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Customer Analysis

Values & Goals:

= Shop for oneself or for family (children)
Needs:

= Affordable clothing and accessories with the most up-to-date design
Objections:

= Too expensive
. Untrendy/monotg{mﬁg'
Experience wan%ed‘?ﬁ’

\&
- Able to\éhoose from a large variety of options
. F@&hion forward and trendy conscious look
(;(QEasy return & refund process

W\ i
ZARA’s target market is composed o/f'a\)" Easy access in the urban area

men and women, 18-40 year&o@ age, Info sources:

with mid-range incomes. (e target . gocial Media (Twitter; Facebook; Instragram; YouTube)
customer is very faﬂ‘fé\“ forwardand .  Reference Groups (Influencers; Celebrities)

trend CODSCi&ﬁﬁS\ residing in an = Print Ads (Magazines; Billboards)

urban 3\}395\' = Word of Mouth (friends; family)




Operative Experience Motif

> Attraction >> Intimicy >>Understanding >> Stability >> Commitment>

Strategy

Feelings, sense of

emotion

Fast product Pull Marekting Highly-engaged
turnover rate Strategy workforce— highly
R ; engaged customer
echnology an 3 ; f
Physical stores in NMohilc = mteractloélé(q%
prime locations Connectivity - ©
)
N
S)
o
Stylish, modern, Curg)@&r Being taken
trendy A C seriously
@

O ; g
Luxury shopg:tﬁg Convenient; easy to  Satisfaction
experi&p:t@ navigate through

o\ stores

Put Emphasize on Mutually beneficial

Customer relationships with
Experience customers
Continual

Improvement of Product Exclusivity

Product and Services

Sense of belonging Loyalty to the brand

Comfort



Customer Touchpoints

POST-PURCHASE RETENTION

Q ol Q¥

N
01 02 03
S
. Q&\&
D;sp Ia}];?fgérs Natural/Paid Search: ?}\Re e
2.  Rich Media 1. Ranking (6\ E-commerce:
(videos) 2.  Key-wor _ rch 1. Company
3.  Sponsorships 3. Infcg.n% ton Website
(bg\@e ng 2.  3rd Party
Targets: (\% . Carriers
1. Database M esults: . . 3. Resale
2. Look-a :B& 1.  Official Website
3. Be ral 28 Fress .
4 R{e}argeting 3.  Brand mentions

-
04 05

Reviews Affiliate programs:
1. Promotions
Influencer Marketing

Online Communities 2.
3. Content
4.

Customer Service: Email/Newsletter
1. Return & Refund
2.  Complaints Social Media:
3. Service Request 1.  Influencer Marketing

2. Blog Posts
3. Brand Interactions



ZARA’s Customer Journey Map

AWARENESS €

a )

Display Ads:

ZARA spends little
on its advertising:
less than 0.5% of the
company’s revenue.

ZARA generates
awareness mostly by
WOM.

Customers actively
seeks for new
information due to
the exclusivity,
scarcity, and
urgency of ZARA’

product offe(@é’s\.

T

CONSIDERATION Q
(Natuml Search: \
ZARA’s official

website ranked No.1
in natural search.

Paid Search:
ZARA does not have
paid search.

zara

QAl O Maps B News :More Settit

@u\-‘a

.
(%
&

0,000 results (0.64 seconds)

https:/www.zaracom> ..
ZARA United States | New Collection Onling

Discover the new ZARA collection onling. The latest trends for Woman, Man, Kids and next

o

o)

A\

PURCHASE @
(Retail Stores: \
ZARA stores are

located mainly in
high-traffic urban
areas. o (Qe

S
E-com a;rxee:l
C y Website is
often viewed as
" confusing and hard
to navigate.

season's ad campaigns.

POST-PURCHASE é‘

(Customer Service: \

ZARA receives lots
of criticisms
regarding its
customer service.
Many complain
about deficiencies in
their return &
refund process.

Reviews:

Negative reviews on
brand online
purchase
experience.

Online
Communities:

\Very Active

J

RETENTION W

(Aﬁ‘iliate Programs:\

ZARA currently does
not have an affiliate
program.

Social Media:
Facebook:
29.7M followers

Instagram:
43M followers;
41.3M #zara tag

YouTube: ‘ZARA
Haul + Try on’
videos attracts tens
of thousands of
views, likes, and

\Comments. /




Mystery Shopper Analysis

Offline Store Online Store
e Minimalist & stylish design e Minimalist aesthetic
Pleasant sensory e Simple navigation
o lighting e Minor usability issue
o scents o frustrating layouts
o music “6(3» o small fonts
e Organized placement (ee,%( o too many/similar choices could bring
e High-traffic & convenient location ; 0‘\(\&6 confuse
Passive shopping assistant \ € o unclear product size




Online/Social Media Experience

< zara® Follow < #zara
1 2 '
How to shop on ZARA's (awful) website! B G & l 21.3M posie
m How to shop on ZARA's (awful) webs — 4
™ 48,318 views48K views. » Oct 18 .. | | )|
. "~y 20205108190 - 5% Toni Sevc Seeidifew.topiposts each week

B i
i

X

\
Online Store &) Social media Brand community

e Unorganized layoutand Ve  Visually appealing pictures &

ees usabilite isstd o _ e Fanbase mainly composed of young
_ X 3 © videos females (facebook)
e Non-efficient cus&o&ﬁ’gr
service o Product-focused content e Highly active online community
Q& T shows latest collections and (ex. instagram: 49.3m posts on top
OF direct-to-purchase 3 tags)
13

e Staysrelevant to social causes o  Highly-engaging Influencer posts



Experience Gap

£

Offline store

What is working
e minimalist and
stylish design

e organized product
placement
o few needs for
shopping guide
e pleasant in-store ., O~
experlence de{gﬁé

i

@F‘ scents
AN
N\

S) )
@)é

Q

Online store

What is working
mlnlmah%t(\s)ﬁg stylish
demgn%6
NG
P,{obYems
2% e unorganized layout
need more
guidence
e unpleasant experience
o time consuming
o hard to read
(small fonts)
o inefficient
customer service

Ny ks [ )

. 4
e (Y

Social media

What is working
e stylish product-based posts
e active brand community

Problems
e lack of solid action on
social causes






€€
ZARA creates beauty from stylish and rich product selections;

presents clarity by delivering consistent and assured messages;

enhances functionality with luxurious but affordable shopping experience;

practices sustainability through effective corporate social responsibilities.

The brand owns the privilege of a highly-engaged and loyal customer base by having

a prominent retail presence, generating senses of exclusivity, scarcity, and urgency.
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Brand Recommendations

1. Construct intuitive and user-friendly webpage
o Better layout
o Larger fonts |
o  Clearer guidance

2. Improve product delivery management

= & - JOIN
o Employee training (“e LIFE
o Strengthen logistics management (8%6
XS
3. Maintain effective and efficient custome'k%\%rvice
o Employee training o\

o Enhance internal commg@téacﬁon across all departments

o Customer callback ct}@sﬁt‘\%ervice g@

4. Address social c&u@é\sdwith concrete actions CAREFoOR FoER
o  ex. con[gd@aés to post related resources
o P&ﬁ}ﬁote diversity program
q\'\?} [ore community support (financial, etc.)



Thank You
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