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1. [bookmark: _Toc71300495]Introduction
Fast fashion and internationalization are the latest trends that have been recognized recently within the fashion industry. Some companies procure their supplies from countries where cheap labour and fast fashion dominates the market. The response of the customers regarding the cheaply and unsustainably produced products are majorly positive which has resulted in the acceleration of fast fashion and internalization (Camargo, 2020). A case study that explains the context of fast fashion, as well as the internationalization of Zara, will be analysed in the study to understand the changes that have been introduced within the business model for meeting the concerns of the stakeholders. The internal, as well as the external environment of the company, will be analysed using SWOT and PESTEL. The products of the company and their life cycle will also be analysed in the study. The various reasons for internationalization will be highlighted in the study and the competitive advantage of the company will be analysed with the help of Porter's five forces and the value network of Porter. Suitable recommendations will be added to the study regarding the changes that can be introduced within the company and the changes that can be introduced within the company. 
2. [bookmark: _Toc71300496]Background of the company
The company that has been discussed in the case study chosen is Zara. Zara is known to be one of the giants of the fashion industry and is greatly recognized all over the world for its brand name, latest designs and high quality. The founders of the company had been two famous personalities namely Amancio Ortega and Rosalia Mera. The founding year of the company had been 1975. Amancio Ortega is the current chairman of the company. The headquarter of the company is in Spain, Arteixo. The revenue generated by the company in the previous financial year was € 18,021 million. At present, the number of stores of the company around the globe is 2270. A wide range of clothing and fashion accessories is offered by the company to its consumers in the entire world. 
3. [bookmark: _Toc71300497]Critical analysis of changes introduced within the company for self-regulation and adaption of concerns of different stakeholders
The business model and the types of products that are offered by an organisation to the customers highly impact the different stakeholders of the company. The employees of the company, the customers of the company, the suppliers of the company, the producers who are involved in the manufacture of the products offered by the company. The target customers of Zara mainly expect the latest fashion trends and replicas of famous fashion outfits from the company (Kim et al., 2018). The quality of the clothes is also of great significance to its customers. There is a wide range of customers involved in Zara, starting from the elite class to the average middle class. The rising concern for sustainability is thus equally faced by Zara along with the issue of high demand for fast fashion. Hence, the company, in the last five years, came up with a different segment of clothing that is meant for different demands of the customers. This has been done to strike a balance between sustainability and fast fashion. The company has active segments dedicated to the high quality and eco-friendly clothes produced for the elite customers who are concerned about sustainability. It also has cheaper segments of clothes that are offered to the average customers who demand fast fashion. The company has also brought about changes in the pricing strategies of the products so that the price of the products is suitable for the customers of the different clothing segments of the company. The company has also introduced changes within the suppliers and the producers. The company has included producers from both developed and developing countries. This is because of the differences in the clothing sectors. The company has also changed its policy of replicating and moved on to self-made designs that are inspired by the latest trends. 
4. [bookmark: _Toc71300498]SWOT analysis on the company 
The internal environment of the company could be analysed for a better understanding of internal changes that have been introduced in the company.
	Strengths
	Weaknesses
	Opportunities
	Threats

	The brand name of the company is a strength for the company. It is highly recognized among the customers of the company and the people of the entire world (Cao, 2018). The brand name of the company positively impacts the competitive advantage of the company and hence a strength for the company. 
	The presence of Zara is very limited in the markets of New Zealand and southeastern countries like Thailand. The company has failed to expand to the markets of these countries.
	The introduction of AI in Zara is one of the greatest opportunities for the company. This will help the company to enhance its customer satisfaction. 
	There are various competitors in the industry of fashion and textiles. Hence, this is a threat for Zara as is difficult to survive this ever-increasing and strong competition.

	The management of the supply chain in Zara one of its strongest points.
	The marketing strategies of Zara is very weak (Assmann, 2018). There have not been enough investments in the marketing of the products of Zara.
	The scope for marketing in Zara is very high due to its wide recognition and customer loyalty. The company should hence consider investing in marketing.
	The regulations of politics and law are threats for the company. 

	The designs of Zara are unique and original. The trend followed in latest and fresh which helps in keeping the customers attracted.
	The company is not specific. It offers clothes of different types and more generalized.
	Retail channels should be developed by Zara. It would help the company to gain prominence in many countries. 
	The materials that are used by the company for production have become very expensive which has resulted in a significant increase in the production cost of the company. 



	Technological investments of the company are also strengths of Zara (Jin and Cedrola, 2016). The company emphasises the high of high-end technology in the production of clothing and accessories. 
	
	E-commerce should be considered as a serious option by the company (Sorensen and Johnson Jorgensen, 2019). The E-commerce website of the company should be developed as it is one of the latest trends in the fashion industry.
	




5. [bookmark: _Toc71300499]PESTEL analysis on the company
The macro-environment of Zara can be analysed to find out the external factors that impact the company.
	Political
	Economic
	Social
	Technological
	Environmental
	Legal

	Zara is based in Sweden, belong to the European Union. The importing and exporting trade agreements of Zara are thus extensive.
	Labour is of very low cost as Sweden suffers from unemployment.
	Social trends are volatile and this is a negative impact on the company’s demands.
	The investments of the company in technological advancements have helped the company to be technologically updated.
	The wasteful nature of the industry violates the environmental policy of the country.
	The ethics and principle of sustainability have recently been emphasised by the company.

	The country’s financial regulations are favourable and beneficial for the prosperity of the company. 
	The economic condition of Sweden is not highly developed. The height inflation rate negatively impacted the sales of the company.
	Culture has a great influence on the company’s products (Lee, 2019). This is not favourable for internationalisation.
	The website of Zara is popular and well known among the masses which is a strong point for the company.
	The eco-friendly segment of the company helps to maintain a balance by the use of eco-friendly raw materials.
	Rules and legal policies are mandatory for the big established brand of which Zara is a part.

	The export market of the company is benefited because of being a part of the EU.
	Brexit has lowered down pond’s value which has been a negative factor for Zara. 
	Local culture is emphasised upon by the company. This prevents company experimentation.
	The company entered into a partnership with Toyota (Arrigo, 2020). This has been pushed forward by the JIT facility and improved the operations of manufacturing.
	The policy of animal welfare is strictly obeyed and observed by Zara.
	The allegations of stealing or duplicity of designs have not been faced by the organisation.

	Political disruption negative impacts the economy and causes disruption in Zara’s supply chain.
	The sudden rise in the company’s cost of production has proved distressful for the company.
	Huge investments are made by the company for society's benefit. This act of the company enhances brand image.
	Online transaction is controlled and encouraged by the company. Special discounts are given to online customers to promote online shopping.
	Efforts are made by the company to bring a reduction in water as well as energy consumption.
	There is a need for the enforcement of the law of copyright.



6. [bookmark: _Toc71300500]Analysis of the external factors that have impacted the internationalisation of business
The rise of globalization and modernization has deeply increased the demand for clothes influenced by western culture in the market in the industry of fashion (Peters et al., 2020). There is great demand for expansion of the company as the company has a great scope due to its wide recondition in the market (Su, 2020). The popularity and the establishment of the brand are also some of the factors that have resulted in the internationalisation of the company.
7. [bookmark: _Toc71300501]Porter’s five forces on the company
Supplier’s barging power
The bargaining power of the company’s suppliers is very low because the suppliers are held by the company into a contract that prevents them to initiate barraging actions. 
Customer’s Bargaining power
The prices of the products offered by Zara are fixed and are cannot be bargained by the customers (Parker-Strak et al., 2020). Fashion customers are highly unpredictable and their buying trends are highly volatile which is a disadvantage for Zara.
Threat from entrants which are new in the market
Zara experiences a low threat from its new entrants as the target customers are loyal and have a high level of trust in the company.
Industrial competition
There is huge competition in the industry of fashion. A large number of brands of fashion that are popular among the people of the entire world fight against each other to hold on to their position in the market (Zhang et al., 2020). H and the M, mango, Bento, Gap are a few of the many companies in the fashion industry that are tough competitors of Zara.
Threat from the available substitutes
One of the biggest threats of Zara is H and M. This is because they offer similar products in a similar price range. One of the advantages of H and M is the high use of advertisements. This is a shortcoming of Zara. 
8. [bookmark: _Toc71300502]The product life cycle of the products manufactured by the company
Products offered by the company are mainly clothing and a small portion of accessories. 
Introduction phase- This is the phase when the products are introduced by the company (Camargo et al., 2020). The PR strategy of Zara includes the propagation of its new collections in the introductory phase through fashion shows and exhibitions so that the target audience recognize the products. 
Growth phase- the growth phase is an important phase when the competitive advantage of the products is to build up (Su and Chang, 2018). The products that enter into the growth phase are tagged into special categories are propagated through magazines, print advertising and showcasing.
Maturity phase- The products entering the maturity phase are given out for small discounts in the stores. This helps to clear out the existing stocks of the products (Aftab et al., 2018). This is done as matured products have less scope for growth in the market.
Decline phase- The products in the decline phase is heavily discounted as they are required to be sold out by the company. This prevents the financial loss of the company.
9. [bookmark: _Toc71300503]Analysis of the impact of changes made on the competitive advantage of the company
The management of the supply change is a great strategy of the company towards having control over the suppliers of Zara. The system of contract helps the company to manage the suppliers efficiently and adds to its competitive advantage (Costa, 2017). The management of the products according to their life cycles is also advantageous for the competitive advantage of the company. The uniqueness of the designs and the trend of following the latest fashion adds to the customers' satisfaction and increases its competitive advantage.
10. [bookmark: _Toc71300504]Recommendation for the management of the company
The company should invest in advertising. This could increase the competitive advantage of the company by increasing the recognition of the company.
The company should also invest in an online transaction in different parts of the country and implement AI. This could also foster the growth and competitive advantage of the company.
11. [bookmark: _Toc71300505]Conclusion
Zara has been efficiently managing its supply chain. A balance between fast fashion and sustainable fashion has been maintained by the company through the introduction of various segments meant for different categories of target customers. The stakeholders of the company are also rightly managed at different levels through proper communication and strategies which adds to the competitive advantage of the company. The ethics, pricing strategies and brand value of the company are the strengths of the company while low investments in technology and AI is a drawback of Zara. There is a negligible threat from substitutes or new entrants due to the company's high level of performance and high level of competitive advantage.
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