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[bookmark: _Toc121776084]Introduction
Marketing management is one of the most influential approaches that can help a business to increase its profitability and sustainability within the market horizon. As opined by Pedersen et al. (2020), marketing management deals with different strategies to hinder opportunities and growth for the business. Moreover, it is used by businesses as strategic planning to promote a business. This study aims at identifying the role of marketing management within the organisational structure. ZARA has chosen to validate the study in respect of its marketing management analysis. This study will focus on developing an understanding of the influence of key external drivers on the company and its marketing management approaches as well. Additionally, the study also delivers some suggestions for the development of marketing strategies for increasing the future opportunities of the company. 
[bookmark: _Toc121776085]Overview of ZARA
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Figure 1: Logo of ZARA
(Source: ZARA, 2022)
Zara is one of the leading fashion brands in the international market. The origin country of the company in Spain. It was founded by Rosalia Mera along with her former husband Amancio Ortega in 1975. The headquarter of the company is situated in the Soho area in London. This fashion retailer has more than 3000 physical stores across the globe. According to Forbes (2022), ZARA is known for its ability to develop new products as per the demands of the customers and can make them available in store within at least 2 weeks which probably other retailers will take about 6 months. The brand deals with fast fashion and sells garments along with shoes and other accessories like perfumes and beauty products as well. There are almost 59 retail stores of the company in the United Kingdom. The maximum number of stores the company is situated in Spain is around 547 including its kid's store and homecare stores. The global presence of the company is very significant and helps to increase the potential of the company of being one of the multinational market leaders. This study will help to assess the potential of the company in managing its marketing strategy within the competitive market. 
[bookmark: _Toc121776086]Environmental marketing analysis of ZARA considering key external influencing drivers
Zara is one of the most popular fast fashion brands across the globe. It has around 10000 stores in the international market horizon. The recent trends of globalisation and the increase need to market products has influenced the overall performance of Zara in the competitive market. This study will help to analyse the impact of key external drivers on ZARA. 
Political Factor 
One of the major changes experienced in the UK is the change in trade agreements after the introduction of Brexit (Thissen et al., 2020). However, ZARA along with its marketing management approaches did not get influenced due to this change, as it operates a large chain business outside the European market as well. It helps ZARA to manage its importations of raw materials and increase the potential of the company in supplying well-finished products as well. Moreover, due to the free-trade agreement of the European Union, ZARA can continue to excel in its business within the European market as well as in the global market horizon. The political factors could impact the business of the company in a negative way due to unstable political condition after Brexit.
Economic Factor
ZARA is one of the Spanish brands that continue to explore the global market area. On the contrary, Spain has the highest unemployment rate in the whole European Market (Dimian et al., 2018). It helps to get lower-cost labour for the management of the business. In comparison to other European countries, Spain is able to get a higher rate of labour with fewer expenses. It can help to reduce the cost expenditure of the company and increase profitability as well. Henceforth, it can be stated that the economic state of the EU helps ZARA to increase its opportunity for growth and development. The impact and influence of economic factors are very high for Zara which controls the economic growth of the company as the inflation rate increased after Brexit. 
Zara is one of the most recognised brands in the European market. The people who do not purchase from the company might think that its products are high-budget. On the contrary, ZARA deals with the most affordable products within the European market in comparison to most of the high-street fashion brands. This aspect helps the company to improve its potential as well as its opportunities to thrive within developing countries as well. It further helps the brand to excel within the competitive market of Spain even if the country has a slow economy.
Sociological Factors
Even after the affordability of the products of the company, ZARA is also one of the most popular names among the fashionable brands. According to Sun et al. (2021), ZARA provides the most valued as well as high-quality products to its customers. Henceforth the company is trending among shoppers. Most customers used to buy their garments online. Moreover, the company and its online presence help ZARA to grab the customers of the competitive market. Henceforth, the online presence of the company aids development and growth.
 Web-based purchasing is the current trend in the market. Most customers used to buy their garments online. Moreover, the company and its online presence help ZARA to grab the customers of the competitive market. Henceforth, the online presence of the company aids development and growth. The popularity of Zara in the current market is one of the essential factors to enhance the business grwoth of the company by strengtheining its presence.  
Technological Factor
ZARA uses big data to improve its management process along with increasing the outreach of the company within the competitive market and the customers as well. Moreover, it can help the company to increase customer engagement through effective management of the business. ZARA has both a customer base and popularity among the competitors along with a great resource of finance as well. Both of these aspects can help the organisation to excel in its genre. It also can pull off the analytical approaches for increasing its market analysis capabilities.
Even after the affordability of the products of the company, ZARA is also one of the most popular names among the fashionable brands. ZARA provides the most valued as well as high-quality products to its customers. Henceforth the company is trending among shoppers. Web-based purchasing is the current trend in the market. Most customers used to buy their garments online. Moreover, the company and its online presence help ZARA to grab the customers of the competitive market. Henceforth, the online presence of the company aids development and growth. Technological advancement used by Zara affects its business highly and it is essential for boosting the profitability of the company in the current market.
Porters 5 Forces model for Zara
The current competitors in the market of Zara are Benton, H&M, the Gap and others and the competitive rivalry is very high for Zara. Among them Zara provides cheap and fashionable products in the market. On the other hand, the supply chain of Zara is very efficient to overcome the competitive rivalry in the current market (Porteranalysis.com, 2022). In the era of fiscal crisis, Zara provides a wide range of products in affordable rates which mitigates the possibility of threats of the new entrants in the market. The bargaining power of the suppliers is low for Zara as the company makes contract with several numbers of suppliers.  On the other hand, the bargaining power of the buyers is also very low as Zara provides a wide range of economic fashion products in the market. Therefore, the demands of the customers are fulfilled in terms of quality fashionable products provided by the company. Zara spends almost 0 to 0.3% of the total budget in advertising (Porteranalysis.com, 2022). This helps to spread awareness regarding different products of the company which contributes to reduce the buying power of the customers. The probability of threats of the substitutes is also low for the company as the company maintains legal and ethical consideration very carefully. Capital is the main thing to foster the business. It is very difficult for the new companies to establish the new business in this era of financial crisis. 
[bookmark: _Toc121776087]Analysis of the internal environment 
The internal environment of Zara UK includes its strengths, weaknesses, opportunities and threats. The internal factors are analysed below:
	Strengths
· The company have a strategy for cost leadership
· Effective distribution is observed for the firm (Yin, 2022)
· The incorporation of information technology is observed 
· Fast delivery of products
· Aligning company products and services to the new trends and services 
	Weaknesses
· The centralised distribution system is the major weakness
· The company have weak advertisement investment and plans
· Only have one manufacturing and distribution centre in the world  


Table 1: Strengths and weaknesses of Zara
(Source: Created by the learner)
The above analysis indicated that Zara has a strong strategy of cost leadership along with effective distribution. In addition, the company also serves its customers effectively through enhanced operations management and customer service system as a result of the incorporation of information technology. In addition, the company delivers its products to customers with fast fashion products that are unique in design. The company also has a major strength of having core capabilities and resources. Through the inclusion of these factors, the firm aligns its products and services to the recent trends as well as services that are trending in the consumer behaviour and retail industry (Zhu, 2022).  
Though the company has strengths, the company has weaknesses as well as threats that might impact the company's growth. Hence, the company can focus on the opportunities the firm can incorporate for gaining profits and enhanced market share.  
[bookmark: _Toc121781458]STP analysis of Zara
Segmentation
The company mainly analyses the overall market and identifies the needs of the customers. According to the needs of the consumers, the company makes its products which would be effective for identifying the current trends in the market. Identifying the trends is effective for the company to develop its products according to modern fashion needs. On the contrary, as mentioned by Zara carefully designs its product range based on the “catwalk trends” for the mass market (Mukherjee, 2020). This allows the organisation to imitate the popular brands and implement the designs that can be purchased by the mass market. The role of market segmentation is also essential for developing the business opportunities of Zara in the market. 
Identification of the groups of customers is essential for developing the pricing of the products. The needs are different in different people from various economic classes. Therefore, the study of demography is essential for Zara to identify its customer group (Shabir and AlBishri, 2021). Demographic marketing segmentation is mainly associated with age, gender, ethnicity, income and other factors. The main focus of the company is to identify a large group of people who prefer to rapidly change their fashion to the latest trends at affordable prices. The undifferentiated market segmentation strategy of Zara is essential for the company to enhance its business by engaging more customers to the business. The company offers a higher variety of products in comparison to its competitors in the market which plays an effective role in improving the business of the company in terms of segmenting the market into smaller segments. This market segmentation process is effective for the company to satisfy the needs of the customer in the current market. Therefore, the possibility of the business growth of the company is enhanced in terms of using this segmentation process. 
Targeting
After segmentation, targeting is one of the most vital components of the STP model which is highly essential for attracting more customers. Identification of the target customers is essential for identifying the needs of the customers which will lead to enhancing the level of customer satisfaction. The targeting technique of Zara is quite impressive. The company mainly targets customers belonging to the age group of 18 to 40 years (Edrawmind.com, 2022). This might be because fast fashion trends are very common in people belonging to, particularly this age group. The company also targets its customers according to their fashion awareness. The company also prefers to target medium to higher-income groups. Zara implements value-based pricing strategy for its customers. 
The customers could buy the products, with good value, from the company at a very reasonable price. This is an effective approach that allows the company to enhance its profit by attracting more customers to its business. The company also made different customer profiles for different customers which play a significant role in identifying the separate needs of the customers. According to their needs, the company develops its products in the market. Therefore, the customer satisfaction level could also be achieved in terms of following the target customers. Focusing on the demands of the target audience is also effective for the company to understand their purchasing intention which would also be essential for the company to develop its business in the market with a competitive advantage.  
Positioning 
Positioning is also very essential for understanding the position of the brands in the current market in comparison to the competitors in the market. Zara mainly follows a usage-based positioning strategy which is essential for the company to develop market-specific strategies aligned with fast changeable fashion trends (Edrawmind.com, 2022). The company is always active to change its products according to the changing fashion trends in the market. Quick fashion is adopted by the company to sustain its business in the market in terms of fulfilling the needs of the customers in the market. The adoption of fast fashion is one of the most vital factors for this company to enhance its business in the current competitive market. Zara successfully creates the FOMO effect among its customers, who feels like, in case they fail to buy the product that they liked within the given time, the stock will get over (Mukherjee, 2020). The positioning map of the company is mainly associated with the availability of a wide range of fashion products at an affordable price which is essential for attracting more customers to the business of Zara. 
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The Zara brand is well regarded among the core 25 to 35 years old consumers?  

Figure 2: Positioning map of Zara
(Source: Created by the learner)
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On the other hand, explaining the innovative strategies of Zara's 4Ps of the marketing mix model would also be effective for identifying and implementing strategies of business growth in terms of achieving customer satisfaction levels. 4Ps of the marketing mix is essential for the company to identify the key issues and it would be possible for the company to mitigate those issues in terms of adopting some market-specific strategies which would be effective for boosting the business growth of the company. The 4Ps of the marketing mix for Zara have been discussed as follows:
Product
Quality of the product is essential for any business organisation to enhance its customer base. The variety of products is also very essential for the business. Zara is one of the leading fast-fashion companies in the world. The company produces different types of luxurious products for men, kids, and women. The company offers a wide range of products to its customers and develops the products according to the current trends in the market. The company mainly analyses the current market trends and needs of the customers. The company makes trendy products, which is one of the driving factors to attract more customers to its business. Zara produces almost 10,000 designs every year which is one of the key factors in attracting customers to its brands (Mbaskool.com, 2022). On the other hand, the company also focuses on its quality and they never compromise the quality of its products. The exceptional quality of the fabrics used by Zara to manufacture its product range also allows the company to promote customer satisfaction. The increased customer base is effective for the company to earn a great profit in terms of gaining a good competitive advantage in the current market. The company also use sustainable materials to make its products which is very satisfactory for the customers to gain good faith in the company. The company also maintains good waste management which is essential for enhancing the sustainability of the business of a company. The company also follows animal ethical policy and never uses animal products in their products. The aim of the company is to provide 100% sustainable clothing materials by the year 2025 (BBC.com, 2019). This would also be effective for the company to maintain the standards of corporate social responsibilities (CSR) by negating the negative impacts on the environment. 
Price
Pricing strategies are also very essential for the business growth of the company. The appropriate pricing of the products is essential for the company to engage more customers in the business. The level of customer satisfaction is also achieved in terms of implementing proper pricing strategies. Zara mainly uses a tactful pricing strategy associated with quality products at a comparatively low price from the international competitors in the market. The company mainly targets middle and higher-income economic class people. Therefore, the company focuses on setting affordable pricing which could be beneficial for the middle-income group. The company also sets its pricing according to the different economies of the different countries. Zara follows a low-cost structure in comparison to the other international competitor brands which is effective for the company to gain a competitive advantage in the market. The increased competitive advantage plays a vital role in developing the business in the market by engaging more customers in business (Kumar and Pansari, 2016). Not only the price but the company provides quality products to its customers which is also essential for the company to enhance its reputation in the market. Apart from this, the company also offers discounts to its valuable customers and Zara also arranges 50% off sales almost twice a year and other clearance sales, which is also very essential for the company to grab the attention of the customers (Mbaskool.com, 2022). Basically, the company sets its budget according to the paying capability of the customers which plays an essential role in developing business opportunities for the company. Moreover, the company implements various schemes for engaging more customers in terms of which the company achieves greater revenues.  
Promotion
Zara invests a lot of money in promoting its products which is essential for spreading awareness among customers. The company also uses different social media platforms to promote its products. A strong social media presence is also effective for the company for engaging more customers to its business. Zara has almost 30 million followers on Facebook and almost 45 million followers on Instagram (Mbaskool.com, 2022). The market trends along with the customer demands are known in terms of using promotional activities. 

Place
Zara has almost 220 stores in 90 different countries (Mbaskool.com, 2022). Apart from this, the online business of the company is also very impressive and it is present on different multi-retail online shopping platforms. The rapid production and distribution strategies are essential for the company to enhance its business in the current market by satisfying the demands of the customers within a lesser period of time. The company also produces new products in small batches which is effective for distributing in the market. This strategy is also very effective for the company to gain good customer satisfaction.
[bookmark: _Toc121776089]Recommendations for the future
Zara UK can enhance its marketing strategies and globalise its business operations through the incorporation of the recommended actions. These are:
Incorporation of AI - Artificial intelligence may help Zara improve its trend radar so it can stay one step ahead of its competitors and the newest trends in ultra-fast fashion.
Enhancing social media marketing strategy with increased posts and videos - The increase in the posts and videos of Zara can enhance its presence in the view of the potential customers of fashion retailing. This can even enhance the competitive advantage of the company over its competitors based on optimised sales, revenues and customer acquisition rate. 
Inclusion of Virtual Try-ons, as well as other trending features in E-commerce and apps of Zara - The inclusion of virtual try-ons, is effective for the growth of Zara as customers are now inclined towards virtual try-ons during online shopping. 
Enhancing its product line and expanding its operations to other countries -  The company can expand its production operations along with an increase in its product line to reach its targeted customers better with less waiting time for the customers (Chipo et al., 2020). 
[bookmark: _Toc121776090]Conclusion
From the above report, it can be concluded that Zara survived the challenges of Covid-19 and globalisation through its effective strategies of marketing and business operations. The company enhanced its sales and revenue along with competitive advantage after the pandemic situation through effective marketing strategies, technological capabilities, strong resources and the capability of aligning its services to the trends of consumer behaviour. Digital
[bookmark: _Toc121776091]technologies have also been incorporated by Zara as a result of their effective decision-making. String recommendations for Zara have been provided in the report. 
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