[image: ]

Programme: Master of Business Administration
Module: Marketing Management
Module code: LCMB7024


Student Name: Shahrin Afroz
Student ID: 2504528
Professor Name: Jayalakshmi Gopalkrishnan


Table of content
Introduction	3
Element 1: STDP Analysis	3
1.0 Company Overview and New Brand Concept	3
1.1 Segmentation Analysis	3
1.2 Targeting Strategy	4
1.3 Differentiation Strategy	5
1.4 Brand Positioning	6
Element 2: Marketing Mix – 4Ps	7
2.1 Product Strategy	7
2.2 Price Strategy	8
2.3 Place (Distribution) Strategy	9
2.4 Promotion Strategy	11
Element 3: Marketing Strategy Pitch	13
Element 4: Reflection	16
References	19




Introduction
The fashion industry is under pressure to respond to sustainability concerns related to the growth of textile waste, carbon release and depletion. Consumers and regulators require responsible models of production and circular consumption. ZARA is a trend-responsive and affordable fast-fashion company based in the Inditex Group, but whose model is still linear (Chibuzor, 2025). To fill this gap, ZARA Circular is suggested as a new sub-brand dedicated to sustainable, circular clothes. It aims to sustain the life of garments by means of take-back, resale, and recycling.

Element 1: STDP Analysis
1.0 Company Overview and New Brand Concept
The environmental contribution of the fashion industry is extremely acute, with fast fashion contributing towards carbon emissions worldwide compared to international flights and maritime shipping and huge amounts of water and textile waste (Maratos, 2023). As per Rashmila Maiti (2025), the production of fast fashion depletes natural resources, pollutes waterways, and leads to landfill accumulation because 85% of textiles are wasted each year, and manufacturing processes consume a lot of water. Although ZARA has launched sustainability goals through such programmes as Join Life and plans to use more lower-impact material, these efforts are still in a rather linear business approach (Andrew, 2024).
The proposed solution to the environmental threats of fast fashion is the creation of ZARA Circular, a special sub-brand based on the principles of the circular economy. The idea is a sustainable, circular clothing production of recycled and certified fabrics, backed with garment take-back plans, resale websites, and recycling, which expands the lifecycle of products and lessens wastage. 

1.1 Segmentation Analysis
· Demographic Segmentation
The main target of ZARA Circular is Gen Z and Millennials between the ages of 18 to 40, middle and upper-middle income, and high fashion consumption. These buyers are often urban and are sensitive to trends and growing interest in responsible buying. 
· Psychographic Segmentation
The segment is psychographic, characterised by a high level of sustainability, ethical consciousness, and brand transparency (Ahmed and Ahmed, 2022). These consumers value environmentally responsible consumption, circular consumption and societal impact.
· Behavioural Segmentation
In terms of behaviour, ZARA Circular aims at environmentally responsible consumers who practice sustainable behaviours, including garment reuse, eco-friendly recycling, and resale. 
· Geographic Segmentation
The brand targets developed and fashion-conscious urban markets, such as Western Europe (UK, Germany, France), North America, and select cities in the world, such as Tokyo and New York. 
1.2 Targeting Strategy
· Primary target market
The main target of ZARA Circular will be environmentally conscious Gen Z and younger Millennial buyers (18-30) who are more concerned about fashion sustainability but still consider design and affordability. For example, as per Edward (2023) Nike adapted marketing to engage Gen Z, emphasizing transparency, individuality, sustainability, and social responsibility values. As per Kotler et al. (2020), the market is evolving as a result of consumer interest in circular and sustainable fashion, which changes how the buying habits of people vary across the world. 
· Secondary target market
The second target will be older Millennials and early Gen X (30 to 40) with higher disposable income, less trend-oriented but more focused on long-term results of values and sustainability. This segment is sensitive to quality, production that is ethical and environmental advantages of the lifecycle.
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Figure 1: ZARA Circular Targeting Strategy 
Source: (Self-made)
Targeting approach
The differentiated targeting strategy will be implemented in ZARA Circular, where offerings will be made to different groups with different motivations and behaviours. This helps the brand to attract trendy, sustainable young people and practical buyers in circular fashion economies as per Nashiroh et al. (2024).

1.3 Differentiation Strategy 
ZARA Circular is not the same as traditional collections of ZARA because it does not have an exclusively linear fast-fashion system, but rather a circular apparel system. However, according to Zara (2024), ZARA has adopted sustainability initiatives such as the higher use of less harmful and recycled fibres (73% less impact textiles in 2024), but they are still in the current scheme of seasonal collections and not a complete lifecycle approach. ZARA Circular also distinguishes itself with the help of built-in circular (take-back, resale, recycling) and increased transparency in the impact of lifecycles.

1.4 Brand Positioning 
ZARA Circular will be more affordable and eco-friendly than H&M Conscious and UNIQLO, but more natural and circular than high-end brands like Patagonia. 
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Figure 2: Brand Positioning 
Source: Inspired from Birchall (2025)

· Value Proposition
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Figure 3: Value Proposition Framework 
Source: Inspired from Burstein, (2019)
ZARA Circular is a fashion company providing modern and affordable products based on recycled and certified materials, which have take-back, resale, and recycling systems. As per Whittington et al. (2020), exploring strategy can provide fashion that is more environmentally responsible, prolongs the lifespan of garments, and lets the consumer participate in responsible and circular fashion consumption without losing design or availability.
Element 2: Marketing Mix – 4Ps
The 4Ps guide product design, pricing, placement, and promotion to meet customer needs effectively as per Suzyan (2020).
‌
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Figure 4: 4Ps
Source: (Suzyan, 2020)
2.1 Product Strategy
Sustainable apparel
ZARA Circular provides a collection of sustainable items in clothing, which is aimed at uniting the modern style with ecological sustainability. The brand has everyday, and trend-based products designed to be durable, comfortable and fashionable. 
Materials used (recycled & certified materials)
Every ZARA Circular product is designed with recycled and certified products, such as recycled polyester, organic cotton, and certified low-impact fibres produced by suppliers that meet the recognised standards. The materials contribute to minimising the use of virgin resources and lowering the environmental cost in general. Fransen (2023) highlights that circuit and sustainable fashion activities can cut carbon emissions by up to 75% relative to traditional production when combined with closed-loop systems.
Product durability and design
ZARA Circular combines take-back programmes, where customers can hand in used clothes at the stores or through mail; resale platforms, where used clothes are reused and resold as new at affordable prices; and recycling processes, whereby unexploitable textile is processed back to fibre using a mechanical or a chemical recycling process. The benefits of these systems to customers are incentives, longer product life, and more involvement with responsible consumption and benefits to the environment are less waste of textiles, less extraction of resources, and reduced strain on landfills as per Nashiroh, Shiddiqy and Hidayat, (2024).
2.2 Price Strategy
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Table 1: Value-Based Pricing with Circular Cost Consideration
Source: (Self-made)
The pricing strategy at ZARA Circular is based on values, as the prices are determined by both the physical cost of production and the abstract cost of durability, circular services, and environmental impact minimisation. The cost structure will show how the circular systems and certified materials add costs to the traditional fast-fashion production. 
Comparatively, INDITEX (2024) highlighted that dresses cost on average about 86.44 USD and tops 63.60 USD, which are indicative of scale-based affordability. It is advisable that ZARA Circular should have a moderate premium to have sustainability credibility without compromising on its volume-based growth.

2.3 Place (Distribution) Strategy
Online distribution
ZARA Circular will leverage the strong online presence of ZARA as a primary distribution channel. Moreover, Inditex (2025) highlighted that the digital sales of ZARA have shown significant growth in 2024. The online channel generated 26.3% of the total sales of Inditex, with website visits increasing to 8.1 billion annually. Online tools such as Instagram reels, TikTok collaborations, and targeted email campaigns will support discovery, subscription management, and resale marketplace engagement, strengthening consumer involvement with circular practices. 
Physical ZARA stores as collection or return points
Physical ZARA stores will function as strategic collection and return points within urban fashion hubs. Inditex's global footprint includes over 5,500 stores across 39 markets, with key concentrations in Paris, London, Osaka, Zurich, and major metropolitan centres. These stores provide high-footfall locations where customers can conveniently return garments for resale or recycling and access ZARA Circular services. The physical presence also reinforces brand legitimacy and supports omnichannel experiences. 
Reverse logistics for take-back and recycling
ZARA Circular will incorporate take-back and recycling processes into the current supply-chain to enable reverse logistics. The process of reverse logistics involves collection, sorting, refurbishment and resale or material recovery. The returns can be easily reused, minimising waste and ensuring that the returned clothes enter the recycling cycle at a cost-efficient rate through the developed store network and online presence of ZARA, and similarly, it will improve customer experience and have less effect on the environment.

2.4 Promotion Strategy
The distribution approach of ZARA Circular is directly connected with the sustainability infrastructure of Inditex. INDITEX (2024) highlights that 73% of the fibres used in the products of the Group were lower-impact fibres, 39% of which were recycled fibres, and this shows a solid base of the circular distribution systems. The current material movement facilitates ZARA Circular to scale sustainable collections effectively with the help of the existing logistics and retail systems.
Physical ZARA stores will serve as distribution and collection centres, facilitating garment take-back and resale business in large city markets such as London, Paris, Berlin, Madrid, New York and Tokyo, where the sustainability interest and presence in stores are strongest. These stores enable the customers to conveniently send used clothes back, promoting circular involvement and cutting down the transportation routes and emissions.
Returned products will be processed into the regional sorting and processing centres at Inditex, where clothes will be evaluated to be resold, refurbished, or turned into fibre. This is a closed-loop distribution strategy that provides products with an efficient re-entry into the value chain to decrease textile waste, decrease resource extraction, and provide convenience to customers, as well as reinforcing the environmental impact of ZARA Circular.

Element 3: Marketing Strategy Pitch 
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Element 4: Reflection
This reflection involves the application of the Reflective Cycle by Gibbs to critically analyse my experience in the development of the brand concept and marketing strategy.
​​[image: ]
Figure 5: Gibbs Model
Source: (Dutta, He, and Tsang, 2023)
Through the model, I can critically evaluate my actions, feelings, and learning to determine my primary strengths, areas that require improvement, and how I can enhance my performance in upcoming projects. 

Description: In this project, the creation of a new sustainable sub-brand, ZARA Circular, and the creation of an integrated marketing strategy based on the principles of the circular economy were developed. The exercise involved my use of STDP analysis, marketing mix, and sustainability-based positioning, culminating in a pitch for a marketing strategy. It required coordination, synthesis of research, strategic decision-making, and professional communication.
Feelings: First, I was confident because I had heard of ZARA as a fast fashion retailer worldwide. Nonetheless, the introduction of sustainability in a conventionally linear business model was a source of confusion, especially in the process of moderating affordability and circular credibility (Awan and Sroufe, 2022). In the pitch preparation, I had a moderate level of anxiety concerning the ability to explain complicated ideas in a successful manner. The level of confidence was increased due to the increased coherence and evidence-based nature of the strategy.
Evaluation: The project's major strength was the good fit between the brand concept and target market, as well as its circular value proposition. Gen Z-based segmentation, omnichannel distribution, and take-back systems were used to improve strategic realism (Goel and Madan, 2025). Nevertheless, one of the weaknesses was the difficulty in fitting vast amounts of sustainability information into a convincing pitch that was not overly descriptive. 
Analysis: This experience improved my strategic thinking as it required the combination of sustainability, branding, and consumer behaviour into a single marketing model. I gained a deeper analytical ability, particularly in understanding how to utilise STDP and value-based pricing within a circular economy setting. The pitch preparation brought out the significance of telling and demonstrating when presenting the strategic ideas.
Conclusion: The project reinforced my knowledge of sustainable brand building and the development of marketing strategies. It showed the need to be evidence-based in positioning and consistency in the marketing mix. The experience also exposed some areas of improvement, especially in the delivery of the presentation and focusing on the most important aspects rather than being too detailed.
Action Plan: 
	What I would do differently next time
	Skills I need to develop
	How will I develop these skills
	How I will ensure change happens

	Focus more on strategic insights rather than detailed explanations
	Critical thinking and strategic prioritisation
	Practise summarising key findings into strategic implications and reviewing high-quality academic marketing reports
	Use a checklist to limit descriptive content and highlight insights in drafts

	Start preparing the pitch earlier to reduce pressure
	Time management and planning
	Create a project timeline with clear milestones for research, slide design, and rehearsal
	Set calendar reminders and internal deadlines at least one week before submission

	Improve confidence and clarity during presentations
	Public speaking and delivery skills
	Rehearse the pitch multiple times and practise explaining concepts aloud
	Record practice sessions and seek peer feedback to track improvement

	Use simpler and more engaging visuals in slides
	Visual communication and storytelling
	Study effective marketing pitch decks and apply visual frameworks
	Follow a slide rule (one key message per slide) to avoid overcrowding

	Translate sustainability concepts into clear business value
	Commercial awareness and value proposition development
	Analyse case studies of successful sustainable brands
	Prepare a value–impact summary linking sustainability benefits to customer and business outcomes


Table: Action Plan 
(Source: Self-made)
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