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Zara, a leading fast-fashion retailer, has a global presence with nearly 3,000 stores and a youthful, fashion-forward clientele. The company's marketing strategy relies on high store visibility, quick product turnover, and word-of-mouth buzz. Zara's flexible supply chain produces over 450 million items annually, and it refreshes collections twice a week to keep shelves stocked with the latest trends. Despite its success, Zara faces changing market pressures and opportunities. The company has introduced programs like the "Zara Pre-Owned" resale platform to address sustainability concerns. 
However, there is a growing demand for diversity and inclusivity in fashion offerings, particularly for the plus-size market. Zara's core values include "beauty, clarity, functionality, and sustainability." This study suggests a new brand extension, the "Zara Curve" line of inclusive-sized clothing, which combines Zara's fast-fashion, trend-driven style with a more inclusive offering. The proposed extension includes a thorough Segmentation, Targeting, Positioning (STP) analysis, a customer persona, and a complete marketing mix strategy (4Ps), informed by current industry insights and statistics. The strategy is written to MBA Level 7 standards, offering a polished and fact-based marketing strategy for Zara's proposed brand expansion.


[bookmark: _Toc196560296]Brand Extension Idea: Zara Curve (Inclusive Sizing Line)
Zara Curve aims to serve customers who have been neglected by fast-fashion retailers by providing stylish apparel in larger sizes. The brand aims to offer the same innovative, frequently updated styles as Zara, but in a wider range of sizes, such as US sizes 14-22 and up or UK sizes 18-26. This extension aims to democratize high-street fashion while preserving the brand's values of "beauty" and "functionality." The global market for plus-size apparel was valued at over USD $310 billion in 2023 and is expected to grow by roughly 4% a year until 2030. Zara can take advantage of this opportunity by entering the plus-size market, as many brands have expanded their size ranges and experienced commercial success due to the recent shift towards greater body positivity and inclusivity.
The brand extension is both distinctive and practical for Zara, leveraging its advantages such as quick design-to-rack cycles and the ability to spot trends. Zara can ensure that the styling and quality meet the brand's standards by spending money on fit research and pattern adjustments for larger sizes. Zara Curve also supports the brand's sustainability value by creating apparel that fits a wider range of body shapes, promoting inclusivity and promoting longevity in clothing.
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To choose the best market segment and create the right brand image for the extension, Zara Curve requires a well-defined segmentation, targeting, and positioning strategy. We describe the STP approach below:

Dividing:
Segmentation is a method of categorizing the fashion market into distinct customer groups based on shared needs or traits. Zara Curve's main target demographic is adult female consumers aged 18-40 who wear plus-size clothing. This demographic is typically college-educated or working in urban settings, but clothing size is the primary demographic factor that unites them.
The target segment's lifestyle and attitudes are closely followed by trend-aware and fashion-conscious individuals who respect confidence, body positivity, and self-expression. They are also becoming more conscious of sustainability and ethical consumption, and their lifestyle is mostly urban or suburban, with frequent social events where dressing stylishly is an integral part of who they are.
Segmenting behaviour includes regular shoppers who frequently change their wardrobe due to necessity, preferring companies that provide omnichannel options, and those who react well to inclusive marketing. The plus-size market is predicted to reach over $500 billion by 2033, demonstrating the size and growth of this segment. Zara's brand extension should focus on targeting this segment, as it is currently underserved in the high-street fashion industry.
In conclusion, the plus-size market is a desirable target for Zara, as it is presently underserved in the high-street fashion industry.

Targeting:
Zara Curve is focusing on the plus-size fashion consumer segment, targeting women aged 18 to 40. This strategy aligns with Zara's growth and brand goals, attracting a wider audience without undermining its core brand. By targeting these women, Zara can create customized product offerings and messaging while maintaining the brand's allure for quality and trendiness. The market opportunity is significant, as most women in America and Europe are larger than typical fashion brands typically carry. Zara's fast-fashion competitors, like H&M and ASOS Curve, have adopted plus-size products, confirming the viability of this niche.
Zara Curve has the necessary distribution and design capabilities to successfully target this market. By using its current designers and customizing patterns and fits for plus sizes, Zara can maintain the same style direction while making minor adjustments in manufacturing. This targeted approach ensures that resources are used effectively to attract and satisfy this specific group. The main target persona is the plus-size female fashion enthusiast in her 20s to 30s, living in an urban area with moderate income. Zara may consider a similar strategy for plus-size men's fashion as a secondary target.

Positioning:
Zara Curve aims to create a unique, understandable, and enticing value proposition for plus-size fashion buyers by combining trendiness and inclusivity. The brand will market itself as the company that offers high fashion trends without delay or compromise, offering style equity while maintaining the same level of quality. Zara Curve will also highlight its blend of reasonably priced products and stylish fashion, similar to Zara's main line.
The brand extension will establish Zara as a more customer-focused and body-positive company, emphasizing messages of inclusivity and empowerment in marketing materials. Campaigns may employ slogans like "Fashion Fits All" or "Your Style, Your Size," presenting Zara in a contemporary, progressive light. This encouraging positioning will develop emotional resonance and loyalty among the target segment.

Zara Curve distinguishes itself from fast-fashion competitors like H&M and Forever 21 by focusing on the frequency and novelty of styles. It also has a more aspirational edge, as Zara's brand is generally seen as being a tad more upscale and trendier than some of its rivals.
Zara Curve's store network provides the in-store experience and instant availability in major cities across the world, setting it apart from specialty plus-size retailers like Lane Bryant or online brands. Convenience is one aspect of the positioning, as plus-size customers can now enter a Zara store with friends and find their size on the same racks, promoting inclusivity. This "same store, same style" strategy sets them apart from companies that only sell online or segregate plus sizes.
In conclusion, Zara Curve aims to become the preferred fast-fashion brand for plus-size trendsetters by fusing the brand's recognizable efficiency and style with true inclusivity. The brand extension will occupy a distinct niche where body-positive ideals and fast fashion collide. Every component of the marketing mix will support this positioning, from promotions emphasizing inclusivity and trend leadership to product designs tailored for fit and having the same aesthetic as the main line.
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Here is a thorough customer persona for Zara Curve to help visualize the target segment: 
Name: fictional character Alexia "Alex" Morgan
Age: 28 years of age
Gender: female
Location: Resides in an urban neighbourhood of a major city, such as London, UK.
Working as a marketing executive for a tech company. educated at a university (Bachelor's degree).
Income: Between £35,000 and £40,000 per year, which gives her a comfortable amount of money to spend on fashion, but she still sticks to a budget and hunts for deals.
Family Status: Unmarried, lives with a friend in an apartment, and has a busy social life. Alex is a plus-size person (US size 14; UK size 18). She is representative of a sizable group of young adult women with sophisticated fashion tastes who wear sizes above average. She has spent the majority of her adult life on the plus side and has figured out which brands will fit her. Although she is tech-savvy and shops online most of the time, she also enjoys going to physical stores with friends to browse. 
Alex Morgan is a passionate fashion enthusiast who enjoys reading online style magazines, following plus-size fashion influencers, and browsing Instagram and TikTok for outfit ideas. She is drawn to Zara's modern, minimalistic, yet stylish aesthetic and is devoted to a brand that sells stylish, flattering clothing in her size. Alex supports the body-positive movement and values inclusivity and sustainability. She has a hectic schedule, focusing on her career, networking, and attending cultural events.
Alex is a frequent cross-channel shopper, shopping online at marketplaces and retailer websites, reading reviews, and seeking sizing advice. She prefers to try on clothing in-store to ensure it fits properly. She usually buys a few new items once a month, with larger purchases at the beginning of a season. She frequently checks Zara's app to see what new items have arrived but gets frustrated when many of the trendiest items don't fit her size.
As a Zara Curve customer, Alex's main need is fashion equality, where she can express herself through stylish clothing that fits her body well and is reasonably priced. She appreciates convenience, including having her size available both online and in-store, and being able to return items easily if they don't fit. She would likely be an early adopter if Zara Curve were to launch, eager to visit the store to try on the new line and share her discoveries on social media.
In the past, Alex has experienced issues like restricted choice, inconsistent sizing, and social exclusion. She values brands that allow her to shop with her straight-size friends and enjoys the joy and self-assurance that come with dressing stylishly. Being part of the fashion conversation also inspires her, as she enjoys sharing her outfits with friends or coworkers.
In conclusion, Alex Morgan perfectly captures the Zara Curve target market: a youthful, plus-size fashion enthusiast who is prepared and willing to spend money on Zara's products provided the company offers an inclusive hand. Her representation of a group with substantial purchasing power and potential for loyalty validates the brand extension's strategic focus on this persona.
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The 4Ps framework (Product, Price, Place, Promotion) will now be used to detail Zara Curve's marketing strategy after the target segment and positioning have been determined. Every component of the marketing mix is designed to make sure the brand extension successfully reaches the target audience and fulfils its promise of inclusive, stylish apparel.
Product:
Zara Curve is a new product line designed for extended sizes, offering clothing similar to Zara's main collections. The line aims to provide a wide selection of clothing that fits plus-size bodies while reflecting the same seasonal themes and styles as Zara Woman. The design concept emphasizes body-conscious tailoring and trends, using methods like draping and stretch fabrics for comfort and fit. Plus-size models participate in fitting sessions for extended-size clothing, adjusting the silhouette as needed. The core women's line in larger sizes may be the first offering, with fifty essential pieces from the main collection released each new season. Zara Curve's packaging and branding will be closely related to Zara, using the brand name Zara Curve.

Price:
Zara Curve is a mid-range fast-fashion brand that aims to provide fashionable clothing at affordable costs for its target market. The company's pricing strategy is based on cost fairness and parity, ensuring products are comparable to or equal to straight-size equivalents. Zara Curve will be priced in broad categories, such as £20-40 for tops and £40-80 for jackets, and will use psychological pricing to communicate value. The brand will offer a range of prices, including basics, mid-range pieces, and premium items. Zara Curve will emphasize the quality of its products, design, and view them as high-value options due to their stylish design, respectable quality, and affordable price. Promotional pricing and discounts will be consistent with Zara Curve's main line, allowing customers to participate equally in regular sale cycles. To encourage word-of-mouth among plus-size communities, Zara may run marketing campaigns like "Refer a friend to Zara Curve and get 10% off your next purchase."

Place:
Zara Curve is a new product designed to cater to the growing demand for plus-size fashion. The product will be available in select flagship locations and top-performing stores in strategic markets like Oxford Street and Fifth Avenue. Zara plans to expand the Curve line to every flagship store and a few mid-size stores in every country where it conducts business by the end of the first year. The expansion will depend on available space and local demand, with Zara utilizing its omnichannel capabilities, including click and collect, simple exchanges and returns, and inventory integration. The product will be marketed to markets with strong plus-size demand, but may be lower in some Asian markets due to body size distribution disparities.

Promotion:
Zara Curve is launching a new brand extension, targeting a new market. To raise awareness and increase sales, Zara will use various promotional strategies, including a high-impact launch campaign, press release, social media teasers, influencer partnerships, and user-generated content. The campaign will focus on contemporary, affordable channels and use Zara's brand community, given its historically low spending on traditional advertising. The launch will include a press release highlighting Zara's dedication to inclusivity, social media teasers featuring models in various sizes, and collaborations with well-known plus-size fashion models or influencers. User-generated content will encourage early adopters to post their Zara Curve outfits, promoting a sense of community and encouraging others to buy the product. Advertising and media will also be used to promote the new brand.
Zara is launching an inclusive size collection, Zara Curve, to reach potential plus-size customers who may have discounted the brand. The company will use various advertising strategies, including digital ads on Facebook and Instagram, out-of-home or print advertisements in magazines or places, store events, employee education and motivation, content marketing, public relations and thought leadership, and promotional content & tone.
Digital ads will target people who follow competitor plus brands or are interested in plus-size fashion. Out-of-home or print advertisements will be placed in specific magazines or places, while store events will be held in flagship stores to create an experience and demonstrate that Zara stores value and celebrate plus-size customers. Employee education and motivation will be encouraged to inform customers about the new line.
Marketing with content will continue to appeal to the target audience, including Zara Curve looks in online editorial posts and seasonal lookbooks. Emotional narratives and quotes from actual customers or models will enhance the brand connection. Public relations and thought leadership will be used to highlight Zara's progressive philosophy and indirectly increase promotional impact.
Promotional content and tone will be empowering, fashionable, and consistent across all platforms, stressing inclusivity, trendiness, community involvement, and maintaining Zara's image-driven, stylish, and concise brand voice. Zara will monitor the reaction to promotions and adjust their strategies based on social media engagement, store feedback, and sales data.
This multifaceted promotion strategy aligns with Zara's "pull" marketing philosophy and accommodates the demands of launching a new product line.
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