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      The marketing fundamentals basically involve marketing activities which are vital business functions as it enables the organisation to promote product offers to its customers. It generally helps the organisation create value for its customers by building profitable relationships with them. The essential marketing principles provide the organisation to attract customers to become regular buyers of products and services. Fundamental marketing allows the organisation to help design, produce, advertise and provides the products in accordance with the customer's needs and preference. 
      This factor increases the organisation's chances to meet marketing objectives to attract, convert, and retain customers for a longer time. The following report will cover the critical analysis and evaluation of Zara’s market segmentation and its current marketing mix strategies. 


[bookmark: _Toc129786063]Overview of Company
      Zara is a Spanish fast fashion retail brand which has over 7000 stores across the world. The Company was founded by Amancio in the year 1975. 
      It sells clothing, shoes, accessories, shoes, beauty products, etc (Sergeevna, 2020). It is a flagship chain store of the Inditex store which is one of the largest retail organisations. 
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Figure 1: Zara
(Source: WordPress.com, 2020)
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Figure 2: STP Analysis of Zara
(Source: WordPress.com, 2020)
Segmentation, targeting, and positioning are a marketing model which generally identifies the target customer for the products and how it is achieved. This makes marketing communications more effective and personalised for the targeted customer. Marketing segmentation helps the company to boost its effectiveness through the selection of key market sectors. It enables the company’s business to be effective and efficient as this can help them to be more profitable. 
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Figure 3: Marketing Segmentation of Zara
(Source: WordPress.com, 2020)
     Zara is one of the largest international fast fashion retail brands which are well-known for its luxury apparel brands. Zara offers clothing for women, men, and kids who include jeans, T-shirts, footwear, tops, accessories, etc. The Company has incorporated this as a product strategy to attract customers towards its brands (Sitaro, 2020). 
     Zara focuses on the needs of existing customers because this helps the company to develop products that can satisfy the needs of the customers more effectively. This enables them to attract a larger audience at one time with much efficiency. Their product line has a variety of styles to pick which gives multiple options to the customers. Their items are more popular with fashionistas and the public because they provide fashion with high-quality products. Their products are influenced by the customer's preferences of their targeted market. Zara has a centric focus on developing modern designs which always provide refreshed product lines to its customers (Gheorghe and Matefi, 2021). 
    The Company generally puts its major effort into producing clothes for young adults and teenagers that have more fashion approach. This enables the company to gain major revenue sources from its target market product line. It also has given commitment towards sustainable development through the reduction of waste creation. They incorporate environmentally friendly raw materials for their creation of products so that they can take the initiative to be a leading example for practising sustainability in their business functioning. This has allowed the company to bring positivity to the business culture where there is increased customer loyalty towards their brand due to their responsible actions for operating their business.  
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Figure 4: Targeting of Zara
(Source: EdrawMind, 2021)
     Zara's target customer generally consists of teenagers, and adults, who are aged between 18 to 40 years. They target customers who have high fashion awareness and whose income ranges from med to high. The main trend they follow is the instant fashion concept which certainly incorporates product development on the latest trend which gives them a major advantage over their competitors in the market (Chen, 2022). It can be considered that it plays a crucial role in driving customers' attraction towards the brand. Customers who are interested in modern fashion and have a tendency to keep up with the latest trend within a budget amount are one of the primary target customers of the company. Their targeting approach is pretty simple as they operate their stores in major cities where there is a larger gathering of people. They provide the products at a much more affordable price rate so that they can meet the customer's budget. The Company follows an undifferentiated marketing strategy which provides a major advantage to the company because it does not distinguish the market but approaches the whole market in one unit. They provide the same offer to the whole market which gives equal status to every customer (Ladhari et al., 2019). This product and marketing strategy helps gain attraction from a large number of customers. The Company make use of its customer's preferences by constantly developing products through updated trends based on exclusive designs for its target customer. This helps them to retain customers for a long period of time by providing them value to them through quality and affordability. 
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Figure 5: Positioning of Zara
(Source: EdrawMind, 2021)
     Zara generally focuses on the global market customers through their industry tagline of cheap quick fashion. The Company focuses on a quick fashion approach for meeting the demand of the millennial. Their market positioning has been to provide instant fashion which is usually in trend and is less expensive as this can meet the target customer's budget. This has been a major success in the current market because the millennial approach fashion in a more instant trend as they do not stick to the same trend for longer periods of time. The Company taking advantage of this aspect and adopting product development to meet this trend has allowed the company to satisfy the customer need in the global market (Chen, 2022). It does not follow a more extensive marketing approach like conducting campaigns and broadcasting its products on television. But it leans towards providing unique product designs at a lower price to the customers. They do not use a wide variety of marketing tactics but generally use social media platforms to advertise their products as they understand todays millennial are mostly engaged in social media. As its main target customer is millennial and Generation Z, this gives them a major edge over its competitors in the market (Yide, 2021). This has enabled them to gain a massive following on the social media platform as well which can be considered a massive advantage to them. This factor has helped Zara to enable its product market positioning in the global market. It has given them a unique position through which they can efficiently satisfy their target customer with much efficiency where they can provide value for their money as well. 
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Figure 6: Marketing Mix of Zara
(Source: WordPress.com, 2020)
    The marketing mix is generally a technique that a company uses to promote its brand or product in the market. 
    Product: Zara is a global fashion brand which is known for providing less expensive products to its target customers. It generally provides the customer with instant fashion trends through its constant update on its product development. They offer products such as clothes, accessories, shoes, etc (Kovač et al., 2021). They generally aim to provide their customer with new designs at every drop which gives multiple options to their target customers in buying the products. This approach has allowed the company to gain a dominant presence in a global market through constant innovation where it gives affordability and quality to its customers. This has helped them to gain a major advantage over competitors such as Gucci, or Louis Vuitton in the global market. 
   Price: Zara does not distinguish the market as they provide the same offer to the whole market which has given them strategic flexibility to price their product at the same rate (Liu et al., 2020). They do not indulge in setting up various mass marketing campaigns for attracting the customer towards their brand which generally saves a lot of cost for the company. This factor enables them to make effective use of its pricing strategies where it provides the product to the customer at a lower cost to its targeted customers. This helps them to reach a larger number of customers worldwide. 
   Promotion: The promotion of any products helps the company to increase its attention in the market which is generally adopted to reach to a maximum number of people. In the same context, Zara does not approach conducting mass marketing campaigns for its products but it significantly makes use of social media to advertise its products for reaching the mass customer where both fast fashion and affordability are provided to the customers. It takes advantage of the digital platform while introducing any new product line in the market (Papadopoulou et al., 2022). This helps them to connect with a larger number of millennial who generally get engaged through digital platforms. This form of communication has provided the company with a greater advantage in the market.
   Place: The product selling point is a selling strategy that allows the company to market its product. Zara has strategically used this factor in its factor by opening over 2000 stores worldwide (Testa et al., 2022). It has placed its stores in major cities where there is a high population, airports, etc. Zara has adopted various strategies to increase customer engagement and for attracting major customers towards its brand. Zara has taken multiple steps for incorporating sustainability so that it can develop its product through sustainable means.
   People: Zara gives major focus on providing its employees with profound knowledge of the products so that they are capable of providing adequate information to the customer's inquiries. The people are the one who is responsible for representing the product to the customer so this is considered a valuable aspect of the company’s marketing prospect (Chevalier and Gutsatz, 2020). They provide effective training programs to their employees so that they can gain major knowledge of the new and existing products because they can be considered the image of the company. Zara intuitively hires talented individuals that can be moulded into better salespeople for handling sensitive customers.
   Process: It has been noted that Zara gives more focus on using its big data for managing an efficient supply chain which has been considered crucial for the company’s growth. They focus on improving their production processes constantly as it has been observed that their use of effective big data has helped them to build an efficient supply chain (Camargo et al., 2020). This has enabled them to become a fast fashion company with their constant improvement in the supply chain aspect. Through this, they have successfully established themselves with an agile working system. 
   Physical Evidence: Zara puts major emphasis on providing a positive message through its product to its customers. The Company has been using a strategic approach to present itself with a sustainable brand image. They are using a unique packing theme where there is an incorporated unique design along with meaningful messages carved on it. This has helped them to gain positive feedback from its customers. The Company has also successfully developed a better communication channel where it can smoothly communicate with its customer about its production process. This has helped them to build a meaningful relationship with their customers through a positive brand image in the market. 
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   The above report discussions have provided information regarding the process of Zara’s market segmentation, targeting and positioning. It has given a detailed description of the company’s approach towards attracting its target customer. The different variables are implicated in identifying various prospects for increasing customer engagement for the products in the market. 
   It has thoroughly described the fast-changing business environment and how Zara has successfully integrated new innovative business strategies into its business functioning. The report has also provided the current marketing mix that Zara is using to advertise its brand and product in the market. It has critically analysed the various marketing aspect which has been involved in Zara’s marketing strategy.  
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