Marketing affects almost every aspect of our daily life. It is all about ideas and making it come into reality. Therefore, marketing is not complicated but complex. With the many concepts and principles of marketing I learnt in class, there are numerous worth mentioning in relation to Zara’s marketing strategies.

      First, Zara’s three channels; business to consumer, consumer to business and consumer to consumer. In business to consumer, Zara is all about the communication with their consumer. How they gather information on trends from their customer determines their next season’s designs. Always keeping an open mind for suggestions from their customers allows them to know their customer better in terms of their wants and needs. In consumer to business, Zara only puts on sale a certain amount of apparel in their stores and when it is sold out it is sold out, meaning customers would not be able to buy that exact same piece even though they are willing to pay more. This creates a stampede into stores when new designs are released. In this way, consumers are actually communicating with Zara as the faster that particular stock is snapped up, it symbolizes a high demand for that particular design. In return, Zara would then produce more of that design. Lastly, in consumer to consumer, the fact that Zara only displays limited stock results in consumers grabbing the limited designs. This creates much communication within the consumer circle where consumers discuss how exclusive their apparels are as they are limited edition. With these, we can see the various channels how Zara as a company interact with their consumers and how consumers interact amongst themselves.

      Second, the yin and yang effect which manages to get consumers to purchase their goods with both rational and emotional thinking. The rational part of why consumer purchases Zara apparels is because of the affordable pricing compared to other local retailers. However, the emotional aspect would be that Zara created this phenomenon that only allows limited consumer to get their hands onto the latest design causing to rush into impulse purchases. Many consumers buy for the sake of buying because they have the mentality that if they do not purchase now, when they come back a week later, it would no longer be available. With that, it is true that both yin and yang complements each other in generating greater sales.

      Third, the ‘laws’ of marketing, particular number 3, if you’ve got something good going, you are not going to have it to yourself for very long and number 10, what matters is not what I think, but what they think. In law number 3, Zara restocks their inventory frequently and renovates their store every now and then. In short, they keep things fresh, creating a new look each time you step into the store. This is because, if they do not change and keep up with the current trend, they remain stagnant and slowly diminish like other failed companies. As for law number 10, Zara is a customer-centered fashion company. It states that they do not run like a company like some corporate organization but more like a customer, people-centered organization. The marketing equation plays a part in their strategies, marketing = marketers + market. They get people on the ground to meet with customers and gather feedbacks and follow up on request and customer’s needs. Its like a cycle where both the marketer and market work hand in hand to produce a win-win situation for both the business and consumer, to gain revenue by selling what consumer wants and what consumers want for themselves.

      Fourth, it is about their marketing on consumer behavior. They target almost any one who is interested in fashion as their pricing is competitive amongst others fashion houses like Mango and Gap. They understand the need to reach out to everyone including the minority, one at a time in which to understand the whole individual. In terms for groups, they know how powerful is words coming out from consumer, if you promise something to customer and they appreciate it, you know your brand will go far when consumers talk about your brand. In terms of culture, they understand that in different countries, culture may differ hence; they design their apparel according to the needs for that particular demographic exclusively. They state that you can find more black color clothing in Sydney and Melbourne as they did their cultural market research and concluded that consumers in that region prefer wearing black.

      Fifth, customer relationship management, which they make clear that marketing is never done, it is just the beginning and there are many things to do even after sales are made. We know that marketers cannot force people to buy something they don’t want, hence, the success to marketing is not only what the company is offering but more importantly, what is in the mind of consumer, in which Zara has mastered the process very well. Their mission is that their values and goals are related to satisfaction of customer-matured taste. This guides them to begin their design from their mission, which is to design for customers with matured taste. In some scenarios, they are constantly researching on their market competitors to make sure they are ahead of the pack. In marketing, one can’t just sit back and wait for something magical to happen. The change begins with oneself. Due to the fact that Zara looks into their competitors, it provides them with alternate plans so as to know where they are going and help to cope when problems arise. As for strategies, the locations their boutiques are located at plays an important role. They go down to the ground to fully understand the situation before thinking if it is a right place to open a boutique. As a result, putting many local retailers away as they are unable to compete with Zara’s strategy. They state that if they were unable to find a suitable place to open a store, they would wait for other opportunities and not rush the decision. From there they move forward with their plan to get things done by implementing new collections for the new season or maybe a new store. After execution, they need to make sure they are in control of their implementation. Therefore they need to be constantly changing and searching for new possibilities, like coming up with new designs to be ahead of their competitors. Alongside their control methods, they gather feedback from their customers and reassess the situation. If they happen to see a need to remodel their business model or design, they would change it. This falls in the feed forward category. It then becomes a cycle when they repeat everything from the top. Therefore, it is important to have a clear mind and to begin with an end in mind. With that, it is true that marketing does not stop when the sales are done but instead it is just a beginning of a long process to ensure customer satisfaction.

      Sixth, I will talk about the 4 Ps in marketing. Their products are always changing, that provides consumer a variety yet making the piece of clothing they buy exclusive. The price of their apparels are affordable in the sense their customer weigh the price and clothing quality, with the kind of quality Zara gives their customer, they are willing to pay the price. The place of their shops are done so selectively, they only open their shops at unique landmarks as they know that when people visit those landmarks, shopping at Zara would be inevitable. As for promotions, although they do not have many advertisements, their store and consumer base itself are promotions for them. When consumers are attracted to enter a store, they would be enticed to purchase something and leave the store to promote their experience in the store, which would increase more curious consumer who wants to know more about Zara.

      Lastly, SWOT analysis that sum up their strength, weakness, opportunities and

      To sum up Zara’s unique selling proposition that leads to success in the international shores. The genuine consumer service and promises, the in-depth market research and their unique way of advertisement. In the segment of genuine consumer service and promises, they have understood their consumer base wants and needs through much interaction with their consumer. Stated in the article that since day one, it is about what consumer wants, making what they wanted because we could. It is the way we conducted our business that is to listen to their wants and promise to deliver. They also create a perception within the consumer base that they only generate demand by reducing supply, that trains consumers to know what to expect and what comes on Monday wont be there on Friday. This creates a perception in shoppers’ mind that they are getting something exclusive. In addition, the article states that the process of every new season starts of with a big pictures, then altered and revised constantly, depending on consumer feedback. They also understand the need to make consumer feel engaged rather than spending millions of dollars on advertising. Their philosophy is about listening to customers and responding. Once your customers feel like they are heard, their opinions shape your brand, you have secured a loyal fan base. Next would be their market research, which is stated in the article that they need to understand the various climates and weather based trends across global stores. They pay close attention to catering to each destination with the latest timely design and trends. They add on to say that being profitable is the bottom line of every company because if they are not making money, they will be out of business. But more importantly, it is about deciding whether the country’s customers are ready for your fashion. Finally, in the part of their unique way of advertisement, they believe that advertisement is about building expectations, telling customer what they can expect and what we can deliver. They want expectations to come from their in-store experience, to come from customers own personal journey and the satisfaction from shopping at Zara. In that way, customers won’t feel disappointed, as Zara won’t give them false promises. In addition, they state that their stores location and window fronts are their biggest form of advertisement. Whenever they plan a new Zara store, they will research into areas that they feel suitable for their brand, choose locations that are prominent in each city. They feel that their best form of advertising is when a customer walks past their storefront, becomes interested with their display, they can immediately come inside and start shopping. With that, these sums up my research on what this article says, why I chose it and most importantly, how I the things learnt in class applies it to Zara’s form of marketing strategy.
