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Executive Summary.
	This report provides an in-depth analysis of Zara's strategic management. Strategic management is an essential part of any business decision-making process; management actions and decisions contribute to the long-term development of an organization. This report is divided into five chapters, with a detailed follow-up analysis of each topic chapter. 
The first chapter is an introduction, which discusses the importance of strategic management and provides an in-depth analysis of Zara's vision, mission, and values. 
The second chapter provides a PESTLE analysis of Zara to determine its external operating environment by examining its market position from a Political, Economic, Socio-cultural, Technological, Legal, and Environmental perspective. This report also highlights the threats and opportunities posed to the company due to its SWOT assessment. 
The third chapter evaluates Zara’s value chain framework and its contribution to the value-added of the company’s operations, especially during the post-Covid-19 pandemic. 
In addition, Zara's business strategy is analyzed from financial, internal business environment and consumer perspectives, and recommendations are made to strengthen the company's operations. 
Finally, this report will summarizes its content in the conclusion chapter. 
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1. [bookmark: _Toc117029645]Introduction
Strategic management encompasses external and internal evaluation of firm surroundings via strategic analysis, long-term plans through strategic formulation, and the overall execution of the strategies derived from the analysis (Li & Ukhova, 2021). The purpose of this paper is to provide a strategic management assessment that offers an outline of the theoretical viewpoints using Zara as an example. Therefore, the paper will evaluate the relationship between Zara’s ‘Strategic Direction’ and its 'Vision, Mission, and Values (VMV).' And, the paper will provide a macro-environmental analysis of Zara while ascertaining the threats and opportunities in the industry alongside critically analyzing its value chain to determine its contribution to value addition to the company as it continues to operate in the post-pandemic space. Finally, the paper will analyze the corporate tactics that Zara Company recently proposed to determine their effectiveness according to the Balanced Scorecard.
Zara Company is one of the most successful clothing and apparel retail brands globally. It is a Spanish apparel brand established in 1975 in Artexio, Galicia, by the visionary Mera Rosalia and Amancio Gaona. Besides, it is one of the most popular brands sold by one of the world's largest fashion retailers, "INDITEX." It is a multinational retailer with distribution centers in more than 88 countries and 2000 shops globally. The corporation has a net worth of $10.1 billion and an annual gross sales of $14.4 billion (Yu & Lin, 2022).
Furthermore, Zara is one of the main shops of the fashion conglomerate Inditex. The retail brand (Zara) is renowned for manufacturing low-priced, high-quality items that cater to a niche market of fashion-conscious individuals. The company provides age-appropriate items for women, men, and children; its rapid distribution approach enables designs to reach retailers within two weeks, which is a great advantage.





Figure 1.1: Zara Inc. Logo
[image: https://html.scribdassets.com/5l44szkx6o39cs2j/images/4-84389c07bd.jpg]
     Source: (Nueno & Dailey, 2003) 
1.1. [bookmark: _Toc117029646]Vision, Mission, and Values (VMV)
Zara's global development occurred rapidly, with new locations opening almost daily. In the contemporary world, Zara Inc. runs more than 2,000 locations in 88 countries. As a result, it is vital to understand how Zara achieves success by analyzing its vision, mission, and values. Therefore, understanding the firm's goal, vision statements, and fundamental values is essential for appreciating Zara's success since they serve as the basis for all the company does and stands for. For instance, Zara Corporation's vision and mission statements demonstrate the company's unyielding enthusiasm and ambition to be the preeminent fashion brand worldwide. Since its founding in 1974, the Spanish retailer Zara has been a go-to for trendy footwear, apparel, fragrances, and accessories (Ghemawat et al., 2003). This success and widespread recognition for Zara is directly attributed to the assertions of purpose and direction articulated in its mission and vision statements. Therefore, for each section, a single phrase will sum up everything. Seeing these assertions in a concept map below (Figure 1) may be beneficial to visualize them better. 



Figure 1.2: Zara’s VMV Analysis
[image: ]
Source: (Dai, 2018)
1.1.1. [bookmark: _Toc117029647]Zara's Vision Statement
A company's vision statement describes its long-term objectives and its prospects. Zara’s vision statement is "to contribute to the sustainable development of society and that of the environment with which we interact ."Its primary aspects are societal progress and environmental enhancement (Dai, 2018). The firm's vision statement is succinct and straightforward, and it also highlights a facet of the retailer that is not readily apparent while purchasing its products. The declaration demonstrates that the corporation prioritizes environmental improvement and societal development above profits and sales. 
· Societal Development
Zara is very committed to its corporate social responsibility. It is continuously engaged in efforts to improve people's lives and actively supports community service projects. In light of recent allegations against the fashion industry for its use of unethical labor methods in its facilities in third-world countries, companies such as Zara are making additional efforts to demonstrate their commitment to social development and Sustainability (Jangir, 2020).
· Environmental Sustainability
The Zara brand places great importance on the environment. It is well recognized for its involvement in environmental initiatives. Through its societal responsibility, Zara Company continues to demonstrate its obligation to better the lives of humanity. It has long opposed the use of plastic and does not identify its garments with superfluous tags. Its production procedure is likewise fully non-toxic. In addition, the corporation supports various ecologically aware projects that promote the stability and conservation of natural resources.

1.1.2. [bookmark: _Toc117029648]Zara's Mission Statement
The mission statement of Zara Inc. is to “give consumers what they want, and get it to them faster than anyone else”(Jangir, 2020). A compelling mission statement communicates its purpose clearly and succinctly. It is fascinating to note that the statement's straightforwardness and simplicity are exact reflections of why Zara, particularly in Hong Kong, has been so successful in the clothing market. The mission statement elicits two primary components: fast fashion strategy and market preferences identification.
· Fast Fashion Strategy
In the second section of its mission statement, Zara tries to meet market demand as quickly as possible. This implies that its manufacturing process is very efficient. For instance, it takes the Zara team in Hong Kong just two weeks to develop a collection of about 500 designs on average (Duoyan, 2021). This involves everything from the conception of designs to the delivery of apparel to retailers. The retail sector today refers to this as the quick fashion approach.
· Market Preferences Identification
In the first section of its mission statement, Zara intends to provide clients with what they want. Most competing high-fashion labels do not bother to learn what their customers want. This has been the norm in high fashion for many years. Designers create clothing that speaks to their personal preferences and then bank on the fact that consumers would purchase it nevertheless due to the label's status. Zara's approach is opposed (Dewi et al., 2022). Zara has a talented staff of designers, but it also pays close attention to client preferences. Its highly dynamic social media presence communicates with its customer base to determine what the market would purchase. Zara employees pay attention to what consumers like and dislike, even in actual locations. After receiving the information, the design team ensures that the client's demands and recommendations are included in the brand's next collections.
1.1.3. [bookmark: _Toc117029649]Zara's Core Values
The guiding principles of Zara are "beauty, clarity, usefulness, and sustainability." These serve as the core tenets of the company's operations.
· Beauty: Being in the fashion sector, it stands to reason that aesthetics should be valued and maintained in all parts of the business and daily life.
· Clarity: In the contemporary fast-paced fashion business, clarity is very crucial. Zara values the precision of communication, both inside the organization and in the public sphere.
· Usefulness/Functionality: Zara strictly focuses on usefulness in all of its wares. Even though the label's outfits are considered high fashion, they are appropriate for everyday use and on the runway.
· Sustainability: The Join Lifeline, as well as the growing number of eco-stores that Zara operates all in Hong Kong and throughout the globe, are two examples of how the company demonstrates its unwavering commitment to Sustainability in all forms. 

1.2. [bookmark: _Toc117029650]Evaluating the relationship between Zara’s ‘Strategic Direction’ and its Vision, Mission, and Values (VMV)
Strategic direction entails executing an organization's tactics to realize its vision and achieve its mission (Duoyan, 2021). It guarantees that the management and the shareholders can convey to the task force the significance of their contributions to accomplishing corporate goals. Zara Inc.'s overarching strategic direction involves diversification and vertical integration. It adapts couture designs and produces, distributes, and vends garments within two weeks after the initial catwalk appearance of the original design. The diversification tactic is augmented by the company’s usefulness or functionality, which constitutes its core values that ensure a strict focus of its wares among its consumers. Even though the label's outfits are considered high fashion, they are appropriate for everyday use and on the runway. This is in sharp contrast to the normal fashion industry production time of six months.
Furthermore, Zara’s strategic direction advances the vertical integration model, which Zara Inc. embraces to enable the business to simplify its operations by assuming direct control of different stages of its manufacturing process, as opposed to depending on external suppliers or contractors (Li & Ukhova, 2021). As such, it controls its supply chain and competes based on its speed to market, representing the concept of "fast fashion" as reflected in the second fragment of its mission statement, where Zara Company strives to meet market demand as quickly as possible. Moreover, Zara has a clear direction for the future thanks to its vision statement. Specifically, this is a matter of sustainable development on both a global and local scale. The company's growth is proceeding according to the plans outlined in its mission statement. The primary goal is to speedily build a model that satisfies the requirements of all consumers regardless of location (Yu & Lin, 2022). Therefore, as Zara's consumer demand for the new product increases, the need to advance in its strategic direction to prepare for future customer demand by developing the new product and analyzing the competition is paramount. 
Zara is one of the biggest successful brands in contemporary retailing and continues to develop in several new areas. Even in Hong Kong, fashionists as are fond of them. The company develops innovative, high-quality designs that its consumers adore and become devoted to. In addition, Zara's consumers are the most loyal of all customer-favorite brands in Hong Kong, with the greatest value assigned to each fan (as shown in Figure 3). Looking at its vision, it is evident that Zara's goal is not only realizable but has been accomplished. 
Figure 1.3: Value of a Fan across Brands
[image: ]
Source: (Li & Ukhova, 2021)
2. [bookmark: _Toc117029651]  Macro-environmental Analysis for Hong Kong Casual Wear (Fashion) Industry
The fashion sector is a major part of Hong Kong's overall economy, making it one of the city’s major sectors. This is amid the post-pandemic phase when imported fast fashion is quickly becoming obsolete, thus creating more opportunities for Hong Kong to reassert itself as Asia's fashion capital. As early as the second quarter of 2020, the return of global economic activity boosted the global fashion sector. In the first and second quarters of 2021, worldwide commerce in clothes is predicted to have increased by 12 and 55 percent, respectively, due to the further re-opening of key fashion markets in the West (Huai et al., 2021). Hong Kong apparel manufacturers are renowned for their OEM and ODM manufacturing; thus, they can offer high-quality apparel promptly. This is vital given that overseas importers and retailers want suppliers to strengthen supply chain management and assure timely delivery of products to shops. Hong Kong garment businesses, especially established enterprises, have a growing interest in brand marketing. For instance, the fashion sector in Hong Kong is anticipated to have revenues of $13.15 billion by 2024 (Shameem et al., 2022). Therefore, the PESTEL analysis (political, economic, social, technological, environmental, and legal) will be used to assess the opportunities and risks involved with each factor in the industry. 

2.1 [bookmark: _Toc117029652]    PESTEL analysis
This analysis sheds light on the company's external environment, allowing it to thrive within its overall goals(Berton, 2016, p. 48).

[bookmark: _Toc117029653]2.1.1. Technological
Online purchasing is widespread in the twenty-first century, particularly in the Hong Kong community. In 2018, Go Global conducted research on internet purchasing in Hong Kong, revealing that 88 percent of Hong Kong customers had made at least one online transaction over the last three months. Accessories and clothing is the most popular online buying category accounting for 41.7 percent of Hong Kong consumers (Gockeln, 2014). Moreover, customized purchasing and customer care experiences are also possible with online purchasing. Consumers purchase apparel online. The range of brands and design styles is one factor. For customers, the Internet has developed from a "tool" to a "life circle." The Internet and the growing usage of mobile devices for shopping influence marketing, sales, and customer decisions. 

[bookmark: _Toc117029654]2.1.2. Economic
Hong Kong's economy is getting worse owing to the post-pandemic implications. Private consumption spending fell by 3.4 percent between the third quarter of 2020 and the third quarter of 2021. Its Gross National Disposable Income was reported to be 753,950.000 HKD in June 2021, up from 730,379,000 HKD in March 2020 (Ruan et al., 2022).Similarly, its GDP price deflator went up by 2.5 percent, implying that inflation is going up considerably(Huai et al., 2021).Therefore, even though customers have enough money to buy, they opt not to when the economy is worsening, and the inflation rate is increasing. In addition, the casual wear sector of the garment business has also declined in Hong Kong. The Census and Statistics Department reported a -36.9 percent decline in the value of garment sales.

[bookmark: _Toc117029655]2.1.3. Social
Changes in the socio-cultural dimension influence how individuals shop and make purchasing choices and which brands they prefer to purchase. Currently, people desire not just convenience but also affordable pricing and excellent quality. Even though the quality is not as high as luxury labels, it is sufficient, and these casual wear companies are not far behind in design and style. The tendency is toward informal attire. Not only is there a difference in flavor, but there is also a shift in the customers (Shameem et al., 2022). They have become more discriminating and base their conclusions on data from several sources. In addition to advertising, they get information from customer feedback. In addition, people are becoming more concerned with health and quality of life, leading manufacturers to enhance R&D, research, and innovation. Currently, clothing with anti-ray, insulation, anti-ultraviolet light, perspiration, and anti-fouling qualities is available on the market.
[bookmark: _Toc117029656]2.1.4. Environmental
Many customers are aware of the importance of Sustainability. Sustainability has become a factor in the purchase choices of customers. Consumers anticipate that integrating environmental principles across a company's supply chain will minimize its carbon footprint and environmental degradation. Use more eco-friendly raw materials, packaging, and processes, for instance. Even companies of casual clothes are conscious of their carbon impact and are focusing on being more eco-friendly. If a company can decrease its environmental effect and engage in sustainable and environmentally friendly operations, it can retain consumers (Smook, 2005). This is a difficult for the Hong Kong market.

[bookmark: _Toc117029657]2.1.5. Political
Current political difficulties in Hong Kong cause uncertainty in the fashion business, decreasing customer confidence. Several unsolved political concerns continue to generate uncertainty and volatility. The greater the degree of global volatility, the greater the degree of unpredictability in the fashion sector in Hong Kong.

[bookmark: _Toc117029658]2.1.6. Conclusion of comments on Macro-environmental Analysis
The current political tension in the world has led to huge turmoil in the global economy and finance. Uncertain future economic prospects in Hong Kong have led to a decline in people's willingness to buy and affected the apparel business. Online shopping platforms and online interaction platforms are tools for business development. Hong Kong-based Zara outlets can attempt to remedy the problem using appropriate, cost-effective, online retailing and sustainable practices.






[bookmark: _Toc117029659]2.2. The Threats and Opportunities
Table 2.1: Zara’s Threats & Opportunities
[image: ]
Source: Constructed by the Author 
[bookmark: _Toc117029660]2.2.1. Opportunities for Zara Company
Global recognition is unquestionably essential to Zara's potential since it is the key to profitable development. Zara is a globally renowned brand with a positive reputation in most nations. Therefore, it is advantageous for Zara to have such brand recognition worldwide. The increase of middle-class persons in Asia provides Zara Company with an opportunity to increase its customer base by acquiring middle-class consumers throughout Asia, particularly in Hong Kong. Not simply because Asia is a thriving continent with numerous nations with a rising GDP, but also because individuals in Asian countries have a taste for the apparel Zara supplies. Moreover, Asians, particularly adolescents and young adults, are often western-oriented. This implies they like to adopt the western culture's current fashion trends and implement them in their nation (Smook, 2005).One of these trends is undoubtedly apparel.
The brand also thrives over other small retailers in gaining entry to developing states, thus establishing distribution centers at lower costs as they expand their global market share. In addition, since Zara’s business model is built on fast fashion, where new goods are released every two weeks, they are always on the lookout for talented new designers to improve the quality of their designs (Smook, 2005).As a result, having a talented team of designers at your disposal is essential. Given that Zara has recently partnered with a large number of emerging designers in the city, their reaction may be considered to be above par in Hong Kong. Similarly, Zara Inc. is eager to have a positive image as an eco-friendly firm and has even established a mission statement in this respect. 

[bookmark: _Toc117029661]2.2.2. Threats for Zara Inc
Stiff competition is one of the greatest risks to Zara Inc. in terms of client loyalty since innovative and inexpensive items from retailers such as Forever 21, H&M, and Uniqlo might undermine the brand. Brand equity dilution is also a significant concern to Zara Company since it might diminish the brand's value in customers' eyes. Hence, Zara is adopting their most effective brand-building techniques. Probably more important to their European customers is the firm's eco-friendly marketing effort, which is greatly recognized and favored by European customers.
Additionally, the firm runs the danger of having its products imitated by rivals (in the form of copied designs) or by careless individuals engaged in counterfeiting. However, Zara's focus on the middle to upper class is less of a problem. Moreover, Zara shoppers have a well-deserved reputation for brand devotion (Ruel et al., 2021). Establish a good user group and cooperate with public relations to allow users to build loyalty, whether it is brand culture, taste or visual feeling different from the competition. Let users choose when, there is a sharp contrast. Furthermore, the possibility of a lawsuit being filed concerning sweatshops is not very high because the cases in question have not received a great deal of media attention and also because the firm has made a commitment to end the use of sweatshops in every factory and in every nation in which they produce their goods.





3. [bookmark: _Toc117029662]   Value Chain Analysis
The value chain encompasses product design, manufacture, and marketing, with a crucial difference between producer-driven and buyer-driven value chains. Compared to rivals, Zara Inc.'s marked-down items are far less expensive than other brands. Therefore, relative to the sector average of 60 to 70 percent, Zara earns 85 percent of the total price of its clothing (Mehta, 2021). 

3.1 [bookmark: _Toc117029663] Value chain contribution in creating value adding in the firm
Zara (a trademark of Inditex Group and a well-known Spanish retailer and apparel manufacturer) has developed a unique and profitable business concept using its value chain system to add value to its operations in Hong Kong. In order to maximize value while minimizing costs, businesses can benefit from adopting value chains (Mehta, 2021). Therefore, the ultimate purpose of a value chain is to provide a corporation with a cost advantage via increased productivity.  

3.2 [bookmark: _Toc117029664]   Zara’s Value Chain Operations
The fundamental activities in the retailer's effective value chain that guarantees value addition to its functions include inbound and outbound logistics, operations, sales and marketing, and service.

[bookmark: _Toc117029665]3.2.1 Inbound logistics
Inbound logistics at Zara must transport and distribute raw materials for manufacture, allot those items, and maintain an inventory of raw materials, supplies, and completed goods at the shops. Another essential aspect of Zara's inbound logistics is its supply chain control (Shabir & AlBishri, 2021). However, the whole output is received and held in warehouses before distribution. They have structured their manufacturing facilities without specified colors or prints to be able to respond to minor market changes, such as boosting the production of a product that is selling well.
[bookmark: _Toc117029666]3.2.2 Operations
Zara has three separate and autonomous business lines for women, men, and children in Hong Kong, emphasizing women's clothes. In addition, this ensures that each line may respond rapidly to market developments and adopt solutions without requiring approval from another department. However, each line has distinct sourcing, sales, design, and marketing.

[bookmark: _Toc117029667]3.2.3 Outbound logistics
The majority of Zara's clothing is typically distributed at the beginning of the fashion seasons, which corresponds to the actual weather seasons because Hong Kong and the rest of Asia and Europe have this seasonal split and clothing must be manufactured and sold accordingly. Therefore, the store managers of Zara must be aware of this and endeavor to order goods in the correct quantities. They heavily depend on data and forecasts to attain this level of accuracy. Therefore, the prediction of client demand and the record of items sold are essential evaluation tools for shop managers. To expedite the time it takes for items to reach the final selling positions in shops, Zara's makers are embedding garment tags directly into the fabric. Important to Zara's outbound logistics is the rapid distribution of items; to accomplish this, deliveries inside Spain are done within 24 hours, and deliveries outside are made within 40 hours. The ultimate goal is to quicken the process as quickly as possible from producers to consumers.

[bookmark: _Toc117029668]3.2.4 Marketing and Sales
Zara does not invest much in marketing and promotion since they use other intelligent business techniques. Zara can respond rapidly to market shifts and fashion trends as it does not outsource its production. Additionally, they attempt to decrease manufacturing and delivery times so that trendy items may be sold quickly and at extremely cheap rates. In addition, apparel is shown and sold for brief durations to maintain client interest and encourage frequent shop visits in search of new or discounted products. This method makes buyers compelled to purchase since things might be sold out rapidly. However, the proportion of unsold items is relatively low, at just 18% of the total. As this method can potentially increase labor expenses, Zara maintains minimal marketing and advertising expenditures to strike a balance and preserve its competitive advantage of cheap pricing. Due to cultural differences, Zara is open to collaborative partnerships and franchising in "high-risk" nations while owning the bulk of its shops.

[bookmark: _Toc117029669]3.2.5 Service
Even though Zara focuses on product management and doesn't need substantial service assistance, they adhere to many criteria to preserve consumer contentment and interest, the first of which is to minimize excessive lines and shop wait times. As most of their clients are young, the purchasing process must be expedited, and personnel are instructed to assist consumers who are in a hurry or need assistance (Rajesh, 2021). Additionally, they strive to reply to customer concerns and needs as quickly as possible.
Figure 3.1: Zara’s Value chain [image: ]
Source: Constructed by the Author 




3.3 [bookmark: _Toc117029670] Contributions of Zara’s value chain in its post-pandemic operating
Zara has been relying on the cost leadership strategy to oversee its value chain operations while operating in the Hong Kong market during the contemporary post-pandemic period. Zara streamlined its value chain activities through a cost leadership approach to guarantee its success while Hong Kong's economy was revitalized. For instance, the company has established a combination of manufacturing facilities in Asia to produce its products relative to most retailers that outsource production to low-cost Asian nations (Khan, 2021). This results in more flexibility and speed, but at a higher price.
Consequently, the firm has attained a competitive edge in the Hong Kong market since it offers items with designs comparable to those of high-end fashion and designer labels at affordable rates. It believes in a "full life cycle" and creates value for its products by operating appropriately and ethically at every level of the fashion production process. As such, the company's overarching objective during the ongoing post-pandemic period is to bring to market ethically produced, high-quality items that will eventually satisfy the in-store and online demands of  Hong Kong customers.










4. [bookmark: _Toc117029671]Corporate & Business Strategies based on the Balanced Scorecard
A balanced scorecard examines historical performance data and gives feedback to companies on how to make better future choices based on consumer tastes and choices, financial objectives, operations management, and supply chain bottleneck resolutions(Mio et al., 2022). The greatest benefit of the Balance Scorecard model for ZARA Company is giving its top executives and leadership a framework for developing an all-encompassing company strategy, as opposed to maximizing a single aspect of the business. Besides, the balanced scorecard lets the company's managers see the firm from distinct vantage points.

4.1. [bookmark: _Toc117029672]Evaluating Zara’s Corporate and Business Strategies
The Balanced Scorecard analyzes both operations and strategies of Zara Company. Therefore, its leadership can use the metric to develop a sustainable competitive advantage to gain a deeper understanding of its interrelationships between internal processes, operations management, consumer preferences, and financial resources.  

4.1.1. [bookmark: _Toc117029673]Consumer Perspective
Customer satisfaction, revenue expansion, and profitability aspects contribute to the development of Zara's rate of profitability in its operational segments, the number of new customers, and its market share. Zara Company is currently expanding aggressively in Asian nations and, to be precise, in Hong Kong. Therefore, to improve its sales, Zara Inc. ought to adjust its designs to local tastes to create more profit from the pockets of Asians. The organization can improve customer service by educating its employees, particularly those who interact directly with consumers daily. In addition, Zara may optimize the usage of its POS and PDA technologies to collect information about the customer's favorite designs and comments (Jangir, 2020).

4.1.2. [bookmark: _Toc117029674]Internal Business Perspective
Regrettably, Zara is renowned for having a high staff turnover rate owing to the demanding and subjective working atmosphere that it provides for its employees(Yu et al., 2022; Ha, 2021). There are few opportunities for younger workers to advance in their careers, and many assessments written by current and former employees indicate that supervisors do not get along with their subordinates, resulting in a gap between the task force and the management (Shameem et al., 2022).It is quite clear that Zara has to find a solution to this issue in order to prevent the firm from incurring additional expenditures regularly to train new workers and maintain a positive corporate image. As for its business procedures and operations, the company's recent acquisition of a buying office in Hong Kong enables it to boost its sales in Asia, particularly in China, the greatest emerging market in the world today. By integrating the POS, Purchasing Office, and PDA, Zara Inc. can project the Asian market more precisely and easily. Alternately, the corporation might reduce manufacturing costs by outsourcing the manufacture of more kinds of clothes to Asia.

4.1.3. [bookmark: _Toc117029675]Financial Perspective
Because other organizations have grasped the value of intangible assets and performance indicators, it is no longer sufficient for businesses to rely only on conventional financial metrics. Financial measures are outcome measurements based on past performance. As a result, these lag indicators often concentrate Zara's management attention on previous actions and short-term performance associated with the management of physical assets. Non-financial measurements, classed as leading indicators, tend to concentrate on activities that drive future outcomes, building long-term value from intangible assets like as human capital, customer interactions, product innovation, and highly efficient operational procedures (Ruan et al., 2022). A balanced scorecard integrates measurements so that the company's management accesses essential financial and non-financial information they need without being overloaded with data.




5. [bookmark: _Toc117029676]Conclusion 
Since the founding of Zara in 1975, the garment retailer has grown to become the biggest fashion store globally. With its global and online presence, the brand dominates the fast fashion sector due to its superior vertical integration and cost advantage. Despite this, the business is expanding fast. For Zara to sustain its continued success, it must enhance its marketing approach, enhance its online section, and remain devoted to the health of the environment. Zara derives its competitive edge from its business operations. Its total business operations, including the design, manufacturing, and distribution processes, are so sophisticated that they allow Zara to be at the forefront of the industry in tandem with its customer-centricity.














6. [bookmark: _Toc117029677]Recommendations
We will use corporate strategy & business strategy respectively to make recommendations.

6.1.1. [bookmark: _Toc117029678]Corporate strategy
Zara’s corporate approach encompasses companywide plan, which is linked with its vision and goals, with the aim of creating value and fostering profit. Thus, it takes into account the organization's ecosystem, nature, and aspirations alongside corresponding to the optimal usage and distribution of resources. The firm seeks to pursue the expansion strategy as its corporate stratagem to increase market share.
In order to maintain its leadership position in the developing fashion retail market, Zara ought to address its flaws and convert them into opportunities. The firm should strive to gain entry into new markets through diversification and internationalization in order to expand its market share and obtain increased profit, which will lead to its faster growth (Khan, 2021). Besides, it will launch its services and products to the new markets using adequate and quality marketing models. Beyond active social media profiles on Facebook and Instagram and its logo on the carrier bag, the firm engages in limited marketing and advertising. It employs an anti-marketing plan by attracting clients rather than forcing its goods on them and spending approximately 0.3 percent of its revenues on advertising(Khan, 2021). Zara Inc. has effectively amassed 43 million Instagram followers, 30 million Facebook fans, and 1.5 million Twitter followers(Ruan et al., 2022). However, it must develop a more powerful marketing approach to counteract the various competitors attempting to imitate its expansion scheme and boost brand strength. The marketing department is the main department to do the expansion and can find groups who support environmental protection, and work with them.





6.1.2. [bookmark: _Toc117029679]Business Strategy 
The business strategy that Zara Inc. should strive to adopt in its operation is cost leadership strategies for it to compete favorably in domestic and foreign market.
Adopting the cost leadership approach into its operations will enable the fashion retailer to minimize its manufacturing costs and deliver cheap but quality goods and services in order to beat its rivals and acquire market dominance. This approach will mainly boost Zara’s profitability. When a product's notoriety and popularity improve owing to its cheap price, a corporation will make more money than anticipated (Gockel, 2014).Moreover, with low cost of production, the firm can focus on sustainability aspects such as its environmental commitment. Zara may reaffirm its eco-friendly commitment by involving the consumers in the process. Therefore, realizing that customers are purchasing from a sustainable and low-priced company is one thing, but actively participating in the process would have a larger influence to Zara Company (Shabir & AlBishri, 2021). Purchasing Department and Accounting Department need to work together for cost control to continue to maintain low cost and high quality products. Customer service and public relations will need to educate the public that Zara may reaffirm its environmental commitments by involving consumers in the process.

6.2. [bookmark: _Toc117029680]Implementation
Many marketers launch digital marketing campaigns as the global fashion market becomes more digital. Numerous corporations regularly market their goods on social media platforms such as Facebook, YouTube, Twitter, and Instagram. Zara launched its FB page, Twitter account, YouTube channel, and Instagram account to avoid falling behind. As a result, more than 16 million users "like" Zara's Facebook page, and approximately 1.44 million on Twitter. Additionally, thousands of people subscribe to its YouTube channel. Despite its presence on social media, Zara does not utilize these platforms for advertising; consequently, we should make good use of the existing platform, effectively realize O2O, and integrate too many retail stores. In addition, Zara emphasizes its commitment to the environment via ethical sourcing and production. Recycle old clothes of Zara brand and provide discounts, and send second-hand clothes to third world countries through environmental groups to help people. Also, we can be benchmarking to Louis Vuitton & Gucci, invite well-known illustrators in the society to paint onto the product, and in a series of paintings, use environmental protection and nature as the theme. If Zara is launching a new product and there is no historical data for reference, Zara can try to launch the product in a few selected markets, and then use the results to estimate the total sales volume to control the risk.
Based on Covid-19, a health monitoring and tracking mechanism for employees will be implemented, especially in recent cases, most of the confirmed cases are mainly foreign travel or business trips. If the employee has a factual record of going abroad, they need to actively ask the employee to self-isolate and implement health tracking for 7 days to reduce the spread of the virus within the company.
If the cost control and turnover are not satisfactory. Zara can explore the establishment of a procurement reward and punishment system, which should be linked to leaders and individuals; strengthen technical research capabilities and reduce procurement costs. Also, can improve the cost of quality, it is necessary to strengthen the quality of the work process, in order to reduce waste loss, reduce work, reduce rework time, reduce resource consumption, and thus reduce the total cost of operation. While expanding sales results and increasing market share, the sales department should strengthen the use efficiency of sales expenses and reduce costs relatively
Review the contingency plan regularly to make sure it remains accurate. New risks or new opportunities need to be considered, such as new employees or a changing business environment.
Table 6.1: Zara’s Gantt Chart
[image: ]
Source: Constructed by the Author 
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Zara Inc. Logo.
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Analysis of Zara’s vision and mission statements in a conceptual map. 
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This chart shows Zara’s fan value relative to other brands.
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O & T Table
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Zara’s value chain component.
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Zara’s Gantt Chart
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