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ASTUDY ON MARKETING STRATEGY OF
EUROPEAN FAST FASHION BRAND ZARA

Chen Chih Tse

Graduate Institute of European Studies, Tamkang University
Abstract

This research uses the European fast fashion brand Zara as a case study to explore
its unique and successful business model. This study obtained the following findings from
the analysis: First, the homogeneity of Zara consumers encourages products to be sold
without any special changes when entering a new area for marketing. Second, the vertical
integration of Zara's supply chain and the independent logistics center enable products to
be quickly put on shelves and sold in stores around the world. Third, Zara's price
positioning is mostly easy for customers to start. Fourth, the quantity of each Zara product
is small, which can prevent consumers from wearing the same clothes as other people and
reduce inventory pressure. Fifth, the store is an important channel for Zara's brand
marketing, and each store is opened in a prime location.

Keywords: fast fashion, STP theory, marketing strategy 4P
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