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[bookmark: _heading=h.gjdgxs]Introduction 
The main purpose of this assignment is to focus on the marketing communication existing in Zara and the ways it can attract more customers to be associated with the company in the upcoming future. With the help of understanding the communication model, and brand equity model and analysing the customer touchpoints of Zara better ways to create brand awareness of Zara can be developed. A customer journey map of Zara has been created in this assignment to focus on the different influences the customers can have while purchasing trier preferred products from the company.  In this way, better and integrated customer journey solutions can be created in the context of Zara. 
[bookmark: _heading=h.30j0zll]Definition of Communication 
Communication stands for the transmission of meaningful information from one person to another. The business to employee communication also known as workplace interaction stands for the process through which the employees can connect with the management and each other. Communication is an interactive platform through which people can focus on strengthening their interpersonal relationships (Byrnes et al. 2018). With the help of communication, employees can focus on resolving their issues by communicating with the managers or the leaders. In this way, a better organisational environment can be created that can enhance the overall productivity and services associated with an organisation. The communication platforms can also be used for interacting with customers. Through the interactions, the customers can feel more included within an organisation. 
[bookmark: _heading=h.1fob9te]Communication Model 
Claude Shannon and Warren Weaver's macro model is a communication model that can be followed in a business scenario to focus on a better relationship between the employees and the customers. 
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Figure 1: Shannon and Weaver’s Communication Model
(Source: Kotler and Keller, 2016)
The communication model discusses the linear way of communication through which the different types of processes associated with the messages are received by the recipient and sent by the sender. The sender sends a message by encoding the messages so that the meaning of the message can be understood clearly. According to this model of communication, it can be said that after the message is formed they are decoded and received by the receiver. After the receiver receives the message a proper response and feedback are formed (Hilbert, 2020). The feedback is sent to the sender again to understand the strength or weaknesses of the message that has been sent. In this way, the overall communication can be strengthened and both the sender and receiver can indulge in a meaningful conversation. Even in business communication, this model of communication is beneficial as it helps in building a bridge between the sender and receiver. Through this, the clarity of the work and further information about improvements can be gathered by an organisation. 
[bookmark: _heading=h.3znysh7]Definition of Integrated Marketing Communication 
Integrated marketing communication is a process through which the promotional and marketing approach is acquired and integrated within the business strategies. Marketing messages and information about specific products are well delivered to the target audiences. The consumer trends and the different kinds of factors related to the market are well integrated into the marketing approach taken by a company (Blakeman, 2018). That is why the integrated marketing approach helps in developing a better bond between the customers and the industry itself. Through integrated marketing communication, the customers can feel more included within the business operations associated with the organisation itself. Integrated marketing communication also helps in enhancing the overall market reputation and brand awareness of a company within a specific market environment. 
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Figure 2: Integrated Marketing Communication
(Source: Sketch Bubble, 2020)
[bookmark: _heading=h.2et92p0]Promotional Strategies That Can Zara Implement to Raise Awareness
Having effective promotional strategies within an organisation can help a company to focus on strengthening integrated marketing communication (Ferrell et al. 2021). As the competition in the market is rising rapidly effective promotional strategies can help Zara to focus on acquiring a better market reach. These promotional strategies can include better marketing communication through which Zara can convey meaningful information about its products to the target audiences. The promotional strategies that can help Zara to increase its brand awareness are described below. 
Point of Sales Promotion and End Marketing: Point of sales promotion and end marketing stands for the process through which attractive discounts are associated with a specific range of products towards the audiences. In this way, clear information about the pricing ranges and the ongoing offers associated with a specific product interacts with the customers (Bala and Verma, 2018). Zara can integrate this promotional strategy in both their physical and online retail stores. In both stores, the products with offers should be placed by Zara in such a manner so that it can grab the attention of the customers as soon as they visit the stores. Through this promotional strategy, Zara can boost the sales of certain products and also contribute to the overall stock clearance process. The point of sales promotion can also help in influencing the impulsive purchasing decisions of the customers (Akram et al. 2018). Through impulse buying the customers can further contribute towards the increasing profit range of Zara in the upcoming future as this promotional strategy helps in increasing the awareness of certain products within the target market. 
Social Media Marketing: Social media marketing-based promotional strategies are very effective for integrated marketing communication for a certain company as they can attract a wider range of audiences through this (Jacobson et al. 2021). Throughout the world, the users of social media are very high and that is the reason why many companies use social media-based promotional strategies to focus on reaching a wider range of target audiences (Poushter et al. 2018). In the context of Zara, they can present attractive images of their products on different social media platforms like Facebook, Instagram, Twitter and others. Through these platforms, Zara can also inform people about ongoing offers, discounts, seasonal clothing ranges and events. Through these social media platforms, Zara can provide invitations to different fashion events to their target audiences through which they enhance the overall brand awareness of the company. 
After-Sale Customer Survey: One of the major advantages of integrated marketing communication is that they help companies to interact with their customers. Including the feedback and responses of the customers associated with a particular product can create an inclusive environment for the customers which can further contribute towards better brand awareness of the company (Raman, 2019). To integrate marketing communication, Zara can rely on the after-sale customer survey through different social media platforms. After-sales surveys can help the customers to provide their insights on a particular product they have bought from a store to contribute to the further improvement of the product itself (Boone et al. 2019). Zara can survey different social media platforms and all the customers should be free to take part in that survey. Through this after-sale survey, Zara can create a good impression on the customers so that it can further enhance the overall company awareness in the upcoming future. 
Public Relations: Effective PR management within an organisation can be a strong promotional strategy to build a good relationship bond with customers and different other stakeholders like suppliers, buyers and employees. With the help of public relations, organisations can build a good market reputation which can enhance brand awareness within the market (Johnston, 2020). Zara needs to invest in good public relations through which it can communicate and interact all its relevant information with the target audiences. Through social media marketing platforms, Zara can communicate with their target audiences. The inclusion of customer feedback, replying to their queries and inviting them to different fashion events Zara can improve their overall public relations and enhance their brand awareness. 
Direct Marketing: Direct marketing stands for the process through which marketers can openly and directly communicate with their target audiences (Wille et al. 2018). Text messaging, personal emails, online advertisements and promotional letters are some of the ways through which digital marketing can be done on behalf of an organisation. To integrate promotional strategies and marketing communication Zara needs to provide information about their products or new launches to the customers through their emails and text messages on their phones. Zara can also provide promotional letters or discount cards to a selected target audience so that they can enhance the overall brand awareness of the company. Zara can also develop attractive online advertisements on their websites so that they can visually stimulate the purchasing decisions of the customers. 
[bookmark: _heading=h.tyjcwt]Definition of Branding and Brand Equity
Branding is a business term through which one business can be differentiated from others through their product selection, pricing ranges or their product placements in the market. Through branding one particular brand can be distinguished from the others as they can be separated based on their signature products and service offerings to the target market (Swaminathan et al. 2020). Brand equity stands for the value proposition associated with a particular product that is sold under a specific brand name. Companies usually make their brand equality by providing quality, recognisable, reliable and memorable products for their target audiences. With the help of enhancing the overall brand equity associated with a certain organisation the overall value proposition and brand awareness within a specific market can be enhanced (Hayes, 2021). Both branding and the development of brand equity are two significant procedures that can help a company to enhance its market stability and attractiveness towards the target audiences. An enhanced amount of brand equity can also help a brand to get a more competitive advantage than the other competitors in the same market conditions. 
[bookmark: _heading=h.3dy6vkm]Keller's Brand Equity Model 
Keller has developed a customer-based brand equity model that mainly follows the brand pyramid which consists of four pillars. Brand identity, brand meaning, brand response and brand resonance are the four pillars of this brand equity model (Zia et al. 2021). With the help of Keller's CBBE model, the brand equity of Zara has been demonstrated below. 
[image: ]
Figure 3: Keller’s Brand Equity Model
(Source: Bhasin, 2018)
Brand Identity: Zara has developed a unique logotype that is quite simple yet catchy at the same time. The logo of Zara stands for developing the primary identity of the company throughout the global business platform (Jansen, 2021). Zara has created an elongated brand identity within the target audience through a combination of brand recognition and brand recall with the help of providing quality and sustainable clothing materials to target audiences. In this way, a stable brand identity for Zara has been created for the company. The logo represents the authentic brand mark of the products associated with the company itself. 
[image: ]
Figure 4: Zara Logo
(Source: Zara, 2022a)
Brand Meaning: Zara has enhanced and integrated its brand meaning by staying true to its core values and the mission statement for its target audiences. Zara’s mission statement clearly defines its contribution towards the sustainable development of the environment along with focusing on the fashion needs of the people. Zara has further enhanced their brand meaning by mainly focusing on four essential variables and they are beauty, functionality, sustainability and precision (Examples.com., 2021). Zara has been able to meet the changing fashion needs of the customers by maintaining environmental sustainability, a competitive pricing range and higher quality products. Through this, they have been able to create a stronger brand meaning within the surrounding market environment. 
Brand Response: Zara makes a valuable information flow between the customers and the organisation itself. With the help of effective interactions in the different online media platforms, Zara accumulates effective responses from its customers (‌Danziger, 2018). Zara incorporates the push and pulls marketing strategy where they discard the pushing method of marketing. The push and pull strategy of marketing stands for choosing the right direction of integrated marketing (Guo et al. 2020). Zara pulls customers into their organisational marketing by using them as influencers and including their viewpoints to improve the overall services and products they offer to target audiences. 
Brand Resonance: Zara is one of the most popular fashion brands throughout the world. With the help of sustainable and affordable products, they have been able to create value for their target audiences. The high-quality clothes designed for women, men and kids help them to be popular amongst the target audiences (Kasi, 2018). By including the perceptions and innovative ideas of both customers and employees, Zara has been able to strengthen the overall business relationships between the different stakeholders. Zara can be determined as one of the most worthy fast-fashion retailers which also helps them to maintain a friendly and transactional relationship with their investors. 
[bookmark: _heading=h.1t3h5sf]Customer Touchpoints for Zara 
The customer touchpoints act as the different drivers associated with customer purchasing attributes that can help a company to focus on incorporating those touchpoints in their product or services for better customer satisfaction (Kushwaha et al. 2021). Customer satisfaction is one of the key responsibilities of an organisation which they fulfil through meeting the customer touchpoints. However, through meeting these customer touchpoints sometimes the key actions in customer journey are overlooked which should be avoided for generating a better customer experience (Neher et al. 2016). Various factors like personal selling of clothes, the scope for product alterations, exchange, refund, repair of the clothing items, the inclusion of safe and secure payment gateways and gift-wrapping the products for presenting are some of the key touchpoints for the customers while they look for buying products from a fashion brand (Make it Clear, 2017). Being one of the most valuable and popular fashion brands throughout the world Zara needs to focus on incorporating these touchpoints in their customer services for a better customer satisfaction level. 
In the recent market environment demand for the personalisation of products is the latest trend that can attract a wider pool of customers towards a company (Lee, 2021). Zara is known for personalising its customer services according to the influencing factors or touch points associated with its customers (Chunling, 2020). With a company like Zara, customers can feel easily attracted if their feedback or queries regarding a product is timely response upon. Zara focuses on the timely response towards the complaints of customers which helps in increasing the overall customer satisfaction levels associated with Zara. After a purchase the thank you letters and product feedback surveys can act as a touchpoint towards the customers. 
Customer Journey Map for Zara
The customer journey map stands for the process through which every company makes an effort for the transition from the customer awareness to the stage of following up with their responses (Shiratori et al. 2021). A customer journey map consists of five significant stages. These stages are Customer awareness, considerations, decision, service and advocacy. All these stages in the context of Zara have been discussed below for providing a better understanding. 
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Figure 5: Customer Journey Map
(Source: Cohen, 2020)
Awareness: Zara has been a popular fashion brand within the global market environment. With the help of its online marketing strategies and value propositions, Zara has been able to focus on creating strong brand awareness for the overall target audience. Zara creates a strong force by focusing on the combination of brand recall and brand exposure amongst the target audiences (Shameem et al. 2019). Zara abides by their core values throughout all the services they provide towards its customers. They have been able to develop an image, where they are recognised as fashionable, trendy, minimalistic and environmentally sustainable organisations (ICTSD, 2022). The name and identity created by Zara within the global target audiences have further enhanced the brand awareness for the fresh audiences who want to be attached to fast fashion trends and yet want to contribute towards the overall environmental sustainability prospect. 
Considerations: Zara has a stable footprint within the different digital marketing platforms. The word-of-mouth technique is very well utilised by Zara through providing sustainable, quality-based, affordable fast-fashion products. People can ask their friends or close associates to research the brand itself. Other than that all the customer reviews and feedback on the products are very clearly visible on the company websites and other social media platforms (Ha, 2021). In this way, people can easily focus on both the positive and negative reviews associated with Zara. Additionally, online adverts and promotional leaflets can also be distributed by Zara to let people know about the different products and ongoing discounts associated with certain products. Through looking at the positive reviews, the customer services provided by the company and the ongoing discounts, customers can consider their choice in purchasing their preferred products from Zara. 
Decision: To shape the purchasing decisions of the customers Zara provides an attractive look towards their online retail website. Besides that Zara also provides a better first impression when the customers first step into the physical retail stores of the company. The neutral looks provided in the stores, products and web design of Zara can visually stimulate the choices and preferences of the customers (Zara., 2022b). In both the physical and online retail websites associated with the company, the products with discounts are shown first to the customers so that they can indulge in the impulse buying of the materials from the store. Further, the products with the best reviews alongside the original reviews are posted on the website so that it can influence the purchasing decision of the customers. Through these actions, the decisions of the customers can be further influenced by the company itself. 
Service: Zara works very efficiently on delivering effective customer service towards the customers. Zara has a very prompt response system through which they can quickly respond towards customer complaints and queries. Zara personalises the customer services and the products according to the customer touchpoints which can further create a better impression of the company within the overall target audience (Chambhare and Anute, 2022). With the help of attractive and flexible payment options, Zara provides a better shopping experience towards their customers. Besides, Zara has a very efficient inventory management system which involves advanced technologies like automation, and artificial intelligence that contributes towards the faster delivery of products from the warehouse towards the stores. In this way, the better services delivered by Zara can re-attract customers again towards buying items from the stores. 
Advocacy: After all the transactions between the customers and the company ends, Zara still follows up on the reviews and impressions of the customers regarding a specific product that they have bought from the stores. The following-up activity associated with the organisation can make the customers feel valued and included in the organisational activities (McColl-Kennedy et al. 2019). Zara is always open about the reviews sent by the customers and they acknowledge it by acting upon the improvements of products as per the customer opinions. After selling the products Zara provides services like repairing, refunding and exchanging the products that can make the customers feel safe while purchasing a certain product from the Zara stores. 
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Figure 6: Customer Journey Map of Zara
(Source: Author)
[bookmark: _heading=h.4d34og8]Total Engagement Model in Zara 
The total engagement model of a company requires a few elements to be addressed properly to create better value propositions within the market (Lee et al. 2019). These factors are customer value proposition, branding, internal culture elements and customer experience associated with a particular company. These factors in the context of Zara have been described below. 
Customer Value Propositions: Zara indulges in total engagement with the customers by providing better value propositions towards them. Personalising products as per the market trends and customer choices along with providing attractive discounts towards the customers when needed are the ways through which Zara provides value towards their customers (Lee, 2021). Along with that, customer insights and feedback are also included in the decision-making process of the company. 
Branding: Zara concentrates on enhancing brand value through focusing on branding and the development of brand equity (Jiang, 2022). The fashionable, trendy, environmentally sustainable and affordable products are provided by Zara towards their customers to enhance the overall brand value of the company. 
Internal Culture Elements: Zara has an inclusive culture within the organisation. Zara includes the opinions and perceptions of the employees within the different decision-making processes of the organisation. Proper incentives and benefits towards the employees are also provided by the organisation to enhance the motivation levels of the employees (Cui and Fan, 2021). Proper training and development opportunities are also provided to the employees so that they can contribute towards a better productivity within the organisation. 
Customer experience: The customer experience associated with Zara is enhanced through pulling them within the marketing strategy using them as an influencer. Further customer experience can be enhanced through the follow-up activities associated with Zara. Zara also stimulating customer experience through thank you letters or post-purchasing discounts provided towards them after shopping from the stores. 
[bookmark: _heading=h.2s8eyo1]Conclusion 
To conclude it can be said that Zara is one of the most popular fashion brands on global platforms. There are many ways through which Zara has acquired better brand exposure and brand value within the surrounding market environment. However, to compete with the fierce market competition the company needs to include promotional strategies like public relations, direct marketing, digital marketing, sales promotions and others. From the overall assignment it can be determined that organisations like Zara give a lot of importance on the customer touchpoints to generate higher value within the target audiences and create a better customer journey map to influence their purchasing decisions. 
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