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Introduction
Marketing management has become an integral part of modern business operation. According to the description by Deepak and Jeyakumar (2019), marketing management is the organizational discipline that focuses on the application of the marketing techniques, orientation, and methods within organizations as well on the management of the marketing activities and resources. The overall success of a firm’s marketing management depends on the marketing processes and strategies, such as the marketing mix, it employs in achieving sustainable growth of its operation. Past studies have also connected successful marketing activities with the stakeholders’ engagements, including the roles plaid by employees in ensuring effective marketing communication and the consumers’ behaviors, which are critical in ensuring the flow of the brand’s products within the market as well as their competitiveness. In this discussion, regarding ZARA SA, different processes and stages of marketing are evaluated as well as the role plaid by marketing mix in ensuring the overall success of the company’s marketing strategies. The paper further evaluates the impact of stakeholder engagement on the organization’s marketing activities. 
The processes and stages of marketing including the role of the marketing mix
As per the illustration by Ostanik, 100insights Inc, (2016), marketing is simply the process through which firms create value for their customers and achieve strong market relationship to attract and capture the attention of customers as a result. Identifying the main stages in the marketing process is vital in devising how an organization can achieve such value for the customers. Theoretically, there are five main steps involved in the marketing framework through which business value is created, including understanding the customer needs and the marketplace, designing a customer-oriented marketing strategy, devising an integrated marketing plan that achieves superior value, constructing reliable profitable relationships and capturing values from customers. 
The first stage in marketing, which involves understanding the marketplace and the needs and wants of the customers, helps organizations establish the best marketing strategy that enhances value creation and improve marketing relationship. As per the illustration by Farooq (2020), customer needs include the necessities and physical needs of the tagged customers, like clothing, food, warmth, shelter, and safety. These needs are the ones that drive and encourage customers to make their buying decisions. Zara's main marketing process also involves the identification of the customers' needs, which range from the need for fashioned and high-quality clothing and footwear (Bhasin 2018). After realizing such needs, the company has specialized with the manufacturing and production of fast fashion and products, such as accessories, clothing, shoes, beauty products, swimwear, and perfumes. Through the identifications of such customers’ needs and wants, the company has then managed to define the demand curve thus placing their products and services into the market in a way that ensure customers’ total satisfaction. 
The second stage in the marketing process involves the designing of the marketing strategy that is customer-driven. Under this stage, organizations use their target customers to identify the target market (Farooq 2020). For instance, if the target customers are young and have a certain set of needs, the organization may decide to devise a marketing strategy based on such needs. The marketing strategy should also determine the best ways of serving the customers in the best ways possible, including choosing a value proposition. Value proposition involves the determination of how to serve the customers identified. Brand’s value proposition is the most essential set of benefits and values that are promised to the customers. For a company like ZARA to succeed within its highly competitive and dynamic industry, it has concentrated on the production concept, product concept, societal, marketing and selling concepts, all of which ensures the production and placing the most competitive products and services into the target market (Bhasin 2018). The third stage in the marketing process involves constructing and integrated marketing plan that delivers superior business value (Farooq 2020). A marketing plan is a significant document that defines the goals of marketing and the strategies through which such goals or objectives are achieved.
The fourth stage in the marketing process involves building profitable relationships. The management of the customers’ relationship is the process of maintaining and building profitable customer relationships by delivering customer satisfaction and superior customer value (Buana and Maftukhah 2019). The primary aim of customer relationship management is to generate high customer equity. Most companies, within the modern business setting, adopt marketing and business strategies that help them acquire profitable customer relationships and at the same time increase their market competitive advantage. Such features define the company’s strategies that address both internal and external problems. The fifth stage in the marketing process is based on capturing customers’ values. This may involve the activities that produce customer equity, including the combined lifetime values of all the customers, both current and future ones. Customer equity helps organizations achieve customer loyalty, which is a driver towards the overall success of a business. 

ZARA’s situational analysis
Conducting the situational analysis of a certain organization is essential in understanding how successfully it has devised a marketing process. According to the illustration by Hair Jr, Page and Brunsveld (2019), situational analysis is a collection of methods or techniques which managers use to conduct organization’s analysis, especially on the external and internal environments to understand the customers, capabilities, and the business forces. Using PESTLE model, the internal and external environments of ZARA are analyzed to determine some of the key forces that impact its operations, especially its marketing process and activities.  
ZARA is considered one of the popular fast fashion brands globally. Originating from Spain and having expanded to over ten thousand stores around the world, ZARA has attracted attention in different studies. To understand the company’s current market position, it is good to analyze its political, economic, social technological, legal and environmental forces that are likely to influence its main operations, especially marketing practices. 

Political factors
ZARA is a Spanish corporation; therefore, it has been enjoying all the political benefits of operating within the politically stable European region. Politically, operating within the Eurozone helps the company enjoys extensive trade agreements. Spanish corporations enjoy operating under less-strict trade regulations set within the region, which is an advantage who it comes to successful marketing approach and business expansion (Bush 2019). Importing raw materials from the European countries and selling the final products for ZARA has been easy due to such agreements. The extensive trade agreements have also placed the company under tough competition from the direct competitors from the Eurozone. 



Economic factors 
One of the key economic factors influencing ZARA’s business operation is the low cost of labor. As earlier noted, ZARA is a Spanish brand and given that Spain has the highest rate of unemployment within the region, the company has enjoyed low cost of labor therefore minimizing the overall production cost and high-profit margin (Bush 2019). This is an important marketing advantage that has enabled the company to achieve competitive advantage within the market. Low cost of labor has enabled the company to create value for its customers, which is an integral step during the marketing process. Using the reduced cost of labor, ZARA has managed to lower the prices of its main products in comparison to the prices offered by the corporations from other countries, like France, Germany, and the United Kingdom. This is therefore a core competence and has plaid a major role in ensuring the overall success of the company marketing efforts. 
The other key economic factor that influences ZARA’s business operation is its relative affordability. As per the illustration by Bush (2019), ZARA is considered a well-recognized brand globally. In that case, for those individuals who are not familiar with the brand’s products, they might think they are expensive, but, the company has managed to maintain relatively low pricing strategies over the years. Through such low prices, the company has managed to thrive even in poor countries. Despite the country’s high level of unemployment, ZARA has remained the most popular fashion brand in Spain. People can afford its products even though they are experiencing some economic and financial challenges. 

Social factors
Social factors are the key sociocultural forces that have the capability of influencing how an organization undertakes its main operations. The fashionable brand is one of the key social factors that have impacted the way ZARA undertakes its operations and its performance within the market based on their marketing strategies. ZARA is considered a fashionable brand name for most of its shoppers as well as being affordable (Bush 2019). The company offers high-quality products at affordable prices thanks to its creative and innovative marketing strategies. The company’s positive, strong brand presence enables it to collect healthy profit margins for the stockholders while meeting the diverse needs of the customers across all market segments. 
The other social factor is online shopping trends. There is no doubt that within the 21st century, businesses are adopting online platforms to undertake their business operations, especially marketing trends, in a way that meets the diverse needs of the stakeholders. Due to the effectiveness and efficiency in using these platforms to achieve the business goals, fashion companies are increasing their competitive advantage by shifting from the brick-and-mortar business market into the online market (Bush 2019). ZARA has not been left behind in this great shift as it has largely invested in online marketing strategies that enable it to reach out to a wide customer base while placing the right products to the right customer's segments. 

Technological factors
As an effort to expand its market reach, ZARA has concentrated more on technological development, including the application of digital platforms to enhance marketing practices. As one of the largest fashion brands in the world, the company needs distributing information about its offerings and its products efficiently across the global market (Bush 2019). The emergence of Big Data has become a driving force towards this development. 

Legal factors
There are several legal factors that influence the way ZARA undertakes its marketing activities as well as the success of its current marketing process. One of these factors is copyright issues. The fashion sector is placed under strict copyrights to prevent any issues among the players on the ownership and rights over new designs and fashion. ZARA has been forced to operate under such strict copyrights (Bush 2019). The company likes capturing hot fashions and making them affordable. This business trend has placed under serious copyright issues. 

Environmental factors  
One of the environmental factors is fast fashion impacts on the environment. Studies have associated fashion industry with wastefulness, starting from the wastage of the energy and raw materials. Most of the fashion products are manufactured not to last for long because the consumers’ preferences keep on changing thus demanding for more and new products (Kotler and Armstrong 2010). Such wastefulness has adverse impacts on the environment as it leads to the depletion of the raw materials and the environmental pollution from the waste products. ZARA, as a fashion company has been accused of such wastefulness and due to its poor waste management strategy, its business trends are not environmentally friendly. ZARA is however trying to be environmentally sustainable by keeping its sustainability pledge through its parent brand Inditex.
From the company’s PESTLE analysis, one can conclude that ZARA is a huge brand due to its ability to create luxury-feelings fashion products and offering them at affordable prices. The company’s business model is considered sold due to its lower costs of the products and its concerns about the social, legal, and environmental issues surrounding its operations. 

The interrelation of the Company’s Segmentation, targeting and positioning
In marketing, segmenting, targeting, and positioning (STP) is a framework that simplifies and summarizes the process companies use in segmenting a target market. The market segmentation is a process through which groups of customers within the market are divided into small groups according to their unique tendencies, characteristics, and preferences. According to the illustration by Islam (2020), segmenting a market is the process of organizing the target market into smaller groups which can allow the company to achieve a competitive advantage. During the segmentation process, marketers tend to make some considerations on the actionability, measurability, accessibility, and sustainability. Measurability involves understanding the purchasing characteristics, the size and the value needs of market segments. The accessibility is the ability of the marketers to communicate with the market segment and convince the individual buyers the need to buy the brand’s products and not those offered by the other players. Sustainability is ensuring that each market segment is profitable enough to compete with others. Finally, actionability is the overall capability by an organization to create a competitive advantage with its products within a specific market segment. 
Targeting is the follow-up process from the segmentation. After the organization groups its markets into segments, the next stage is always to target each segment and determine the best advertising media to communicate to the segment about the offerings (Mujahidin and Khoirianingrum 2019). Here, an organization devise and implements different business promotion strategies, including a variety of advertising approaches to reach out to the target segments and convince the prospects to buy the company’s products. Lastly, positioning is the final stage of the STP process. In this stage, organizations concentrate on influencing how customers view their products within the market. It involves placing the products in a way that is convincing to the customers to buy them (Mujahidin and Khoirianingrum 2019). Through positioning, companies can identify the unique customers’ needs and determine the best ways of fulfilling them. 
ZARA has devised effective STP strategies that have enabled it to achieve its overall marketing goals. For the segmentation, the company uses a combination of geographic, demographic, and psychological strategies. Demographically, the company focuses on grouping customers according to their age, gender, income levels, marital status, and educational levels (Bhasin 2019). For instance, due to the unique needs of women when it comes to fashion, the company segment women and men and then sub-segment them based on other factors such as age, income levels and others. Geographically, the company has managed to segment its market as local, regional and global, which has helped it place its products in a way that is effective and efficient. Lastly, the psychological needs of the customers are used in segmenting the market. 
After segmenting the market based on geographic, demographic, and psychological factors, ZARA has established numerous stores in all parts of the world through which it makes its products available and accessible to all the segmented customers. The company further uses online marketing and distribution system that makes the products readily available for all the customers (Bhasin 2019). Zara has also been using usage-based positioning strategies to identify its customer’s centric approach to satisfy the drastically changing needs and wants of the customers. The company is aware that customers across the world need new and unique fashions and trends. In that case, it targets customers and positions its offerings based on their needs and the ability to achieve exclusive designs. 

ZARA’s marketing mix
ZARA’s success is largely associated with its clever marketing strategy, which is an integral part of its attempt to achieve the main business goals. The company has become not only the Spanish largest and popular brands but also a global phenomenon with active operations in over 77 countries (Bhasin 2019). This success can be associated with its effective and successful marketing mix. 


Product aspect of ZARA’s marketing mix
ZARA has won a better position within the fashion market, one of its primary strengths being its ability to respond efficiently to the changing needs of the consumers. As per the illustration by Bhasin (2019), ZARA normally takes full control of the manufacturing process and does not opt at outsourcing any of such activities. This has helped it take full control of the products it offers into the market, ensuring the quality and the ability to meet the ultimate needs of the customers. The company, through its marketing mix, has focused on creating new designs and satisfactory produce, which are directed towards satisfying the unique and specific needs of the customers in different market segments. 
The company has, however, encountered several challenges when it comes to its products. In India, the company has encountered a lack of seasonal variation within the range. The company is forced to cope with and tackle the cultural needs of the local people, which are somewhat conservative and out of fashion. 

Pricing in ZARA’s marketing mix
ZARA has adopted a pricing strategy that enables it offers its high-quality products at affordable prices across its major markets. However, despite such pricing strategies, the company has also applied some premium prices for high-end customers. 

Promotions in ZARA’s marketing mix
ZARA has over the years adopted a marketing policy of ‘Zero’ investment in its promotional mix. The company tries to minimize the cost of business promotion as much as possible and redirect the saved money in opening new stores to enhance the positioning process (Bhasin 2019). The company has found differences that are important to the unique needs of the customers in a way that differentiates the brand from the competitors. The company's promotion strategy is strictly based on the experience, exclusivity, affordability, and differentiation. The promotional strategies have therefore enabled the company to position its products competitively into the market and achieve its business goals and objectives. 



Place in ZARA’s marketing mix
ZARA is a vertically integrated retailer, which makes it a unique and stand-out organization. The company manufactures designs and distributes the products itself without using other players (Bhasin 2019). This approach has enabled the company to create a strong brand name and become a strong Spanish brand. The company has created direct stores in numerous countries globally, which it controls directly. Such has enabled the company to achieve a highly competitive advantage in all its markets. 

Stakeholder engagement and their impact on the marketing activities of ZARA
According to the illustration by Andriof and Waddock (2017), stakeholder engagement is an integral part of a successful business operation. Engaging both the internal and external stakeholders in a friendly and effective manner is critical in motivating them towards achieving sustainable growth and achieving both personal and organizational goals. Here, the internal and external stakeholders are identified and evaluated to determine how the company communicates with each of them to achieve its marketing objectives. 

Internal and external stakeholders
As a huge international corporation, ZARA has several internal and external stakeholders, which determine its overall success in achieving its marketing objectives. According to Agas, Georgakarakou and Antonopoulou (n.d.), the internal stakeholders are the individuals whose interests are derived from the direct relationship with the organization, including investments, employments, and ownership. These may include the shareholders, customers, employees, distributors, and suppliers. On the other hand, external stakeholders are those individuals who do not directly interrelate with the company but are affected in one way or another by the business’s outcomes and actions (Agas, Georgakarakou and Antonopoulou n.d.). Zara’s internal stakeholders include the suppliers, customers, owners, employees, investors, and the Spanish government. The interactions between these stakeholders determine the success of the company’s internal operations. 
Among the external stakeholders in ZARA include competitors, partners, and local communities. The interactions of these stakeholders ensure the sustainability of the company externally, especially within the broader business setting. For instance, it is through the support the company receives from the local communities that it has managed to achieve a successful brand image. Also, given that employees and customers come from the communities, the relationship the company establishes with those communities define its success in building a competitive workforce and customer base. Partners and competitors within the wider fashion industry have helped the company identify the special needs of the target customers thus ensuring its overall success (Kotler and Armstrong 2010). For instance, understanding the strengths and weaknesses of the competitors has helped the company devise the marketing strategies and business trends that are competitive and satisfactory to different customers. 
Both internal and external stakeholders have direct impacts on how an organization devise and implement its main marketing strategies. The remarry aim of marketing is to identify potential customers and communicate to them about the products and services offered into the market as well as placing those offerings into the market in a competitive way to convince those customers to buy and consume them over those offered by the competitors (Hyatt and Berente 2017). For the marketing process to be successful, the internal and external stakeholders of an organization must be involved in an interactive way. For instance, when it comes to ZARA, which is a fashion retailer, the interaction between the employees and the customers defines how successful the company’s marketing process will be and its impacts in ensuring the overall success of the business. The marketers interact with the customers to establish a positive relationship that is vital in ensuring a successful marketing communication. On the other hand, external stakeholders, such as competitors and the local communities, also define the overall success of a company’s marketing process. Local communities help in boosting the brand image of the company thus ensuring that it is known by many people. Other stakeholders, such as investors, owners, suppliers and partners also contribute significantly to either a successful or failure of the marketing strategies adopted by a certain company. 

Conclusion
From the discussion in the essay, ZARA, is one of the most popular and largest fast-fashion companies in the world, has adopted effective marketing process; with successful strategies that enable it to attain the unique and diverse needs of the fashion customers. The company has developed STP strategies that help it identify and segment the right market in ways that help its position its offerings in a way that meets the needs of all the customers. Using the geographical, psychological, and demographic market segments and a successful marketing mix, the company has managed to become the leading fashion brand not only in Spain but across the world. The company, however, needs to invest more in modern marketing practices to address some of the few challenges it is facing in the markets like India. 
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