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Figure 1: Logo of Zara
(Source: zara.com, 2025)
Zara is the most popular brand of Inditex and a pioneer in the fast-fashion segment of the world market. It is commonly known that it has short design-to-store and often-collected updates. Zara has a vertically integrated business model that enables the company to completely control the design, production, and distribution (zara.com, 2025). Such integration is useful in sustaining a high level of efficiency and quick adaptation to fashion changes. Inditex, the mother company, is among the largest retail stores in the world and operates in more than 200 markets around the globe. It has substantial annual revenues, which is an indication of its good standing in the market and the whole world. The report suggests the decision to expand Zara into Vietnam, which is a growing economy with potential to yield (Dung and Ha, 2024). The economy of Vietnam is growing at a high rate, and this has been backed by the growth in the GDP and the growing foreign investment in the country. The growing middle class and the youthful population in the country are increasing the demand for modern and affordable fashion. The use of e-commerce is also growing rapidly, and this is made possible by the advancement of the internet and electronic payment systems. There are four major tasks in the report. The initial task is concerned with the choice of the organisation and the target market. 
The second is the strategic analysis of the Vietnamese market and its opportunities and challenges. The third activity formulates an elaborate market entry strategy of Zara, including both the offline and online channels (Yide, 2021). The fourth assignment offers a performance review model to gauge success post-market entry. The macro environment has been evaluated by applying such tools as the PESTEL, and the microenvironment by Porter's Five Forces. It also uses the SWOT analysis as a tool for assessing the internal strengths, weaknesses, opportunities and threats of Zara. Where there are any limitations on data, assumptions are always mentioned. The discussion is backed by the latest annual reports, market research and the primary sources of information that are credible about Inditex. The reason why the choice would be Vietnam is that it is rapidly developing economically, increasing disposable incomes, and retail growth is very high. The efficiency of the supply chain and the digital capabilities that Zara has demonstrated make it the company that can enter this dynamic market. 
Form: Every part is preceded by the assignment brief. Analytical frameworks are implemented and criticised. Recommendations are practical and evidence based. KPIs and control mechanisms are established.
[bookmark: _7cl9xx38tjau][bookmark: _Toc213366731]2. Selection of Organisation and Target Market 
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Figure 2: Omnichannel Marketing
(Source: clevertap.com, 2024)
Zara is the brightest brand of Inditex and a trendy fashion leader. The company focuses on quickly changing clothing lines that incorporate the trends in the world. The collections in most shops are changed every week, and this keeps them fresh and the customers interested. This special model adopted by Zara allows the new designs to move speedily through the different stages to the shelves of the stores. This will minimise lead time and stay ahead of the competitors with the brand. The business model is vertical, which connects the design, sourcing, production, and logistics (Vaka, 2024). The major manufacturing activities are also situated near major distribution centres, which means that the market demand can be quickly met. Small production batches generate scarcity and increase exclusiveness. Zara has a strategy of locating flagship stores in high-traffic retail areas where it focuses on visibility and its superior brand image (Travasi, 2025). The product is also very receptive, and it can readily change with new fashion styles, which makes the fashionable customers very loyal (Teke, 2022). Sustainability and ethical production issues have drawn global attention to questioning the practices of fast fashion. Inditex has acted to resolve such problems by conducting sustainability campaigns and investing in textile innovation and recycling processes. In general, the Zara business model works best in markets that have dynamic demand from consumers, effective logistics, and high-density urban areas. 
[bookmark: _rxnzwoe7yvwj][bookmark: _Toc213366733]2.2 Overview of the Proposed Market — Vietnam 
Vietnam is a young and developing economy in Southeast Asia. Its GDP has grown vigorously over the past few years, and it is stable and remains robust even in the face of global challenges. It is a youthful population with a significant proportion of people below the age of 35 years, and this drives high demand for any fashion and lifestyle products. The process of urbanisation is gaining momentum, and the development of the modern retail format and the shopping centres is stimulated (Escudero-Gómez and Lois-González, 2025). There is a rapid expansion in the middle class, and the disposable income is increasing in the larger cities. Consequently, the amount of funds spent by consumers on clothing and accessories is expanding. The level of adoption of e-commerce has improved rapidly, as the use of digital payment and mobile shopping has become widespread. The concept of omnichannel retailing is becoming more successful as consumers demand convenience on the web and physical presence in stores. The trade environment in Vietnam is very favourable, and various free trade agreements are favourable to international brands (Tu et al., 2021). Specifically, the EU Free Trade Agreement with Vietnam lowers tariffs and increases the prospects of European companies (Zara). The retail infrastructure is also being enhanced with the construction of new malls, warehouses and logistics centres all over the country. Several international fashion brands have already made their successful entry into the market, which confirms the prospect of global retailers. Nevertheless, the industry is competitive and price-elastic. Local brands appeal to consumers because they have low-budget products and have been able to deliver products to the consumer within a short period (Maheshwari, 2025). Cultural preferences also influence apparel preferences, and the international brands will have to change styles and marketing strategies. The logistics and distribution systems are in their early stages but getting better. Overall, the country of Vietnam presents a good strategic position for expansion by Zara. 
[bookmark: _3vtnushs08e][bookmark: _Toc213366734]2.3 Justification for Market Choice 
Vietnam has a high economic growth, which would make it the favourite destination of international retailers. The percentage increase in the GDP is high and promotes the accelerated development of the retail industry and consumer confidence (Cusolito et al., 2022). The growing middle-income group with increased disposable income is leading to a higher level of discretionary spending, particularly on fashion and lifestyle goods. The process of urbanisation is growing at a very fast rate, with buyers concentrated in shopping malls and urban centres. Such an environment fits in well with the store-led retail concept of Zara, which is based on the premises of high footfall and quality location. There is increased adoption of digital in Vietnam, which lowers barriers to foreign brands (Cirera et al., 2021). The rapidly expanding e-commerce market allows rapid testing of the market with the help of local online platforms and delivery companies. The Free Trade Agreement (EVFTA) between the EU and Vietnam also strengthens the attractiveness of the market in the country, as it simplifies the trading processes of European corporations. The agreement eases tariffs, which enhance profitability on imported accessories and apparel. Operationally, the policies of Vietnam permit complete foreign ownership in retail, which means that Zara can have its own network of stores without any limitations on the local partnership. Vietnamese young people are fashionable and eager to use international brands, which is culturally oriented (Phan, 2024). Social media contributes significantly to the dissemination of fashion trends across the globe, and it can be linked with the fast-fashion and speedy designs of Zara. Competitive entry should, however, be adapted. The local brands are quite pricey, and speed sensitive, and consumers are also price sensitive. The key to success lies in strategic decisions on logistics, efficiency of the supply chain and location of stores. Despite these, Vietnam presents an excellent combination of size, growth prospects and market accessibility.
[bookmark: _do99l6sqvpiy][bookmark: _Toc213366735]3. Comprehensive Strategic Analysis 
[bookmark: _1lbeaeos59uq][bookmark: _Toc213366736]3.1 PESTLE Analysis of Vietnam 
	Political
	The reforms, incentives, and open-market policies actively promote foreign direct investment (FDI) by the government. This provides a good atmosphere to foreign retailers such as Zara. Continuous regulatory changes have made the administrative processes more efficient. The retail sector is moderately affected by political risk, and there are no significant internal struggles and instability anticipated. Vietnam is an active country that has entered into various trade agreements, which shows that it is determined to integrate globally. Government subsidies on infrastructure, logistics and digital transformation also enhance the business climate.

	Economic
	The economy of Vietnam has been able to sustain a healthy GDP growth of 6-7 per cent in recent years. Strong manufacturing, exports and domestic consumption support the growth. Economic development is centred on urban centres like Ho Chi Minh City and Hanoi that have increased real incomes and jobs. This raises demand for the growing middle class who need of cheap fashion and lifestyle products. The inflation is controlled, but the price can be affected by the volatility of the global supply chains. The currency risk is moderate because of fluctuations in the exchange rates, which may influence the price of imported clothes and materials (Umeaduma and Dugbartey, 2023). Stable macroeconomic management minimises extreme shocks. The trade liberalisation of Vietnam, such as the EU-Vietnam Free Trade Agreement (EVFTA), can be useful to the European brands because it lowers tariffs and eases the customs process. The confidence level among consumers is still high, and this has been backed by the steady and uninterrupted job creation.

	Social
	The population of Vietnam is more than 100 million people, and a large portion of the population is below 35 years old. This youthful group of people creates great appetites towards fashion, style and self-expression. The process of urbanisation is growing at a high rate, which is converting consumers to centres of cities where modern retailing areas and malls are available. The middle class is growing, and the purchasing power and the upgrade of lifestyle increase. The Vietnamese consumers are becoming fashion-conscious and appreciating international fashion brands (Van and Fah, 2022). Facebook, Instagram, and TikTok are the social media that significantly shape shopping behaviour and trends. The trends change rapidly, which points to the digitally connected and trend-sensitive audience. It is a culture that lays stress on looks and social presentation and contributes to the popularity of fashionable branded apparel. Family and peer pressure are high, and so the collective trends of fashion tend to have a lot of influence. Fashion in the Western style is being accepted, although cultural modesty is significant in designing.

	Technological
	Vietnam has had high mobile/internet penetration, with most of the young consumers accessing smartphones daily. This connectivity promotes online shopping behaviour and e-commerce. Domestic online stores such as Tiki, Shopee and Lazada have gained decent market grounds, which could present Zara with partnership opportunities. The adoption of digital payments, via mobile wallets and online banking, minimises the transaction friction and improves convenience (Kumar, 2025). There is improvement in logistics technology, but the quality of infrastructure depends on the region. The last-mile delivery is also improving, which contributes to the dependability of the online fulfilment of the order. The national strategy of the government is to promote digital transformation, which makes businesses transition to new technologies. Retailers are putting money into omnichannel models so that they can merge online and offline. Customer behaviour and marketing personalisation are being realised using data analytics and CRM systems.

	Legal
	The Vietnamese legal system, as regards foreign investment, has become much better. The government permits full foreign ownership in the retail sector; businesses are required to pass licensing and registration. The establishment of the stores requires retail licences, as well as adherence to such areas as import regulations and taxation. The labour laws secure the rights of workers and establish minimum wage, working hours, and safety standards (Uchiyama et al., 2022). To prevent legal fines and a damaged reputation, it is necessary to comply with these standards. Consumer protection laws are being changed to avoid unfair practices against buyers and secure transparency on the prices and quality of the products. There is growing enforcement of intellectual property, though the enforcement is not consistent. Such international brands as Zara should acquire trademarks to secure their designs and logos.

	Environmental
	Vietnam is experiencing an environmental sensitivity among the regulators and consumers. The government is increasing its restrictions on waste disposal, pollution, and environmentally friendly business operations. The policies that are to be implemented in the future can incorporate tighter regulations on emissions, packaging, and recycling. People are becoming more powerful and caring about environmental issues and are more inclined to choose that brand, which proves itself as a responsible company (Agu et al., 2024). The ecological footprint of fast fashion has been under worldwide criticism, and sustainability is the main determinant of Zara's success. The brand will be required to market environmentally friendly materials, efficiency of production and waste minimisation. The retail industry in Vietnam is slowly coming up with sustainable design, energy-saving outlets and recycling initiatives. Supply chains are turning greener in their logistics as well as packaging solutions. There is government support for sustainability certifications and collaborations on environmental projects.


[bookmark: _2q0656szv294][bookmark: _Toc213366737]3.2 Porter’s Five Forces 
	Competitive Rivalry – High
	The fashion market is highly competitive in Vietnam, with a rising competitive rivalry. The urban consumers are being contested by both the local and international players. Local low-end and low-cost fashion and value style stores include Ninomaxx, IVY Moda, and Canifa, with their emphasis on low prices and high turnover. Large malls have become home to such international brands as H&M, Uniqlo, and Giordano (Gremaud, 2023). In major cities like Hanoi and Ho Chi Minh City, the space available in retail stores is flooded, and high-end places are scarce. Success is defined by frequent product turnover, attractive designs and good location of stores. The market is dynamic and unpredictable, as Vietnamese consumers are very sensitive to the trends that are marketed via social media.

	Threat of New Entrants – Moderate
	The threat of new entrants is moderate. The retail market in Vietnam can be entered without restrictions by foreign investors, but newcomers must overcome regulatory and licensing processes. Although these requirements bring about some form of barrier, they are not prohibitive. The market entry by the new brands is facilitated by the ease of e-commerce, which enables them to conduct activities in a digital format before committing to physical stores (Joshi, 2025). Social media marketing allows small brands to create awareness cheaply. Nevertheless, the expansion of the operations will demand substantial amounts of money invested in logistics, stocks, and branding. The existing competitors, such as Zara, enjoy economies of scale and brand name.

	Bargaining Power of Suppliers – Low to Moderate
	The suppliers have low to moderate bargaining power. The supply chain of Inditex is vertically integrated and gives good control over production and procurement. Zara procures materials in any part of the world, which has enabled it to relocate production to other parts depending on costs and capacity. Such flexibility will decrease the reliance on suppliers. There are local Vietnamese suppliers, but they are commonly small-scale and cannot be efficient enough to meet the volume demands of Zara (Benavides, 2024). Standard sustainability and ethical sourcing guidelines are getting tougher, and this may raise supplier expenses over time. Establishment of a good rapport with local suppliers will enhance flexibility to market forces and reduce logistical expenses.

	Bargaining Power of Buyers – High
	Buyers have high bargaining power since there is a high availability of fashion choices. The low switching costs and high digital connectivity allow consumers of a product to switch brands easily. Vietnamese shoppers are price-conscious and constantly online comparing prices, offers and quality. Although Zara has a good brand awareness at the international level, brand loyalty in this market is dynamic (Yin, 2022). Consumers will often trial new brands which are within the current trends or are of superior value. Competition is even more visible on the online platform as it enhances transparency. To control this, Zara should concentrate on customer experience based on personalisation, loyalty programmes, and effective after-sales experience.

	Threat of Substitutes – Moderate
	The risk of substitution is moderate in the apparel industry of Vietnam. Substitutes are readily available to the consumers in terms of second-hand clothes markets (locally referred to as shop) or cheap custom tailoring. These alternatives offer exclusive designs at reduced prices. The risk of substitution is also a risky threat because online marketplaces such as Shopee, Lazada, and Tiki also have a large variety of products and convenience (Goh and Chou, 2022). Nevertheless, the distinctive value of Zara is the fast-fashion concept that incorporates style, quality, and brand value. It has a competitive shield of substitutes due to its capacity to replicate global trends in a short period of time. Environmentally friendly lines of products and sustainable collections of fashion may also attract conscious customers.


[bookmark: _bx99nr3l5ww3][bookmark: _Toc213366738]3.3 Critical Evaluation of Frameworks 
PESTLE and Porter's five forces are strategic frameworks that play an important role in determining opportunities for entering a market. They will help firms like Zara understand external factors impacting and shaping the coalitional environment within the industry prior to market entry. PESTLE will include the macro environmental factors: political system stability, economic growth, social trends, technology, regulation and environmental impact (Vivek, 2022). This process brings to light system risks, enablers of growth, as well as the institutional conditions influencing business performance. PESTLE and Porter, as well as value chain analysis, and scenario planning, taken together allow Zara to utilize a strategy of response that is both strategically dynamic and proactive in responding to the marketplace. Such an integrated approach helps to balance external analysis and internal capability, so that the adaptation can be rapid and preserve the agency's competitive advantage (Singh et al., 2025). This study aspires to move the strategy of Zara from a static to a more dynamic, evidence-based decision-making process that is more in line with the intensity and velocity of change in the fast-changing fashion industry in Vietnam. 
[bookmark: _bpb548vd7row][bookmark: _Toc213366739]4. Strategy Development and Formulation 
[bookmark: _ropqypb8jo6j][bookmark: _Toc213366740]4.1 Strategic Objectives 
	Objective
	Description

	1
	Launch Zara stores in Ho Chi Minh City and Hanoi within Year 1.

	2
	Gain 3–5% market share in branded apparel across major cities by Year 3.

	3
	Reach break-even on initial investment within 36 months.

	4
	Achieve 25% of total sales through online channels by Year 2.

	5
	Ensure 30% of products use sustainable materials within 5 years.



[bookmark: _1dbu3zy3gx59][bookmark: _Toc213366741]4.2 Market Entry Strategy 
[bookmark: _kmeji0m8pfzy][bookmark: _Toc213366742]Recommended Entry Mode 
Zara ought to set up wholly owned flagship stores in Vietnam with the support of a local e-commerce partnership. The flagship stores will create a good brand presence and offer the entire Zara shopping experience. The outlets in the malls that have high-income urban buyers will be visited. Wholly owned model guarantees that the brand image, pricing and operations are in control. This is in line with Inditex's global operating philosophy. Collaboration with the local online stores will increase visibility and determine the product-market fit effectively. These kinds of partnerships lower the initial distribution expenses and allow access to online consumers at a quicker pace.
[bookmark: _lptvl9txsebe][bookmark: _Toc213366743]Store Rollout Plan 
During Year 1, Zara will be required to establish two or three flagship stores in Vietnam. It should first open in District 1, Ho Chi Minh City and Hoan Kiem, Hanoi - both busy shopping locations. During Year 2, Zara will be able to increase the number of stores to six to ten in tier-1 cities. It is possible to test the demand in the region with the help of pop-up stores before permanent openings.
[bookmark: _6w0t83i6uit6][bookmark: _Toc213366744]Supply Chain Approach 
Zara ought to employ a regional distribution hub as a starting point. They can import early collections via the existing Inditex channels to have uniformity. The efficiency of logistics and inventory management should be localised over time. The establishment of a bonded warehouse could aid in maximising the customs fees and accelerating the delivery time.
[bookmark: _8y61jsb6s3fd][bookmark: _Toc213366745]Pricing Strategy 
Zara ought to use a competitive premium pricing strategy. The pricing will be between the low-end local retailers and the luxury brands. Minimal product batches will result in scarcity, which will result in urgency and perceived value.
[bookmark: _hzq0etc29si9][bookmark: _Toc213366746]Promotion Strategy 
It is necessary to have a digital-first strategy. Cooperate with Vietnamese influencers and employ specific campaigns online during the launch periods. Cultural connection and brand authenticity will be increased through in-store events and collaborating with local designers.
[bookmark: _qrzwxievj59g][bookmark: _Toc213366747]Legal and Regulatory Steps 
Zara will have to acquire Investment Registration Certificates (IRC) and retail licences. Tax, labour and employment laws should be complied with. The use of local legal counsel will be appropriate to make the market entry smooth and compliant.
[bookmark: _vuc78pv7g3][bookmark: _Toc213366748]4.3 Application of Strategic Models 
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Figure 3: Various Strategic Models
(Source: Self-Created) 
[bookmark: _x6pssapyo1j7][bookmark: _Toc213366749]Ansoff Matrix 
Market Penetration: Zara will be able to reinforce its market share by carrying out regular in-store promotions and localised digital marketing. This will bring more shoppers on board, given that visibility of the stores will be increased in busy malls. Brand awareness programs will be able to build loyalty with the existing customers.
Market Development: Zara will be able to bring its model European fast-fashion products to the Vietnamese market. These will involve informing the market of the trend-led, quick-turn that Zara has. Partnership with local influencers will be used to establish cultural attachment and brand acceptance.
Product Development: Zara ought to make some changes to the product lines that are chosen and make them reflect local fashions, climate, and body types. Relevance can be increased by introducing limited-edition collections that include Vietnamese aesthetics.
Diversification: having exhausted the maturity of the market, Zara can make the move into the nearby category, like accessories, footwear, or home products. Such extensions will enhance the brand equity and average value of transactions.
[bookmark: _1wcxyof33b0q][bookmark: _Toc213366750]Porter’s Generic Strategies 
Speed and innovation are some of the differentiation strategies that Zara should embrace. The company has the potential to add value based on its competitive strength of providing trend-led products within a short period, as opposed to price competition. The short design, production and distribution cycles allow Zara to act in line with consumer demand. Another factor that supports differentiation is the engaging store experience, which is created by the minimalistic design, technology integration, and the high standard of the service.
[bookmark: _pi6lzrmfdoji][bookmark: _Toc213366751]Value Chain Analysis 
Inbound Logistics: Zara can use the international procurement network and regional suppliers of Inditex to achieve cost-efficiency and deliveries on time.
Operation: Store layout must be localised to the requirements of the local shopping behaviour, with distinct product segmentation and quick restocking.
Outbound Logistics: Establishing a good relationship with local logistics will increase the efficiency of the last mile and reliability in deliveries.
Marketing and Sales: Online campaigns on social networks and real-life pop-up shops will increase the interactions and awareness.
Service: Customer care and flexible returns are going to build satisfaction and brand trust.
[bookmark: _fasolw1503q5][bookmark: _Toc213366752]Blue Ocean Consideration 
A unique omnichannel fashion experience provides Zara with the opportunity to create a separate market space. This covers the inclusion of online and offline shopping. The introduction of localised capsule collections and fast drops will allow keeping the consumer base active. Also, the promotion of recycling and repair will make the company more sustainable and appeal to the environmentally aware consumers.
[bookmark: _v8vd1064a9pl][bookmark: _Toc213366753]4.4 Risk Assessment and Mitigation 
	Risk
	Mitigation Strategy

	Regulatory Delays
	Engage local legal counsel early to ensure compliance and smooth approval processes.

	Currency and Macroeconomic Shocks
	Use local pricing in VND and implement currency hedging for imported materials to minimise volatility.

	Local Competition
	Maintain rapid product assortment turnover and secure prime store locations to strengthen market presence.

	Supply Chain Disruptions
	Establish multi-sourcing strategies and maintain a regional buffer stock to ensure consistent product flow.

	Reputational Risk on Sustainability
	Promote Inditex’s global sustainability initiatives and transparent environmental practices to build consumer trust.

	Talent and Operational Gaps
	Invest in local employee training, leadership development, and cross-cultural management programmes to enhance capability.



[bookmark: _1imjxze76jom][bookmark: _Toc213366754]4.5 Competitive Advantage and Differentiation 
The speed of Zara is the primary competitive advantage. The brand can recognise, create and market new fashion patterns in less time compared to most competitors. The global nature of Inditex makes Zara more efficient in its procurement and cost management. This is an area of strength of operations that facilitates rapid inventory turnover and sensitivity to the market. The expansion market will be differentiated by having advanced omnichannel strategies. The uninterrupted online and offline shopping will give customers a consistent and engaging shopping experience (Wang and Sun, 2025). This will enhance customer convenience and loyalty. The concept of sustainability will also be critical in upholding the image of Zara. Increased consumer awareness is in line with the efforts of the company to adopt eco-friendly materials, ethical sourcing, and waste reduction. The presence of local collaborations with the logistics services and franchisees will assist Zara in implementing changes in the target market with efficiency. These alliances enhance distribution, increase cultural awareness and augment supply chain flexibility. A well-managed store rollout policy will not ruin the high-end but affordable brand image of Zara. A combination of speed, sustainability, scale, and omnichannel implementation will produce a sustainable competitive advantage for Zara in the new international market.
[bookmark: _xb0nqk2bfkyp][bookmark: _Toc213366755]5. Performance Evaluation Framework 
[bookmark: _spunq7d7zjzb][bookmark: _Toc213366756]5.1 Selection of Framework 
It is proposed to use a Balanced Scorecard (BSC) to track the performance of Zara in Vietnam. BSC connects strategic goals and measurable indicators so that there is alignment of goals and results. It considers the performance in four specific lenses, which are financial, customer, internal processes and learning and growth. This structure gives a good, balanced perspective of both short and long-term results and abilities. Quarterly and annual reviews based on the BSC will assist in tracking the progress and identifying the gaps, as well as contributing to the data-driven decision-making (Adepoju et al., 2023). It also facilitates the ability to do continuous improvement and strategic control throughout the operations. The Triple Bottom Line (TBL) approach ought to be incorporated to improve sustainability assessment. The TBL provides environmental and social aspects to financial performance metrics. By integrating BSC and TBL, one can have an all-inclusive, holistic view of the 
[bookmark: _q6gyhoa2491f][bookmark: _Toc213366757]5.2 Key Performance Indicators (KPIs) 
Financial KPIs: The key measures that will be used to monitor the financial performance will show the profitability and efficiency. The store productivity will be monthly using the sales per square metre (Alfitian, 2025). Gross margin percentage will be checked on a quarterly basis to have a healthy profit margin and proper cost management. 
Customer KPIs: The metrics will be customer-driven, evaluating the level of satisfaction and loyalty. To measure brand advocacy, Net Promoter Score (NPS) will be measured twice a year. The purchase rate will be monitored monthly to determine the level of retention. The average basket value will be tracked monthly to check on consumer spending behaviour.
Internal Process KPIs: Internal process indicators will be used to measure operational efficiency. Supply chain responsiveness will be measured in terms of lead time between design and store in terms of days (Hanaysha and Alzoubi, 2022). Monitoring of inventory turnover rate will be done monthly to ensure that there is optimal stocking. 
KPIs of Learning and Growth: Human resources and sustainability development will be measured using learning and growth indicators. The number of hours of employee training in each store will be monitored every year to guarantee the constant development of skills. The rate of promotion of local management will be measured in terms of talent progression and localisation. 
Environmental and Social KPIs (TBL): Sustainability will be measured using environmental and social KPIs. The proportion of clothing manufactured using sustainable fibres will show environmentally friendly sourcing (Sigaard and Laitala, 2023). Recycling and waste management performance will be monitored using the waste diversion rate, which will be computed in the form of the rate per store per year.
[bookmark: _8h7rehgjequj][bookmark: _Toc213366758]5.3 Measuring Success and Continuous Improvement 
Establish quarterly performance goals and track the progress using monthly dashboards. Introduce a specific market team to manage the business of Zara in Vietnam. Pilot test, then proceed with scaling and adjusting strategies on real-time data intelligence. Refine product assortments and enhance satisfaction with the help of customer feedback loops (Wu, 2025). Take corrective measures to increase the efficiency and responsiveness of the supply chain. Periodically assess the entire strategy with the help of scenario analysis on an annual basis. Publicise reports on sustainability KPI on a regular basis to stay transparent and gain consumer confidence. 
[bookmark: _5h0nodvlk82i][bookmark: _Toc213366759]6. Conclusion 
Vietnam shows Zara a great high-growth prospect in Southeast Asia. Upbeat macroeconomic factors, increasing income and urbanisation favour the growth of fast-fashion retail. The speed, agility and omnichannel business model of Zara fits the preferences of young urban consumers of Vietnam very well. The global sourcing, logistics and technology capabilities of Inditex can diminish the operational and supplier risk. The proposed entry model is to open flagship stores in large cities with an e-commerce collaboration to expand the reach. The entire operation will be under control to achieve brand consistency and quality. A Balanced Scorecard, along with the Triple Bottom Line system, should be used to monitor performance based on financial and ESG performance. The essential KPIs will follow the increase in revenues, customer retention, efficiency, and sustainability. Although there are some risks, they are manageable by developing high-quality local collaborations and never-ending education. Sustainability programs will be critical to reputation and trust. Zara can gain a considerable market share and be successful in the long run with a well-executed discipline.
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