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1.0 Introduction
Inditex for the past year has been able to build a brand portfolio that include the following companies: “Zara, Oysho, Kiddy’s Class, Massimo Dutti, Stradivarius, Pull&Bear, Bershka, and Zara Home” (Zara.com, 2018).
All the brands were first established in the domestic market before launching them in the international market. Inditex used these multi-brand portfolios to efficiently target different segments. The major problems of sustaining the strategy of having several brands is the cost and the risk of cannibalisation. Inditex was able to tackle the problem of cannibalisation through differentiation of brands (Fabrega, 2004).
In this report, the process of internalisation of Zara will be discussed focusing on the motivation, market selection and international entry market strategies of Zara. 

1.1 Company Background
 Currently, Zara has about 2,200 stores present in 96 countries of the world and it the most successful company of Inditex group. In 2017, Zara had a sales growth of 16% with an income growth of about 22%. In the same year Zara had an increase of 13.47% in earning per share growth based on the total annual sales of about $18 billion (www.forbes.com, 2018).
Zara is famous for its ability to introduce a new product from concept to the market in only two weeks while their rivals take six months. In 2017, Zara had about 563 in their domestic market, 150 stores in France, 144 in Russia and Italy including 223 stores in China, 87 stores in US plus other stores in around the world. Zara had sales of 41% in 2017 from its 46 online stores markets. 
Time and the store play important roles in Zara’ business model. Zara’s stores are valid sources of information through which they interact with customers to know their needs and wants. They are continuously adapting to the market demands by delivering   quality service to the customers through a unique customer service, pleasant music, right ambient temperature in their stores and store layout. They use mystery shopper to evaluate their standards (Monllor, 2001). Zara uses market-based pricing strategy in setting the target prices that will be affordable by their potential customers. Production cost is determined according to the target price and the amount of profit they are wanting to make (Mazaira, et al., 2003). 

1.2 The Vision and Mission of Zara
Their vision: “Zara is committed to satisfying the desires of our customers. As a result, we pledge to continuously innovate our business to improve your experience. We promise to provide new designs made from quality materials that are affordable” (Zara.com, 2018)
 Zara mission statement: “Through Zara’s business model, we aim to contribute to the sustainable development of society and that of the environment with which we interact” (Zara.com, 2018)

2.0 External Environment
The fast fashion industry trend has been transformed by Zara, Topshop, H&M, Gap, and Uniqlo in recent decades (London Business School, 2008). It is assumed that those factors will also have the same impact on the fast fashion industry.

2.1 Environmental analysis using PEST Framework
The customers ages play a great role in the apparel industry because customers’ demands differ based on their ages. In a market where the aging population dominate, there will be more demand for free size styles (Keane & Te Velde, 2008). In addition, the demand in different apparel categories is directly affected by population sizes. The proportion of pregnant women including an increase in birth possibly will stimulate the market for baby’s clothes and maternity garments (Suttle, 2011). Therefore, it is very important to consider demographic trends in this industry.
 


2.1.1 Political factors
Political factors are very determinant in this industry. For example, employment laws that determines workers’ wages, rights and child labour are very important to be taken into consideration in creating a legal and sustainable workplace environment (Suttle, 2011). Global companies such as Zara that are establishing in developing countries must know the laws and regulations of their host countries. They should also know the impact import and export taxes on the success of international retailers of the apparel industry. 
2.1.2 Economic factors
Economic factors are very important for global companies like Zara that operate apparel industry. There are many financial factors that affect the purchasing power of customers such as economic problems possibly influencing consumer’s disposable incomes causing decrease in expenditure on clothes and other related goods. Inflation, exchange rates or interest rate can push prices up making clothes expensive for the average person to afford thereby, thereby lowering the demand in the apparel industry.
2.1.3 Socio-cultural factors
Socio-cultural factors, “consumers tend to spend more on healthcare, electronics, education, travel, and leisure, and less on clothing, which drives apparel companies to develop their businesses ecologically to meet consumers’ demands” (Jasuja, 2012). Companies such as Zara present in so many countries with different cultures must learn the cultures of their host nation adapting their products according to local demands
2.1.4 Technological factors
[bookmark: _Hlk523643718]Technological factors are key to success in the 21st century mostly in the apparel industry. In the apparel industry, there is a huge use of human intelligence in the in the process of manufacturing clothes more than computers. Companies that have invested in the modern technologies like Zara have gained competitive advantage over their rivals. For example, “adopting digital technologies like Location-Based Mobile Technology enables companies to track and communicate with customers facilitating the rapid changes in the apparel industry” (Ziv, 2010).  

2.2 Industry Environment: Porter Five Forces (The fast-fashion industry)
[bookmark: _Hlk523481609]The fast-fashion industry is very innovative. They use current and emerging trends instead of the traditional designer push collections model. The industry follows the shift of customer demands by providing to the market products as fast as possible.  For Zara produces a design from concept to the store in about two weeks, against the traditional industry’s average time of six months (LBS, 2008). 
2.2.1 Threat of New Entrants - Low
The threat of new entrants in the fast fashion industry is low because of the high cost of marketing, production and distribution. The big players of the industry are able to lower cost of production through economy of scales and new entrants will find it very difficult to compete with the old players that already have established distribution channels and very large of loyal customer base.
2.2.2 Bargaining Power Suppliers- Low
In the apparel industry, there are a lot of suppliers making them to have a low bargaining power. Most of the developing countries for example, China, Vietnam and India produce large volume of raw materials. So, it is almost impossible for a supplier to monopolise the market.
2.2.3 Bargaining Power of Buyers - Moderate
The buying power of customers is considered moderate in the apparel industry because of no or low switching cost for customers’. Customers are very flexible in purchasing clothes and are not necessarily to a particular brand. Therefore, in the apparel, customer brand loyalty is very minimal. The numbers of customers are larger than the players of the industry making the bargaining power of customers moderate. 
2.2.4 Threats of Substitute – High  
The fast fashion industry has a high threat of substitute products coming from the luxury brand retailers, discount cloth retailers, second hand clothes and departmental stores. The availability of alternative products that satisfy the need poses an enormous threat for the industry. The worst aspect is the low switching costs in this industry, there are vast availability of substitutes with the same level of price and quality in the market for customers’ choice. 

2.2.5 Rivalry between Competitors -High
There is a strong rivalry in the fast-fashion industry. Most of the competitors have high financial power and capable matching any aggressive competition from other industrial players (e.g. Zara, H&M, Uniqlo, Gap and Topshop). These are big companies that are listed the stock exchange market that their respective management cannot decide to exit the market at their own will.
2.3 The main Competitors of Zara
There are three world famous competitors of Zara: H&M, GAP Inc. and Uniqlo.
The Swedish company H&M was founded in 1947 with the idea to offer high fashion quality at affordable prices. Since then it has established about 1,193 outlets present in 22 countries. H&M subcontracts its production to almost 700 contractors and make use of famous designers such as Karl Lagerfeld and Stella McCartney. They adopt same strategy as Zara in choosing strategic locations for their stores and using production flexibility and low as their key factors for success. The also operate in the Nordic countries through mail order and website. The main global market entry strategy for H&M is through its own subsidiaries (H&M.com, 2018)
Gap Inc. was established in 1969 and then has become the leader in cloth retailing business with 3,053 stores in 5 countries. The company based its business on four strategies:  diversification incorporating related fashion accessories like personal care articles, development of new brands, new markets such as electronic commerce and international expansion to increase its market share. The international market entry mode adopted by Gap is through its own subsidiaries in the host country.
2.3.1 Comparing Zara with its competitors
What mainly distinguishes Zara with its rivals are as follows: While Gap Inc and H&M outsources the production of their products, Zara owns and controls its entire production chain. Due to its vertical integration strategy, Zara is able to achieve a quicker turnaround than its rivals.
Their competitors have the same product and geographic diversification strategy as their main direction for growth. In the ecommerce market, Gap and H&M are more developed than Zara.
Gap is stronger in the domestic of USA than H&M and Zara. What characterises H&M is its expansion strategy in the development and reinforcement of its business system in every country where they operate. Although, H&M and Gap were in the international market before Zara, today, Zara succeeded becoming a worldwide company with wider international presence in comparison to both Gap and H&M.
2.3.2 Competitive Profile Matrix of Zara, H&M and Uniqlo
	Critical Success Factors
	Weight
	             Zara
	            H&M
	       Uniqlo

	
	
	Rating
	Score
	Rating
	Score
	Rating
	Score

	Selection of foreign market target 
	0.20
	5
	0.7
	4
	0.46
	3
	0.4

	Entering market strategy
	0.06
	3
	0.2
	3
	0.3
	5
	0.3

	Entry Timing
	0.06
	2
	0.2
	3
	0.3
	5
	0.3

	Brand Recognition
	0.13
	5
	0.49
	4
	0.37
	4
	0.37

	Customer knowledge
	0.2
	5
	0.5
	4
	0.4
	4
	0.4

	Global market Marketing support
	0.07
	2
	0.07
	5
	0.25
	5
	0.25

	Location
	0.5
	4
	0.13
	3
	0.09
	4
	0.13

	Design selection
	0.13
	4
	0.37
	4
	0.37
	3
	0.25

	Employees
	0.06
	3
	0.2
	3
	0.2
	3
	0.2

	Pricing policy
	0.2
	4
	0.4
	5
	0.5
	5
	0.5

	Promotion of sales
	0.06
	2
	0.06
	5
	0.3
	5
	0.3

	Control of Organisational business
	0.12
	5
	0.45
	3
	0.23
	4
	0.34

	Total
	1.79
	 
	3.77
	
	3.77
	
	3.74



 
Selection of Foreign Market Target: This is the most vital factor that determines the success of a company in this highly competitive industry. Zara weighs 20% if compared with its competitors based on their international performance. The highest score of Zara is also due to their performance in the international market more than H&M and Uniqlo. (Inditex, Timeline, 2013).    
Entering Market Strategy: In this aspect Uniqlo takes the lead because of its advertisement and promotion strategies that are visible almost everywhere. They also outperform H&M in the Asian countries using own subsidiary strategy while H&M and Zara uses partnership as entry mode to Asian markets. For example, in Indonesia Zara is in partnership with PT Mitra Adi Perkasa.
Entry Timing: Uniqlo is rated the highest due to the East Asian booming trend than other Asian countries. The local presence of Uniqlo stimulated the surge in consumers to patronise them just out of curiosity.
Brand Recognition: Zara emerged the winner in this category because of their strong brand equity worldwide. Even if they do less advertisement, Zara is already strong in Indonesia and other international markets. Currently, H&M and others are catching up warranting Zara to finally realise the need to invest more on commercials. 
[bookmark: _gjdgxs]Customer Knowledge: Zara wins in this category because of being the first mover in the international market. Their strategy is based knowing what the customer wants and satisfying the customer need according the information obtained from their various customer touchpoints. Using customers as tools for promotion through the powerful word of mouth in the Global Market.
Location Selection: In strategic store location H&M follows Zara and Uniqlo closely. For instance, H&M recently opened only two stores in Jakarta and is behind its competitors in the international market. 
Design Selection: Design is the key factor for success in apparel industry. This is the factor that leads to success in the fast fashion industry because designers must give consumers what they like. Designs must capture consumers’ attention, thereby stimulating their interest to make purchases. In this category, Zara ties up with H&M leaving Uniqlo behind. 
Employee: The three companies scored equal in this aspect because they all have good relationships with their employees which makes them go extra miles putting their best service that attracts customers.   
Price Policy: H&M ties up with Uniqlo leading in offering more affordable products than their competitor Zara. The competition in this industry is very aggressive making price a very important tool to gain competitive advantage. H&M and Uniqlo strategically used it to lead more especially in the Asian Market. 
Sales Promotion: H&M and Uniqlo ties again in this category because they do advertisements and promotions more than Zara.
The overall result of CPM matrix puts Zara a head of its rivals. Its performance is above the average of the fast fashion industry. 
3.0 Internal Environmental Analysis 
3.1 Core Competencies
3.1.1 The Tangible Resources of Zara
The parent company of Zara has full backing of its activities and 2017 the revenue of Inditex was €11.7 billion (Inditex, 2018). Through logos and exclusive brands Zara acquires more resources that reinforces its strong brand identity as the most famous fashion brand in the world (Helm, 2008).
3.1.2 The Intangible Resources of Zara
There are more than 300-person professional designer team that are constantly updating new trend fashion information for Zara enabling them to meet the fast fashion market demand (Inditex, 2018). Moreover, the use of modern efficient information technology communication systems gives Zara the advantage of being trendy (Mihm, 2010). The integrated IT system fortified the relationship between their designers, suppliers and manufacturing facilities. Another important intangible resource is its unique in-store inventory model (Caro & Gallien, 2010).
3.1.3 Capabilities
Zara was able to create the image of a fast fashion company by perfecting the time-compressed production system that enable them to offer products from the concept of a design to the store in two weeks beating the traditional six months from design to availability in stores (Mihm, 2010). “The vertical integration model (with its own designers, manufactures, and logistics) also brings a flexible structure for Zara to adopt fast fashion” (Deschamps, 2012).
[image: ]
Zara has very solid and valuable well organised human resources. In this industry, new players would require a huge amount of investment in other to imitate the already established companies such as Zara, H&M, Uniqlo and Gap Inc. Also, H&M has excellent designers that creates trendy fashionable wears for their target market (H&M, 2018). One the core competences of Zara is their team of fast responsive and powerful designers considered rare in industry. Finally, the adoption of time compressed manufacturing process gives Zara a competitive advantage over most of its rivals ensuring that its inventory is fast-moving. 
[bookmark: _30j0zll]3.2 Critical Review of Zara
The fast fashion concept of Zara enables the publishing of new products every two weeks but with limited production of some of the items. 
Thus, makes some the items not available in some stores. Assuming that thus intentional, consumers can consider this type strategy as one of their weaknesses. Some customers will not feel satisfied if they fail to buy the product as at when needed. This risks to create unexpected customers dissatisfaction that can in future impact negatively on the credibility of Zara as a fast fashion provider. 
In Spain, the country of origin of Zara, their products are classified as low end contrarily, in many other countries, Zara is categorised as high-end product. This can be considered also as another weakness of Zara as their international customers will feel discriminated because Zara is using them as cash cows. Thus, practice of different price strategy of Zara is common in the developing countries with low GDP per capita. Although, we are witnessing a rapid growth of the middle class unfortunately not all of they do not have equal spending power. For this Zara is ranked low in some countries. 
In the apparel industry, brand image is closely tagged to competitors because it is to copy each other’s design. This is toughest weakness of the industry to cope with. Apart from Zara, there are other brands that succeeded in reaching the global market that succeeded in building exclusive images for themselves. It is a times difficult for certain consumers to differentiate Zara’s products from its competitors. For this reason, it is easy for fashion consumers to switch from one brand to another.   
The most important weakness of Zara is its lack of adequate promotion and advertisement like its competitors. For example, in most Asian countries it is very rare to see the advertisement outside the store. The over dependence on their famous brand image is a weakness. This can be disastrous for them if their competitors keep on closing the gap between them especially, in the emerging countries. It can be concluded that Zara uses their strengths to improve in some their weaknesses is satisfactorily enough for now, but can cannot be forever. 
 
[bookmark: _1fob9te][bookmark: _Hlk523845522]4.0 Summary of Zara Business Strategies
4.1 Integration Strategies
Zara adopts a forward integration strategy that links its headquarters with all their subsidiaries worldwide. With forward integration, Inditex controls its subsidiaries and distributors standardizing their global business performance. The acquisition of Massimo Dutti and Stradivarius, it can be said that Zara on his own practices horizontal integration. 
4.2 Cost Leadership 
The strategy Zara uses to achieve low cost products with high fashion image is through the imitation of the latest haute couture designs. The produce the similar designs using less expensive but quality fabrics (Ferdows, Lewis, & Machuca, 2005). Additionally, Zara creates artificial scarcity producing small quantities of each design to sell. This induces their customers to frequently go or check their touchpoints so as to catch up with the latest designs. This strategy enables Zara to sell products at full prices and also effectively cut inventory costs (Tiplady, 2006).

4.3 Diversification Strategies
Zara as a system of diversification retails accessories to complete its product lines. Further, through its brand extension Zara Home, they practice unrelated diversification in retailing articles for home decoration. Zara Home follows the same strategy as Zara emphasising exclusivity in all its activities. Its pricing strategy is also quite more expensive than its competitors. 
[bookmark: _3znysh7]
4.4 International Strategies   
Zara’s successfulness is its ability to be efficient both globally and locally achieved through vertical integration and an efficient supply chain.  This made the company very flexible and more competitive in terms of fast manufacturing process products from conception to the store (The Economist, 2001). In satisfying the local customer preferences, they use customer feedbacks to understand what actually they need meeting their demand and expectations. “The three elements that comprise a Retail Business Model are format, activities, and governance and can help retailers to think strategically about the optimal locus of business model innovation” (Sorescu et al 2011, p. 13). Zara was able to achieve its global through these three factors for example, the variation of the format is according to the host country’s technological advancement and national culture. Every nation has its governance and quality structures, and these are the major issues global companies such as Zara face. Zara as a global player must strategically analyse the environment of every new market before moving in. For example, before implementing social media in a new market, the culture and regulations for advertisement and marketing should be examined (Berthon et al 2012).  

4.5 The Five Generic Strategies of Porter
Organisations gain competitive advantage through strategies such as cost leadership, differentiation, and focus according to Porter Generic Strategies. 
Zara is in the type3 category because it aims at the industry wide where there the market size is huge. Moreover, Zara’s product differentiations make them to be market leader in the industry. The most outstanding differentiations of Zara are its concept of fast-fashion that is fully backed by its parent company Inditex and Zara’s excellent and integrated supply and value chain.

5.0 The international expansion of Zara
[bookmark: _Hlk523464501]Zara started its international expansion from Portugal in 1988, chosen because of their related cultural practices. Zara has a rapid expansion rate, towards the end of 1988, Zara has established 852 in 52 countries. 

5.1 Motives for Retail Internationalisation of Zara
Some literatures assumed that “push and pull” factors are the global motives for retail internationalisation of Zara. Push factors stimulates the interest of organisation to venture beyond their domestic market boarders searching for international opportunities. While, pull is all about creating enticing business opportunities available in the host market (Alexander, 1995b). The most voted reason for Zara’s global venture is the limited market growth opportunities in Spain. Zara’s decision to expand internationally according to Jose Maria Castellano, former CEO of Inditex: “Of course before opening the first store in the host market, we had the feeling and then we knew for certain that the Spanish fashion and design market was on the verge of saturation” (Martinez, 1997).
[bookmark: _Hlk523465684]Spain’s membership of the European Union in 1986 is regarded as the major key pull factors behind the globalisation of Zara, including other factors such as economic globalisation and the economies of scale offered by Europe consumers because of the homogeneousness consumption patterns across the European countries. Zara’s spotted immense opportunities in the European market based on its belief that “national frontiers are no impediment to sharing a single fashion culture”. The development of information technology and the abolition of trade barriers among the European members facilitated the internationalisation of Zara in the European market.

 5.2 International Market Entry Strategies 
The three different entry modes adopted by Zara are as follows:
• Own subsidiaries: This involve the organisation setting up a business in the host country. This direct investment is expensive, but the advantage is it allows the organisation to manage its activities and the downside is high levels of control and risk in case the firm exits the market. “Zara has adopted this strategy for most European and South American countries that were perceived to have high growth potential and low business risk” (Flavian and Polo, 2000). 
• Joint ventures: This co-operative involves the manufacturers capability/resources and know-how of the local company. this strategy is used by Zara in large competitive market with difficulty of acquiring property for retail outlets. For example, in Italy Zara went into joint venture with Gruppo Percassi to overcome the administrative barriers. Also, in Germany, Zara benefited from the experience of their partner Otto Versand in the distribution sector and knowledge of European market (Expansion, 2001).
 • Franchising: Zara adopted this strategy for high-risk markets that are culturally distant with low sales forecast. In these markets, the franchisees are obliged to follow the identical business pattern of all Zara’s subsidiaries and are responsible for investing in fixed assets and recruitment /development of staff (Castellano, 2002).

 

 

5.3 International Marketing Strategies 
Zara adopted ethnocentric orientation during its early stage of internationalisation but due to the problems created by cultural differences in some host countries. Therefore, Zara decided to adopt geocentric orientation, whereby each subsidiary has the autonomous power to adopt the host nation’s culture (Flavian and Polo, 2000). Some subsidiaries made several adjustments the match the customer expectations cultures and regulations of their host countries. For example, creating wears available for youths of all sizes in Buenos Aires (La Opinion de La Coruña, 2006) and garments suitable Arab countries due to cultural differences (Euromonitor, 2002a).  

5.4 MAIN STRATEGIC CHALLENGES 
Cultural Implications - 
The eagerness to succeed in the global market has overtook the capacity of some global companies to manage the cultural shifts accompany globalisation. Most organisation concentrate their attention mainly on how to overcome the environmental factors such as political, technological, economic barriers and paying less attention to cultural barriers.
 The result of organisations ignoring cultural differences can be loss of market share causing low or negative return of investment, reputation damage and legal challenges. Due to misunderstanding of cultural differences organisations can fail in their internalisation.
1. The Failure of adapting global business models to the local market
Culture has a very high influence on consumer attitudes and behaviours. Therefore, global businesses should model their practices to reflect the preferences, customs and habits of the host local market. For example, Zara going into Arab market had to make some adjustment according to the Muslim cultures because there is a high risk of failure if the local cultures do not drive business model. The success of business requires glocal mindset (global plus local equals to glocalisation) (Robertson, R. 1994). It involves offering products that is tailored to meet specific local markets because “one-size-fits-all” is lawed in the international business.
 2. The organisations failure to understand local business practices
 The success of international business depends on overcoming cultural barriers and having good understanding of local business customs. Lack of good knowledge of business practices in a foreign country can lead new entrant in finding themselves on the back foot with stakeholders.
3. Non-adaptation of management practices across cultures
One important lesson for global organisations is that no organisational theory is universal. Going global without consideration of cultural adaptations leads to failure or a times losses. It is a good Practice to adjust practices according to cultural differences.
All the management theories are loaded with cultural specifics and in reality, there is no fit for all organisational theory. Organisations must adapt to the national cultures of their host country if they want to be successful internationally. Zara has earlier learnt that transfer of ideas to other cultural environment without due consideration of cultural variations lead to failure or even losses. 

5.4.1 Hofstede’s four dimensions of culture
In his study of national cultures mapped out the different characteristics of human behaviours that influence business across the borders of different countries as follows:
1. Power distance, measures the degree the society accepts how organisational power is distributed unequally. Nations with high power distance have steep organizational hierarchies, practice autocratic leadership. Employees are not consulted in decision making.   
2. Uncertainty avoidance, in nations with high uncertainty avoidance for example, Japan society members feel uncomfortable with risk and uncertainty. Nations with low uncertainty avoidance are inclined to emphasize flexibility and informality rather than bureaucracy for example, Denmark, UK, India, and US.
3. Individualism measures the degree to which people are supposed to take care of themselves and be emotionally independent from others.
4. Masculinity, in nations with high value of masculinity people measure success with the amount of wealth they have.  For example, in Japan, Mexico and UK value is attributed to achievement, assertiveness, and material success. While in Sweden, Netherlands, Denmark value relationships, modesty, caring, and the quality of life according to Hofstede.
[bookmark: _Hlk523929987]Cultural differences among nations result to different styles of communication and interaction in the workplace which can lead to misunderstandings, poor interpersonal and intergroup relationships, inefficiency, and higher costs. 

6.0 Conclusion
From the above analysis it has been established that the success of Zara in the fast fashion industry is its customer responsiveness. The ability to understand customer need and provide to the satisfaction of the market in a record time of about two weeks better than other competitors that put six months in coming to the market with new designs. Zara succeeded in building value in every phase of its supply chain and this they have achieved through vertical integration strategy. Zara owns every stage of its supply chain and this has made it possible for them to have a good control of every aspect of production process.
The negative side of Zara is the strategy of investing less money in advertisement. Over reliance on its brand image might be its weakness if other competitors manage to close the gap between. More publicity will enable more customers to know about their products and become potential customers in future. Customers behave differently according to their national culture. If Zara is successful in the western culture due to their exposure to the fashion, some of the emerging countries’ customers need to be convinced through advertisement in trying a product. Cultural differences among nations result to different styles of communication and interaction.
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Core Competencies: Valuable, Inimitable, Rare, Organized to be Exploited (VIRO)

Fast Responsive | Unique In-Store | oo o o ool

& Powerful Inventory
Y| Brand Image | Production Process

Designer Team Storage
Valuable v v v v
Inimitable v v v v
Rare v v - v
Organized o be Exploited v v v v

The strong human resources team is very valuable and organized, and new entrants would
need a certain amount of capital to imitate it. Although, one of Zara’s main competitors, H&M, also
has a solid designer team creating a diverse range of fashion for men, women, and youth (H&M, 2012),

Zara’s fast responsive designer team is considered rare in the fast fashion apparel industry. Hence,

overall, the fast responsive and powerful designer team is a core competency for Zara
Secondly, VIRO suggests that the unique model of in-store inventory is valuable, rare,
organized, and costly to imitate, and is a key core competency for Zara. Zara ensures that its inventory

is fast-moving and adapts rapidly to current fashion trends.

Most importantly, The time-compressed production process is another key core competency for Zara.

CURRENT SITUATION

Summary of Strategies

PAGE'S PageSofS 1811words [[¥ B B - ¥ + 140%

H O Type here to search





