report has defined how the ongoing pandemic has impacted the marketing process of Zara. Moreover, this report has tried to explain how Zara created its marketing policies. Furthermore, this report has evaluated how external analysis can help in reducing the impact. Lastly, this report has analysed how the government support system impacted the activities of Zara.






[bookmark: _Toc90066186][bookmark: _Hlk90066201]References
Baker, M.J. and Hart, S. eds. (2016). The marketing book. Routledge.
[bookmark: _Hlk90065074]Carugati, A., Liao, R. and Smith, P. (2020). Speed-to-fashion: managing global supply chain in Zara. In 2008 4th IEEE International Conference on Management of Innovation and Technology (pp. 1494-1499). IEEE.
[bookmark: _Hlk90065036]Charlesworth, A. (2020). Digital marketing: A practical approach. Routledge.
[bookmark: _Hlk90065014]Chernev, A. (2020). The marketing plan handbook. Cerebellum Press.
[bookmark: _Hlk90064988]Deepak, R.K.A. and Jeyakumar, S. (2019). Marketing management. Educreation Publishing.
[bookmark: _Hlk90065067]Ferdows, K., Lewis, M. and Machuca, J.A. (2021). Zara. In Supply Chain Forum: An International Journal (Vol. 4, No. 2, pp. 62-67). Taylor & Francis.
[bookmark: _Hlk90065082]Hilletofth, P. and Hilmola, O.P. (2019). Supply chain management in fashion and textile industry. International Journal of Services Sciences, 1(2), pp.127-147.
[bookmark: _Hlk90065045]Keegan, W.J. (2021). Global marketing management. Pearson Education India.
[bookmark: _Hlk90064995]Malhotra, N., Nunan, D. and Birks, D. (2017). Marketing research: An applied approach. Pearson.
[bookmark: _Hlk90065008]McDonald, J. (2019). The marketing book. Místo vydání není známé.
[bookmark: _Hlk90065097]Özlen, M.K. and Handukic, I. (2021). Fashion industry supply chain issues: Zara (Azel France). European Researcher, (4-3), pp.999-1008.
[bookmark: _Hlk90065029]Paliwoda, S. and Thomas, M. (2021). International marketing. Routledge.
Peter, J.P. and Donnelly, J.H. (2010). Marketing management. McGraw-Hill Higher Education.
[bookmark: _Hlk90065002]Strauss, J., Frost, R. and Sinha, N. (2014). E-marketing (p. 496). Upper Saddle River, NJ: Pearson.
[bookmark: _Hlk90064982]Yeshin, T. (2021). Integrated marketing communications. Routledge.
[bookmark: _Hlk90065090]Zhelyazkov, G. (2021). Agile Supply Chain: Zara's case study analysis. Design, manufacture & engineering management. Strathclyde University Glasgow, Velika Britanija, pp.2-11.
2 | Page

image1.png
Year

Online Sales in Billion 20:p>

2017
2018
2019
2020

2.5
3.2
4.0

6.2





image2.png
108%

91%
s ST an T

7% %
50%50s, 1%, 2019
#2020
5% 2
17 1 3¢
6

eb  Mar  Apr  May Jun Juy Aug Sep Ot Nov Dec
8% 4 ¢





