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Abstract:  Nowadays, expansion in the 
technological achievements domain is 
increasingly faster and big changes have 
been made in people’s interconnectedne-
ss and communication with the introduc-
tion of the Internet in our everyday lives. 
People started connecting online. Online 
communities have emerged as a network 
of the people gathered around the 
same interests, no matter whether such 
interests are private or business intere-
sts, through specific online media, thus 
creating a vast platform for the exchange 
of information, experiences and knowled-
ge that transcends all geographical, social 
and temporal barriers. As a new informa-
tion exchange platform, online communi-
ties also represent a new channel through 
which companies promote their business 
and their products, and provide new 
points of contact with their customers, 
who have increasingly greater power, the 
availability of and access to information. 
Marketing aimed at online consumer 
communities is analyzed in the paper on 
the example of Zara.

Keywords:  online brand community, 
consumer behavior, social media, fashion 
brand, Zara. 
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1. INTRODUCTION
The modern business environment greatly influences the pace at which 
marketing discipline is developing, which is a challenge for companies 
competing for global consumers. With the development of the Internet as 
the main channel for the implementation of optimal marketing models, 
Internet marketing constantly improves as a new area of   marketing theo-
ry and practice. Consumers are in a situation where they can share their 
experiences with products and companies. On the other hand, the pow-
er and attractiveness of the Internet environment have also transformed 
the way consumers behave, thus creating the new patterns that must be 
taken into account when creating appropriate marketing strategie svery 
different from traditional ones. In this way, online marketing has become 
a completely new discipline today compared to what it was known to 
be before, thus making traditional marketing methods less effective and 
expensive (Kotler & Keller, 2011); (Jaworski, 2018). Internet networking 
is becoming a competitive game with traditional media in terms of con-
sumer attention and focus, and in terms of how to seek information be-
fore making the final purchase decision. For this reason, it is important to 
know and keep pace with all changes made in Internet marketing, given 
the fact that there is a completely new terminology associated with the 
various approaches and strategies based on the Internet that are crucial 
for gaining sustainable competitive advantage (Heinonem, 2011).

Classical industrial products are often static and can only be changed 
to a limited extent or any such change is almost excluded. Digitized prod-
ucts include hardware, software and services (Khan, Yang, Shafi& Yang, 
2019; McCorkindale&Distaso, 2013) and require a multilevel technology 
infrastructure known as a “technology architecture”, which allows data 
exchange between users, products, companies’ systems, external sources 
and other products through superior services. In this way, the technolog-
ical architecture serves as the basis for the service architecture layer. The 
lifecycle of digitized products is extended by the acquisition and decom-
missioning of services. Therefore, it is possible to create digitized prod-
ucts and services step by step. Digitized products and services support 
the joint creation of value together with the customer and other stake-
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holders, such as independent development networks, 
in various ways. It is especially important in the pro-
cess of branding, i.e. positioning a brand in sub-pro-
ponents’ minds (Slijepcevic, 2019). First, there is a 
constant opportunity for feedback from the customer 
to the supplier of the product. The Internet connec-
tion of the digitized product enables the permanent 
collection of data on the use of the product by the cus-
tomer. Second, the data provided by a large number of 
digitized products may generate new insights, other-
wise impossible with data from a single device, which 
in turn may generate indications for the development 
of new services.

Advances in digital and manufacturing technolo-
gy now allow brands to offer customers the ability to 
personalize or customize products online or in-store, 
and then deliver them quickly. The advantage of cus-
tomization is that it further strengthens the user expe-
rience for the customer by inviting him/her to become 
a partner in the product creation process. The better 
the user experience, the better the conversion oppor-
tunity (Ramaswamy&Ozcan, 2016; Zablocki, Schlege-
lmilch&Schant 2017). Digital communications are an 
area in which the rapid and frequent changes that lead 
to shortening communication between the sender 
and the recipient of a message are made, which speeds 
up the communication process and makes it more 
complex (Slijepcevic, Radojevic&Peric, 2020). Digital 
space also enables the collection of the data that, when 
analyzed, enable brands to continuously improve the 
user experience. Now, brands need to bring the power 
of digital space into the retail space in order to benefit 
from an increasing trend towards mobile search and 
prepare for possible further changes. Online promo-
tions, product displays, device configurations, store 
layouts, and staff interactions must work together.

2. LITERATURE REVIEW
Customers’ voices and opinions in the past were not so 
strong and brand managers had the luxury of ignoring 
them. Brand managers played the key role in creating 
brand-related stories, whereas today, consumer-gen-
erated brand stories on online forums have been at-
tracting greater attention and going viral. Therefore, 
it is understandable that a company’s production pro-
gram must not be static. It is necessary, however, to 
monitor consumers, the competition and the market 
(Veljković&Panić, 2017). Internal marketing is also 
important for creating an organization’s brand both 
internally and externally in order to encourage a two-

way communication (Bogićević Milikić&Ognjanov, 
2019), especially in the digital world.

Digitization is revolutionizing customer behavior.
Accordingly, consumer industries need to act quickly 
so as to meet digital consumers’ expectations. Also, 
digital innovations affect consumer industries: shift-
ing power from brands to consumers, shifting values   
from traditional to digital participants, and involving 
consumers in the process (Gautam& Sharma, 2017). 
Besides, the functions such as providing informa-
tion, advice and guidance, as well as order process-
ing within a common and interactive shopping tool, 
are considered as important factors in building trust 
in e-commerce compared to traditional sales (Mar-
garida, Gamboa& Martins, 2014; Huseynov, Husey-
nov&Ozkan, 2014). The proper understanding of con-
sumers in the online regime and the purchase process 
is extremely important, because it is helpful to man-
agers in decision-making andthe creation of the cog-
nitive basis by carrying out consumer analysis, helps 
legislators enact laws related to the purchase and sale 
of goods and services, ultimately helping consumers 
make better decisions. In order to adapt a service to 
the user, it is necessary to know the user’s needs, de-
sires and affinities andgenerate additional benefits for 
and a greater satisfaction of the target public as well 
(Veljković, 2018).

The consumer is faced with a lot of purchase de-
cisions almost every day. The largest number of the 
companies that do research in consumer purchase 
behavior try to find good answers to the question of 
what consumers buy, the number of purchases and 
the purchasing method, the places they go to in order 
to make a purchase and the reason for making a pur-
chase. Marketing professionals can look for answers 
to the type of consumers’ purchases, amounts and 
places of purchase through research and by conduct-
ing studies, but it is not so simple to determine the 
reasons for consumer or customer behavior (Schlege-
lmilch, 2016; Van Roy, Rossetti &Piculescu, 2015). 
Unanimous marketing communication through glob-
al integration assumes the synchronization ofthe en-
tire marketing campaign which is ultimately aimed at 
conveying a consistent message to the target public in 
different geographic markets and providing a unique 
brand positioning as well (Ognjanov, 2013).

Numerous researchers have addressed the brand 
identity creation issue via an online brand communi-
ty (Black &Veloutsou, 2017); (Kornum, Gyrd-Jones, 
Al Zagir& Brandis, 2017). Brand communities are 
a special type of the social cohesions that share the 
co-created culture of communication, meanings, 
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rituals and practices (Merz, He &Vargo, 2009). The 
members of each brand community are the fans and 
faithful followers of a given brand who are ready to 
spread their aspiration to the brand and their brand 
orientation even beyond the mentioned communi-
ty. In the context of the online brand communities 
where members play an active role, both the members 
of the brand community and companies have overall 
benefits in addition to consumers (Gyrd-Jones &Ko-
rnum, 2013). Together with the members of the on-
line brand community, companies tailor and shape 
the brand identity, while consumers are motivated to 
participate in online brand communities because they 
have a unique opportunity to strengthen their own 
opinion and identity (fulfilment), and learn and share 
value through a particular brand, too. It is important 
for online brand communities to be relevant, have a 
continuous flow of communication with consumers, 
have frequent posts and be highly interactive and able 
to render a service with a rich database at a given mo-
ment (Kozinets, 2015).

3.  SOCIAL MEDIA MARKETING 
ACTIVITIES

Blogs, photo-sharing websites and social networking 
websites have allowed peers to share their thoughts, 
messages, information, images, and videos. Social 
media are divided as follows (Jaworski, 2018): social 
networks to connect; media exchange networks – 
sharing photos, videos and other media; discussion 
forums; content maintenance tags and nets; consum-
er screening networks; blogging and publishing net-
works; interest-based networks; social purchasing 
networks; sharing economic networks, and anony-
mous social networks. Social networks enable a far 
more diversified communication – they strengthen 
consumers’ desire to communicate both with each 
other and with the company’s product (Dabrowski&S-
chivinski, 2016). A company’s presence on social net-
works also enables both the initial information about 
the company’s product and feedback from consum-
ers. In this way, consumers are listened to more ef-
ficiently and are easier to interact with (Karamian, 
Nadoushan&Nadoushan, 2015). The use of social 
networks such as Facebook, LinkedIn, YouTube and 
Twitter has long since reached all fashion brands and 
has become a significant marketing tool in commu-
nicating with consumers. This type of superior tech-
nology is already showing its considerable advantage, 
while consumers are simultaneously building their re-

lationships through these same social networks (Gau-
tam& Sharma, 2017). It is interesting to note that ap-
plications within social networks grow in number day 
by day. About two-thirds of all the Internet users are 
also believed to be the users of social networks (Jung, 
2017). The online presence of fashion brands on var-
ious social networks provides a magnificent platform 
for consumers in terms of numerous associations and 
interactions with a company’s brand as well (Dahana, 
Miwa &Morisada, 2019). Social networks are a unique 
platform for performing promotional activities of all 
forms of modern business in order to attract consum-
ers (Popp &Woratschek, 2016).

Recently conducted research studies have provid-
ed the evidence that consumer engagement remains 
a problem for social media users. Numerous factors 
contribute to this claim. First, social media are a rela-
tively new marketing phenomenon and that is the rea-
son why there is a naivety about how to create, mon-
itor and measure engagement. Second, with many 
different formats and platforms, social media have 
become fragmented media, which makes it more dif-
ficult for companies to monitor and coordinate them.
Along with the saturation of content across all chan-
nels, said fragmentation has imposed greater cognitive 
demands on consumers, forcing them to either ignore 
content or become more selective of what they view 
and process. In their search for short-term sales prof-
its, retailers rely on social media too much in order 
to provide consumers with sales promotions, which 
continues to exert a negative influence on the brand 
equity. The literature review reveals the five categories 
of consumer engagement predecessors: brand factors, 
product factors, consumer factors, content factors and 
social media factors (Ramaswamy&Ozcan, 2016).

The branded content that consumers may engage 
with clearly shapes the extent to which consumers 
are engaged. The relationship with the content is the 
primary factor that influences the behavior of social 
sharing. The ECA is likely to engage consumers on the 
posts that are not too commercial and involve emo-
tions. The format and purpose of content also influ-
ence consumer engagement. Posts with pictures re-
ceive more likes, comments and sharing. Consumers 
will prefer task-oriented content rather than self-di-
rected content. They are more likely to share the en-
tertaining and educational content generated by users 
and the quality of the product is unimportant. Also, 
consumers preferably post information about inter-
esting products and brands. This is due to the two 
factors: consumers have more time to construct mes-
sages while writing in comparison with the situation 
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when they are speaking, and self-improvement is the 
key motive when posting messages about products 
and brands. There are four attributes of social net-
works that promote engagement: social relationships, 
entertainment, access to information and ease of use.

4. ONLINE BRAND COMMUNITIES
Brands and their dedicated customers form a unique 
community. Investment comes in the form of emo-
tional connections created when customers invest 
their money, time and interest in something surpass-
ing a purchase itself. No matter how they are estab-
lished, the purpose of these connections is to build the 
relationships that will form a community of brands. 
They enable long-term, sustainable growth based on 
repeat purchases from high-value customers. It is nec-
essary to determine the difference between the com-
panies that only have a recognizable brand, on the one 
hand, and strong brand communities, on the other 
(Zablocki et al., 2017).

One of very important processes in online brand 
communities creation is the so-called “bridging”, 
which refers to the management of the different 
meanings of the brand identity in communication 
with community members (Edvardsson, Tronvoll& 
Gruber, 2011). Bridging presupposes the negotiation 
of the company brand itself, its values   and, finally, its 
identity. It is the communication of the basic values   
of the brand with the members of the online brand 
community that is the critical activity implying con-
tinuous communication between the company and 
the admirer of the given brand.

Through a partnership between the both parties 
that create the online brand community, consumers 
are invited to participate in the development of new 
products, and there is a wish to hear each of their de-
signed contributions that will lead to better partner-
ships and, consequently, brand strengthening (Gyrd-
Jones &Kornum, 2013). Through the empowerment 
of customer-generated content, various values  ( such 
as positive reactions from the public opinion) again 
reach online brand communities, thus strengthening 
the legitimacy of the given brand (Hakala, Niemi&-
Kohtamäki, 2017). In this way, a synergy of present-
ing all the symbolic meanings of the corporate brand 
identity is achieved, where online brand communities 
represent an important breakthrough towards com-
munication to a broader consumer market.

When done well, the value of branded communities 
reflects in the fact that they create a unique space for 

consumers to express their thoughts, exchange their 
ideas and educate themselves on the products and 
services of the brand in a supportive environment. 
Technology is used to create the environment that 
facilitates various forms of networking activities (Sli-
jepčević&Radojević, 2018). Branded communities are 
not intended to create a need for a product or prolong 
the feelings like “the brand to the consumer”. These 
communities focus more on what consumers want, 
whether they approve of or buy the products of the 
brand (Jaworski, 2018). The attractiveness of virtual 
communities is that they are derived from anonymity 
and that there are no regulated behavioral patterns, 
which makes them very attractive to the companies 
that perceive them as a new type of targeting (Marić, 
Kovač Žnideršić, Paskaš, Jevtić&Kanjuga, 2017). 

The purpose of brand communities is to create val-
ue for all stakeholders. Value is created by generating 
and sharing opinions in the form of the content relat-
ed to the products that are of an interest to the audi-
ence. On the other hand, consumers help each other 
by sharing their experience of using the products of-
fered by brands, which helps others make their pur-
chasing decisions. Personal interaction through these 
channels may help companies gain an insight into the 
development of a new product. Even consumers can 
show their interest in building new products or mak-
ing changes in an existing product line by submitting 
their timely reviews and suggestions. This type of en-
gagement and value creation is only possible if con-
sumers find relevant content on the online channels 
generated by companies. For the mentioned reasons, 
global companies first increase the participation and 
number of followers on different digital platforms 
through numerous offers and then work on strength-
ening the engagement of their consumers through 
various activities (Constantinides, 2014).

For a community to be effective, it must have mem-
bers. Therefore, the most effective brand communities 
are those that stand out in showing value to the cus-
tomer. One way to determine this value is to reward a 
welcome such as account opening points, and mem-
bers are motivated to engage themselves then. Once 
members join a community, they have to do some-
thing to be considered as active members. After join-
ing and engagement, the communities of the strongest 
brands use the power of sharing to end the building of 
the community. The best brand communities consider 
that a member is essential. The goal is for a member 
to share content and not only be an avid customer, but 
an avid brand advocate as well. It is important to show 
members the value of sharing in order for them to 
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stand up for the community. Marketing professionals 
may do research and conduct studies in order to find 
answers about the type of the purchase made by a con-
sumer, and the amount and place of such a purchase, 
but the reasons for consumer or customer behavior 
are not so simple to determine (Schlegelmilch, 2016).

To conclude, brand managers need to provide 
an environment of trust, dialogue and the exchange 
of experiences through online brand communities 
(Ramaswamy&Ozcan, 2016), all this in order to make 
the members of an online brand community feel they 
are a part of a big family. At the same time, the impor-
tance of communicating with consumers outside the 
online brand community should not be underestimat-
ed, either, as this creates overall support for a given 
brand.

As an imperative of modern business, companies 
are ordered to constantly coordinate their steps with 
the fast digital world. User-generated content has 
overshadowed other marketing trends over the years. 
Produced and published by users on various online 
platforms, it is the most authentic, creative and reli-
able content visible online. Promotion is not done 
by a brand, but by customers themselves. Everything 
visible online, including testimonials, reviews, feed-
back, social media content, blogs, videos, or pictures, 
is a part of the user’s useful content. It is mostly the 
millennials who produce a huge amount of content 
through social media and any other online platform 
on a daily basis. Digital interaction with customers in 
the field of communication through social networks 
and the creation of digital content are a kind of the 
marketing mediation of social media (Tuten& Mint 
Wimsatt, 2018). Social media marketing is the key 
factor for the success of all “born global companies” 
(Ashley &Tuten, 2015).

User-created digital content is equivalent to trust. 
More and more customers have been relying on the 
brands that display consumer content. As has been 
mentioned above, online content (such as reviews, 
images, videos, testimonials, and so on) is a part of 
user-generated content. Created by users themselves, 
who depict their life experiences, it is more realis-
tic for other users, which humanizes the brand to a 
great extent. Only those companies that are veterans 
in creating international marketing through commu-
nication in the form of various social networks will 
create a recognizable name on a global scale (Singh, 
Sao, Nagare&Dharmarajan, 2017). It is evident that 
the entire marketing world, including the compa-
nies that want to successfully operate from within the 
physical world, has moved to the virtual world. The 

importance of managerial success is the implication of 
a quality marketing approach through social networks 
(Yadav & Rahman, 2017).

One of the qualities that distinguish the digital 
content created by the users of the other forms of con-
tent is the “human element”. Unlike the other forms 
of content, consumer-generated content builds a di-
rect relationship with customers. Created by users 
themselves, consumer-generated content humanizes 
the brand most simply and simultaneously uniquely. 
Brand humanization not only increases the value of 
the brand on the market, but it also attracts customers’ 
attention. Through tradition, culture and consumer 
awareness (the awareness perceived in the members of 
brand communities), certain norms and rules regard-
ing value issues are created that focus on the shared 
experience of using a favorite brand. In this way, the 
expected quality of the brand reduces the perceived 
risk in terms of time, functional characteristics and 
money as a consumer’s expense, and the prestige that 
the brand community brings with itself reduces the 
consumer’s psychological risk (Popović Šević, 2019).

By giving a new definition to e-commerce, us-
er-generated social media feeds meet consumer 
expectations by individually merging the point of 
inspiration with the point of sale. Known as purchas-
able content, this customized user-generated content 
(posts) is (are) labelled by the products that allow cus-
tomers to purchase products directly from the posts. 
Purchasable content provides users with a fun and 
engaging shopping experience. Users can enjoy the 
benefits such as high informative value and engage-
ment opportunities, a shorter real-time travel, the au-
thenticity and reliability of content, and so on. Brands 
can use in-store content to increase conversions, build 
brand trust, increase engagement, provide an exciting 
shopping experience, and so forth. These posts also 
encourage the potential engagement of users on an 
e-commerce website, encouraging them to revisit the 
e-commerce website for the next shopping session.

User-created digital content implies the creation 
of creative content. The power of this content has 
been recognized not only by small brands, but also by 
the world’s biggest companies. User-generated digi-
tal content seems to be more cost-effective than TV 
commercials, billboards, and so on. Many customers 
share pictures, videos, and reviews on social media so 
as to share their real experiences with the products 
and services of a brand. Addressing the audience in a 
loyal and authentic tone, the digital content created by 
users communicates the values   of the brand in a way 
that no other advertising content could. In this way, 
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companies can build strong and long-term relation-
ships with their customers by recognizing and valuing 
their customers.

5. THE ZARA CASE STUDY
ZARA was founded by Amancio Ortega, who is also 
the founder of the Spanish INDITEX Group, in 1975. 
Since October 2019, ZARA has been the leading fash-
ion brand in Spain and one of the three leading brands 
worldwide (Chunling, 2020). The design cherished 
by this brand is trendy and the prices are relative-
ly affordable compared to other well-known fashion 
brands.

Zara is a Spanish fashion brand belonging to the 
InditexGroup, the biggest and extremely highly pop-
ular fashion retail chain. This fashion group owns the 
Massimo Dutti, Pull and Bear, Bershka, Stradivarius, 
Oysho, Zara Home and Uterqüe brands. As a compa-
ny, Zara belongs to the group of born global fast fash-
ion companies. The companies defined in this way are 
those that achieve their efficiency through competi-
tive advantage in the entire chain of business they per-
form (from the way stocks are used to the final sales) 
in the global market (Cheney &Munshi, 2017). The 
companies like the Zara fashion brand initially start 
their business locally in order to expand themselves 
through their stores throughout the world (Kraus, 
Niemand, Angelsberger, Mas-Tur &Roig-Tierno, 
2017; Garcia-Lillo, Claver-Cortes, Marco-Laja-
ra&Ubeda-Garcia, 2017). Zara is recognizable for its 
successful reproduction of the latest world trends of 
the most luxurious brands. In this way, its consumers 
worldwide wear new models, and at far more afforda-
ble prices (Berman, 2017).

The Spanish company is the leader in an instant 
fashion. Zara’s success and popularity mainly stem 
from its ability to provide customers with what they 
want. Their flexible supply chain and technolo-
gy-based approach have led to great business results. 
The company location strategy is an aspect of its busi-
ness success. Zara currently operates in 2213 stores 
on 93 markets and on 39 online markets. Zara dare 
continuously strengthen its store portfolio by closing 
nonprofit shops, opening new markets and expanding 
sister-brands on the existing markets (the Zara official 
Facebook page).

In September 2010, Zara launched its online bou-
tique. The website was launched in Spain, the Unit-
ed Kingdom, Portugal, Italy, Germany and France. In 
November that same year, Zara Online expanded the 
service to five more countries: Austria, Ireland, the 
Netherlands, Belgium and Luxembourg. Its online 
stores started operating in the United States in 2011, 
in Russia and Canada in 2013, in Mexico in 2014, 
in South Korea in 2014, in Romania in 2016, and so 
forth.

In 2020, Zara ranked 35thon the same list. The to-
tal value of the brand was estimated at 14.862 billion 
dollars in 2020, whereas its value in 2019 amounted 
to over 17 billion dollars. So, Zara dropped from the 
29th to the 35thplace in just one year. Zara is not the 
only fashion brand to have been recording a negative 
result in 2020 compared to 2019. The impact of the 
COVID19 pandemic was negative on the entire glob-
al fashion industry, so the brands strongly established 
and positioned on the global market (such as Zara)
have recorded no growth at all over the past year even 
though they were willing to adapt to change. Zara re-
corded a loss of 13% in the brand’s value, according to 
the Interbrands official website. 

Figure 1. The trends of the value of the ZARA brand from 2005 to 2020

Source: Interbrand official website. Retrieved from https://interbrand.com/best-global-brands/zara/(25.04.2021.)
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Zara has social media profiles on Facebook, Twit-
ter, Instagram, YouTube, Pinterest and LinkedIn. Due 
to the importance of images and videos in fashion, In-
stagram and Facebook are their primary social media 
platforms. On various social networks, Zara publish-
es the content focused on the products that provide 
the audience with an insight into the company’s latest 
offers. According to the Facebook demographic data, 
their follower base mainly consists of young women. 
Nearly 30 million people love and follow the Zara Of-
ficial Facebook page (Zara Official Facebook, 2021). 
Through the Facebook social network, Zara visibly 
broadcasts its users’ trust, their satisfaction and loyal-
ty (Gamboa&Goncalves, 2014). Zara’s Facebook page 
mostly shows the company’s latest collections. Their 
visual content includes book-style photographs. Not 
surprisingly, their clothes speak for themselves and 
trigger the most engagements in terms of likes and 
sharing.

Facebook and Instagram (i.e. as many as 39 mil-
lion followers) are considered as the basic social net-
work internet platforms through which this fashion 
company communicates with its fans and custom-
ers. On Instagram, this fashion company monitors 
its followers’ demand via the inquiries submitted by 
those who would like to look like the models in Zara 
cuts (Schlossberg, 2015). There is an extremely large 
number of the companies present with their business 
on Facebook and achieving global popularity (Tu-
ten&Mintu-Wimsatt, 2018). However, most of those 
present in the fashion industry point out the fact that 
Instagram is the basic consumer communication plat-
form. This was supported by a research study (Abdel 
Fattah, Galal, Hassan, Elzanfaly&Tallent, 2017) which 
indicated that Instagram generated extremely high 
reaction and sentimental response rates, which is a 
powerful tool for fashion houses in creating social val-
ue through preferred fashion products.

The literature on digital marketing in the fashion 
industry suggests that social influencers are a critical 
point when speaking about the creation of subjective 
perceptions and norms regarding consumer inten-
tions to make the final purchase of a clothing item 
(Gunawan&Huarung, 2015). Although many fans of 
fashion brands follow the blog and actively participate 
on it, public figures and influencers are becoming a 
necessary moment of engagement in the overall digi-
tal show of a certain fashion brand. Zara took advan-
tage of an interesting approach with its influencers on 
Instagram. They launched the “Timeless” campaign, 
which contains models older than 40. The veterans 
of the fashion industry participated. This campaign 

made a great impression on consumers, thus enabling 
the strengthening of the position on the fashion mar-
ket. Similar to content, publishing frequency is vital 
for brand consistency building. Although there is no 
single approach to the number of posts, consistency is 
of key importance. Zara manages to remain consist-
ent in its frequency of posting on both Instagram and 
Facebook at least once a day.

With the art format, it also gave its consumers ac-
cess through the Pinterest social network followed by 
almost 1400000 users (Zara Official Pinterest, 2021). 
This company is also present on the networks such as 
YouTube and Twitter. Zara also managed to remain 
relevant by joining the conversation about social caus-
es. These posts attract the most retweets for the brand.

Zara’s social media strategy is highly dependent 
on visual elements. They have a photo-oriented syn-
chronized profile on all social platforms. This kind 
of the consistency of visual content is vital for brand 
strengthening. Uniformity maintenance helps con-
sumers know what content they can expect from a 
brand. In that way, the identity of the brand that inter-
acts with its audience is also cherished. Continuously 
editing its pages on social networks, regularly chang-
ing and updating its images and videos, Zara inspires 
its consumers in the form of the latest fashion design. 
Through the Zara People website, the existing con-
sumers and the potential consumers of this fashion 
brand are asked to post their photos in one of Zara’s 
models and participate in the competition in that way.

As the participation of and interaction between 
consumers and fans in the online brand community 
have become extremely popular in the fashion indus-
try (De Valck, Van Bruggen&Wierenga, 2009), fash-
ion companies’ interest in monitoring consumer be-
havior is understandable.

The research studies shows that Zara company’s 
marketing activities on various social platforms pos-
itively affect consumers’ purchasing intention. The 
emphasis is placed on interaction with consumers 
and deepening loyal relationships with them. ZARA 
organizes its performance on social networks in two 
directions –in the direction of its own publicity, and 
also because of the fun it wants to have with its fol-
lowers (customers). ZARA selflessly shares its experi-
ences with its customers, spreads the awareness of re-
sponsibility on online chats as well. In this way, ZARA 
skill fully tailors its marketing strategy so as to build 
the brand personality through social networks, as well 
as trust in its brand (Mayrhofer&Roederer, 2016).

One of the recent research studies on the brand 
associations that consumers have against the fashion 
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company ZARA includes the following synonyms: “a 
recycling fabric”, “artificial leather”, “the basic color”, 
“the natural style”, “diverse items”, “stylish”, and “so-
phisticated”. Besides, the keywords “expensive” and 
“long-term clothing” are associated with expensive, 
long-wearing brands, which in turn lead to “waste re-
duction.” (Kim &Wha Oh, 2019).

Research in customers and their habits was of great 
importance for the Zara fashion brand success. They 
implemented the same strategy on their social media. 
Zara constantly uses social media to talk to its cus-
tomers, which in turn managed to maintain brand 
loyalty. Branded content has become the most impor-
tant marketing tool today (Blindčević, 2019). 

The major aspect of ZARA’s success on social me-
dia can be attributed to the inclusion of the influence 
of fashion-focused bloggers. There are several Ins-
tagram accounts exclusively dedicated to clothing 
vendors. Every season, Zara brand products are sold 
on social networks and their hashtags related to the 
brand generate millions of results. For Zara, every 
decision and strategy are related to the customer. The 
Zara company makes the customer experience royal. 
The product used to be the king, but no more. In the 
new retail economy, experience is more important 
than products.

The formation of a new digital strategy in the COV-
ID-19 crisis is of great importance for the fashion 
brand Zara. With its primarily offline shopping expe-
rience, Zara was hit hard by the global store closures 
amidst the COVID-19 crisis in 2020, when sales in fell 
44% year-over-year in the first quarter 2020. The com-
pany reported a net loss of $ 482 million. Inditex an-
nounced it would close between 1000 and 1200 stores 
worldwide, focusing on the retail stores in Asia and 
in Europe. Although online sales were encouraging 
(Zara’s online sales increased by 50% for the first quar-
ter 2020), that was insufficient to mitigate the damage. 
As of the last days of December, however, the stores 
were not closed, not even in Serbia, although the clos-
ing was announced (the Inditex official website). 

Amancio Ortega plans to spend $ 1.1 billion to ex-
pand its digital strategy and networking capabilities 
by 2022, and the additional $ 2 billion in stores so as 
to improve the integration between the online and the 
offline environments for faster delivery and real-time 
product tracking. Its goal is for online sales to account 
for at least 25% of the total sales. To achieve this goal, 
Zara will have to devise new ways to digitally engage 
its customers not only through its online store, but 
through online communities and social media as well 
(Chunling, 2020).

The fashion brand Zara realized the potentials of 
mobile trade late and quickly had to catch up with 
competitors. The results of the market analysis point 
to a scenario in which spending on mobile commerce 
will threaten e-commerce by 2021. On average, most 
brands currently generate about 15-20% of the traf-
fic on their websites via mobile devices. Zara should 
make mobile shopping not only an effortless expe-
rience, but also a wonderful experience. Making a 
brand experience meaningful and exchange valuable, 
Zara exploits the potential of its customers to promote 
the brand. Instead of suppressing marketing, Zara at-
tracts customers and perceives them as influential 
brand promoters, all this with the aim of improving 
its business, services and products, and encouraging 
them to dissipate the recommendation for the brand.

Great loyalty and brand loyalty are recorded: Con-
sumers are simultaneously becoming the brand pro-
moters who share the excitement over the brand with 
their networks. Zara has the highly developed data in-
frastructure that enables an efficient analysis of what 
is sold and spoken about on social media platforms. 
This data is used to improve business aspects ranging 
from a product offer to a service improvement. The 
two-way communication between the customer and 
the fashion brand Zara enables a continuous improve-
ment of products and services.

6. CONCLUSION
Following trends, innovations and the new patterns 
of competitors’ and customers’ behavior have become 
an important part of the process of the creation of a 
recognizable competitive advantage and reaching tar-
get customer segments in the digital time. The virtual 
world provides a lot of room for improvement, cre-
ative strategic approaches and top performance. On 
the example of the fashion brand Zara, it is possible 
to understand that every brand needs a good market-
ing strategy on social networks in order for that brand 
to be able to grow and remain sustainable in today’s 
business environment.

The Zara company is focused on their customers–
it is capable of understanding, anticipating and meet-
ing preferences for contemporary fashion trends at af-
fordable prices, too. In addition to the efficient supply 
chain, the brand’s ability to create a design for its cus-
tomers is unique and gives it a competitive advantage. 
Most fashion trends often start unexpectedly. One of 
the secrets of Zara’s global success is its culture and 
respect for the fact that there is no better and more au-
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thentic trend initiator than the customer him-/herself. 
This is of key importance for communication with 
consumers and the creation of the brand identity – 
brand online communities have served their purpose 
by carefully listening to fans’ opinions. Cherishing the 

category of mutual trust and allowing active dialogue 
and the exchange of opinions and experiences, the on-
line brand community of the Zara fashion brand has 
brought even more customers closer to itself by using 
the most efficient digital marketing tool.
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U današnje vreme sveje brža ekspanzija u domenu teh-
noloških dostignuća, a sa uvođenjem Interneta u našu 
svakodnevnicu došlo je do velikih promena u načinima 
povezivanja ljudi i načinima komunikacije. Ljudi su počeli 
da se povezuju online. Online zajednice nastale su kao 
mreža ljudi koji su putem specifičnih online medija oku-
pljeni oko istih interesovanja, bilo privatnih ili poslovnih, 
stvarajući ogromnu platformu za razmenu informacija, 
iskustava i znanja koja prevazilazi sve geografske, društve-
ne i vremenske barijere. Kao nova platforma za razmenu 

informacija, online zajednice takođe predstavljaju i novi 
kanal preko koga kompanije promovišu svoje poslovanje 
i svoje proizvode, i omogućavaju nove dodirne tačke sa 
kupcima, koji danas imaju sve veću moć, dostupnost i 
pristup informacijama. U radu će biti analiziran marke-
ting usmeren na online zajednice potrošača na primeru 
kompanije Zara.

Key words: online brend zajednice, ponašanje potrošača, 
društveni mediji, modni brend, Zara.


