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Introduction:

This report is about Zara which is one of the renowned biggest worldwide fashion companies dealing with Men’s, Women’s, Children clothes also shoes, cosmetic and accessories .In this report with critically appraising we will discuss how Zara can create innovative marketing strategy for raising awareness of the brand in addition to managing and evaluating customer journey across a range of communication channels to make sure expectations of current and future stakeholders are fulfilled. 

Zara belongs to Inditex which is one of the largest worldwide fashion retailers with eight brands formed by Amancio Ortega. In 96, countries around the world Inditex total numbers of stores are 7475 with 49 online markets, employees are 171839 being of different profile, experience, origin and culture of different 87 nationalities and speaking 54 different languages. 
According to Forbes 2018 list of top 15 billionaires Amancio Ortega is at no 6 with an estimated $70 billion. (CBS News, 2018)

In 1975 the founder of Inditex Amancio Ortega opened first store of ZARA in the Spanish coastal city of A Coruna.  In 1988 ZARA goes global and opened his store in Porto, Portugal. Zara Home the first stores of interiors and home brand was opened in 2003. In 2007 Zarahome.com was the first online store. Moreover, in September 2010 Zara started online business and start off selling his products online in 16 European markets.
Zara over the years has remained faithful to its core values, articulated merely in the same key four words that define in all stores which are Clarity, beauty, sustainability and functionality. Zara is famous for its capability of developing new product and within two weeks get it to the stores, despite the fact that other retailers are taking six months. Zara has more than 2200 stores operating in 96 countries with 46 online markets and numbers of employees are above 6500. 
According to Forbes (2017) Zara major market is Spain with 436 stores, followed by China 193, France 129, Japan and Italy each 100 and US has 78 sores. Also brand value is $11.3 billion.  Zara major competitors are Gap, H & M, Abercrombie & Fitch, and J Crew. 
Marketing:

According to Kotler etal (2009, p.6) Marketing is about identifying and meeting social and human needs. Marketing shortest definition is the process of ‘’meeting needs profitably’’.
Branding:  
 Branding is a regimented process used to extend customer loyalty and build awareness. Also, ‘’it is about seizing every opportunity to express why people should choose one brand over another’’. (Alina 2010, p, 6)
It can also be defined as the marketing practice of generating a name, design or symbol that differentiates and identifies one product from another. 

According to Alina (2010, p, 12) Brand strategy defines differentiation, positioning, unique value proposition and the competitive advantage. Its needs to resonate with entire stakeholders like internal, external customer and media. Moreover, brand strategy is a road map that leads marketing, for the sales force makes it easier to sell more, and provide context, clarity and motivation to employees. Your distribution channels, where to advertise, what to communicate verbally or visually all are the part of brand strategy.
Furthermore, your brand strategy is when, how, where, what and to whom you plan delivering on and on communicating your brand messages.
Branding Strategy Processes:

According to Kotler et al (2009, p, 429) there are four processes for branding strategy management.

Firstly, make sure brand identification with customers and in the brand association in the mind of the customers with a service class or specific product or customer need.

Secondly, establish firmly meaning of the brand in the customers mind.

Thirdly, to this brand meaning and brand identity elicit the proper customer responses.

Fourthly, convert response of the brand to create strong, active loyalty relationship between the brand and the customers.

 Brand Equity: 
Brands are more than just symbol and names. They are a main component in the relationship of the company with the consumers. Brands represent perceptions of the consumer and feeling about manufactured goods and its performance, the whole thing that the service or the product means to consumers. Finally, ‘’brands exist in the heads of consumers’’. One of the well esteemed marketer said ‘’products are created in the factory, but brands are created in the mind ’’CEO of HULU online video service Adds Jason Kilar said ‘’ A brand is what people say about you when you are not in the room’’ (Kotler and Armstrong, 2013, p, 66).
According to Kotler and Armstrong (2013, p, 266) McDonalds former CEO said,’’ In the terrible natural disaster if every building, every piece of equipment, every asset we own were destroyed, because of the value of our brand we would be able to borrow all the money to replace it very quickly .The brand is more valuable than the totality of all these assets’’. Therefore, brands must be carefully managed and developed as its powerful asset. 

Moreover, brand equity is a marketing term that describes a brand’s value. An influential brand has high brand equity. Brand equity is positive when customers respond more favourable to it than to an unbranded or generic version of the similar product. The brand has negative brand equity if customer’s reaction is less favourable than to an unbranded version.
Brands differ in the amount of value and power in the marketplace they hold, a few brands like Nike, Coca Cola, McDonalds, GE and Harley- Davidson become larger than life icon in the market that maintained their power for years even generations. Further brands like YouTube, Apple, Google, Wikipedia, ESPN and Facebook create new customers loyalty and excitement. In the open market these brands win not just because they deliver trustworthy service or exceptional benefits, moderately they succeed because with the customer they forge deep connections.
Furthermore, brand equity grows and develops on account of experiences of the customers with the brand. The procedure usually involves that natural relationship of the consumer with the brand which can be explained through following model.
· Awareness: Often with advertising brand is introduced to his target audience and ensure it gets noticed. 
· Recognition: with the brand consumer become familiar and in the store or at other places consumer can recognize the brand. 
· Trial: at this stage consumer recognize the brand and know what the brand is or stands for, consumer try it.

· Preference:  After trial, with the brand when the consumer has good experience, than they will give preference to the brand over others.

· Loyalty: After a sequence of excellent brand experience, not only consumer recommend it to other, it turn into the only one in that category they will buy and use.

Keller’s Brand Equity Model:
It is also known as the (CBBE) Customer Based Brand Equity model developed by marketing professor Kevin Lane Keller at the Tuck school of business at Dartmouth college. The concept is simple behind the brand equity model, with the aim of to build a sturdy brand, you must figure out how customers feel and think about your product .Right type of experiences you have to build around your brand, in order that customer have specific opinion, feeling, belief, positive thoughts and perception about it.
In the case of strong brand equity, your customer will prefer to purchase more from you; to other people they will recommend you, they are more trustworthy, and there are very high chances they will not buy from your rivals.
In the Keller’s Brand Equity Model, In order to build strong brand equity there are four steps which company needs to follow. 

The pyramid four steps represent four essential questions that often subconsciously your customer will ask about brand. The four steps consist of six building blocks that have to be in place for you to get to the top of the pyramid, and to build up a thriving brand.
Brand Identity - Who are you?
Your goal in this step is to create brand salience or awareness. Simply, you need to assure that brand is noticeable and customers are aware about your brand and recognize it. At this stage you are not creating awareness and brand identity, you are also trying to make sure perceptions of the brand are correct at main stage of the purchasing process.
In the case of Zara they found out all the young adults and teenagers are their customers and they want latest fashion clothes on reasonable prices. Their findings were competitors are not bringing any innovation in the clothing design and are not fully meeting customers’ expectations.  They created in the market high brand awareness and with the brand name of Zara eye catching window display. They generated depth of awareness among young generation.
Brand Meaning – What are you?
Identification and communicate the meaning of your brand and what it stand for, is the goal at step 2. In this step two building blocks are ‘’performance and imagery’’
Performance describes how well your product meets the need of your customers. As per the model, performance comprise five Categories 
· Product durability and reliability: Zara is well known for selling quality and durable clothes which is their prime object and they don’t compromise on it.

· Design and Style: Zara is offering latest design and new style clothes frequently to their customers. They are taking design from worldwide fashion shows and are not repeating design and style over and over like other rivals.

· Service effectiveness: Zara service is very effective; their staffs are well trained and always ready to provide excellent customer service. Moreover, well received exchange policy allow customer to refund or exchange without any hassle. 
· Price: As compare with competitors Zara is offering latest design on affordable prices. Due to this reason customer visit Zara store more frequently than their rivals.
· Primary characteristic and features: Innovative design and quality differentiate them from other competitors.

Imagery: Describes how well your brand meets the need of your customers on social and psychological level.  Value connected with Zara includes trendy, modern, sharp and high fashion.
Brand response – What about you?
At third step response of your customer to your brand fall into two categories ‘feeling and ’Judgement’’
Zara brand feelings are it fashionable and presentable. Zara clothes are according to the new fashion and look very nice when you wear it. Moreover, elite, socially approved and conventional.
Also, if we talk about brand judgement Zara is very well known brand, in the market holds a great margin. Furthermore, clothes are very comfortable and product quality is incredibly decent.
Brand Resonance – Relationship what about You and Me?
 It is fourth and last step which achieved when with your brand your customer feels a profound psychological bond.
Zara customers are very well attached psychological and loyal with their brand which can be measured by their constant purchase. 

Excellent online customer reviews is another example of psychological bonding of the customers with Zara brand.

Service Gap Model:
It is an important customer satisfaction framework. Five main gaps identified by LL Berry, A.Parasuraman and VA Zeitham that face organizations seeking to meet customers anticipations of the customer experience. Following is the diagram of Service gap model.
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Following the five gaps that organization should manage, measure and minimize.
Gap1: is the distance between what the customer’s expectation is and what manager think they expect. Marketing research can fill this gap. 
Gap 2: is between perception of the management and customer service actual specification. Managers need to assure organization is describing the service level they consider is needed. With the help of clearly communication of policies and procedure to the service staff can fill this gap.
Gap 3: is between service quality specification and service delivery. To fill this distance training and motivation should be provided to the service staff and manager need to audit in order to make sure that customer service is provided according to the organization standard.
Gap 4: it’s the distance between service delivery and external communication. In order to minimize this gap within the organization realistic promotion should be used.
Gap 5: it is gap between perceived service and expected service. Expectations of the customers have been produced by their personal needs and own past experience. In order to measure customer perceptions of service it is significant for the organization to perform routine transactional surveys after delivering the customer service. With the help of constant feedback this gap can be filled. 
It is very significant for Zara to implement above mentioned practices in order to get optimum results and further increase internal and external customers level of satisfaction.
Marketing and Digital Communication:
According to Kotler et al(2009,p,124) Digital marketing communication can be defined as communication and interaction between organisation or brand and its consumer using digital channels and information technology (email, internet, digital TV and mobile phone). It can be explained further with the help of following diagram.
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Zara communicate with their customers through social media which is nowadays one of the powerful medium of communication. Zara is active on Twitter, Instagram, facebook, YouTube and Pinterest.  Zara created his YouTube channel in 2005 and according to YouTube Zara total numbers of subscribers are 50864. They are using social media platform to post about their new products also in order to keep their customer engaged. One of the biggest benefit of advertising through social media is Zara can update their customer immediate of their new products which they are launching frequently.

Zara also has own website where are the all the information about company and products are available. Zara total online markets are 46. (Inditex, 2018)

Melissa (2018) Zara launched online store in Australia and free shipping will be offered to the customers.

Sharon (2017) According to Aberdeen standard investment Zara is getting benefit from online sale as in 2016, 3% retail sale of Spain were done through internet compared with across Europe 8% and in U.K 15%.

According to evening standard (2018) Zara lunches its first online pop store in Westfield Stratford London. Primary designed for ordering and collecting online order. Staff will have mobile devices to assist customer, in case of customer order before 2 pm they will receive their order same day at their home. This is another innovative step taken by Zara by using technology.

Recomendation: Moreover, in order to interact with the customer email is an effect way of communication. Zara can maintain the record of their customers emails and can send them new promotion updates, fashion trend and information about new products.

As we all know virtual selling is changing the world of marketing and selling. Moreover, with the help of virtual marketing we can build brand recognition and increase sale. Zara need to focus more on the virtual marketing.
Kolb (2017) Zara spend roughly nothing on advertisement, their main source of advertisement is word of mouth which is very effective. As recommendation from friends and family which is trusted source of informant ion. Zara target market is 18-40 year old mid range income women and men that live in cities and they are not shy to discuss Zara among their friends. Zara also benefits from celebrities endorsement, one of them is Duchess of Cambridge.  
Moreover , Zara with 2000 store in 77 countries located at prime locations, use them as form of marketing communication, attracts high end customer, Zara sign on all retail outlets is promoting Zara brand. 
However, Zara spending nothing on advertisement strategy possibly losing sale, as with the help of advertising they can attract more customer and could increase their sale volume.
Zara Customer Touch points: Touch points can be explained as the point of interaction between Customer, Products, businesses and Brands. Zara is spending only 0.3% of his revenue on advertisement which shows they does not focus too much on advertising. The main imperative touch point of Zara is their stores. Zara stores are very well designed and organized which can bring customer relaxing feeling, positive emotion and buying impulse. Due to direct interaction with customer staff can take feedback from the customer and on the basis of customer responses Zara device their future strategy.
Social media: Zara second touch point is social media and they have account on Twitter, Instagram, facebook, YouTube and Pinterest. Numbers of follower on social media are increasing day by day and Zara is closely monitor customer response on social media. Zara is using social media as quick medium of communication and posting all their new design, current trend for the customer ease.
APP: Another touch point of Zara is its APP, with the help of the APP customer can find new design, latest fashion trend and lots more. All of above customer can do online shopping through this App.
Web site: another significant touch point of Zara is their website where all the information related to the organization is available. Customer can view all the products of Zara, can order from there or after viewing from website can visit store, physically check the item and can buy if they like.
IMC Campaign:
First stage of the IMC is defining the audience to be targeted. In the case Zara their targeted audience are 18 to 40 year old women, men and children’s as they have also started selling kids wear. 
Second stage is set the promotional objective, which is increase customer equity. Also, develop marketing strategy and customer focused line. Furthermore, reinforce focus of the customer as the main driver of the Zara brand. Moreover, further increase awareness of the brand and favourable attitudes among customers.
Third stage is set Promotional budget, Zara does not spend money on advertisement as we have discussed earlier they spend only 0.3 of their income on promotion. 
Fourth is design promotion mix and their main source of promotion would be word of mouth, online advertisement, social media and shop display.
Last but not least is result evaluation and this is evident from the performance of Zara they are doing exceptional in term of selling, making relation with the customer, creating awareness about new trend and fashion.
Moreover, Ghantt chart is the tool through which you can monitor performance efficiently. This is very helpful for any project where to want to visualize the length of your project. One more, immense benefit that Gantt chart provides is the capability to perceive who is performing what and when they performing it. Following is the template of Gantt chars and with the implementation of the chart during performing campaign or project could be very helpful.
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Push and Pull Strategy:

According to Forbes (2018)’’ Zara focuses on pulling people in, not pushing product out’’ an augmented reality experience is introduced by Zara in its store. Initially it is launched in 120 stores globally. Most powerful pull marketing strategy is creating customer curiosity. With the help of pull strategy Zara excel, on the other hand his competitor H&M is still focusing on Push strategy. For Zara it’s all about customers. 

In their inventory and supply chain Zara use pull model strategy and uses following principle in order to increase their net income and maintained his position as affordable and fashion forward.

Swift response to Demand: Every month they create up to 1000 design based on current trend and store sale. Zara monitor spending of the customer in store to understand and evaluate what type of design they are buying and accordingly they work on their next design.
Production in Small batches: turnover of the Zara is very fast, for every product they produced small number of quantity. This practice helps them greatly to understand which design customers are buying. Moreover, they can explore new design and can find customers are accepting or not. 

Central centre of Distribution: IT system of Zara is very strong that back its distribution. Entire clothes shipped back to central location Spain. From here disseminated to dissimilar countries and store, based on particular locality needs and individual requirement.

Marketing Strategy:

According to Kotler et al (2009, p, 9) Benetton is one the competitor of Zara, with provocative advertising and unique brand of clothing many years they had enjoyed great success. Benetton had to rethink his marketing strategy when in the young fashion market Zara step in and through comprehensive marketing strategy started capturing brand loyalty and market share. Zara understood consumer behaviour new pattern of young adults and teenager, market that craved fresh style swiftly and cheaply were pleased with’’ disposable clothing ‘’. Zara studied the marketing mix variable and saw that service process of international supply network management,  and physical evidence like design and store layout were vital than tradition marketing spending on advertising. Advertising budget of Zara is only 0.03 % of his income. As compare with Benetton which is very different as only on advertising they spend £80 million because they focused on creative advertising. In modernising its international supply chain after investing more than £160 million Benetton has realised his mistake, to their worldwide store now they can deliver new style once a week Inspite of one month which was Benetton traditional strategy of delivery. Benetton head of designer Vincenzo Scognamiglo said ‘’Time is my enemy’’. Zara flourished because of its strategy of focus on swift delivery fashion style to the market whereas due to it’s over focus on advertising Benetton floundered.
Moreover, Zara supply chain is very lean and has the capability of refilling shelves in days rather than months.
Kotler et al (2009), Zara is the example of postmodernism. They do tease, tempt and tantalise the consumers. In the Zara shops fashion arrives swift and leaves as rapidly. If customer will not buy they will not have second chance to buy because Zara take design from worldwide fashion show and like other brands do not repeat its design.  Because of this reason some of the customer closely monitor the delivery dates at shops and try to buy as soon as new design reaches in the shops. Page 27 
In a year on an average 3 to 4 times customer visit other fashion stores, where as Zara average is 14. As customer are enticed to see today what’s new in the store and tomorrow will be gone. Zara understand his customers very well and customers understand the system of Zara. According to Marie O’ Riordan editor of Marie Claire magazine discussed in the Kotler et al (2009,p,27) ‘’  Zara formula works, with other retailer of the high street, in buying something risk is that you will be bump into somebody wearing the same thing , and its spoil the effect’’. 
Zara understanding of Marketing Management: 
Kotler et al (2009, p, 36) explained Zara provides very well insight into both the external and internal challenges of marketing management.

The Zara global success relies on marketing expertise in need for fast fashion, target market understanding and in addition managing its internal operation to provide these needs at profit. As compare with rivals Zara is more flexible and respond very quickly to changing fashion trend and to value deliver to its consumers. On the contrary rivals of Zara focus on outsourcing most of their production is from India and china and also emphasize on producing sophisticated marketing campaign. 
Zara ‘Fast fashion’ strategy manages entire operation in house in it’s headquarter in Spain for instance production, design , marketing all department coordinate with each other under one roof which builds the relationship among departments and an informal company that lessen bureaucracy and allows quicker reaction time which is highly important for serving its consumers with the most recent fashion trends. Within three weeks Zara can make new line while their rival’s average is six to nine months. Zara delivers values for its consumers by offering latest fashion and quality at rational prices. 
To conclude, World is shrinking rapidly with transportation, faster communication and financial flows. A strong combination of marketing management team that pay attention to its consumers, managing many in house supply chain operations and developed carefully information technology and knowledge of marketing have built a little fashion chain situated in Spain into a global success. 
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