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Abstract: This study explores the brand positioning strategies of Zara in Pune city, focusing on brand

awareness, loyalty, and market strategies. Through a descriptive research design incorporating both

quantitative and qualitative methods, data was collected from 30 consumers who have interacted with

Zara's products. The findings reveal that while Zara enjoys a favorable brand image among consumers in
Pune, there are challenges such as competition, pricing concerns, and cultural differences. However, Zara

is

actively adapting its brand strategy to align with Pune's consumer preferences, emphasizing innovation,

style, and trustworthiness. Suggestions for Zara include expanding store presence, pricing adjustments, eco-
friendly practices, and improved customer feedback mechanisms. Enhancing the product range and online

presence are also recommended to cater to diverse customer preferences and enhance accessibility.
Overall, this study provides valuable insights into Zara's brand strategies in Pune and offers
recommendations for future growth and success in the market
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