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Zara company

[bookmark: _Toc138113728]Summary
This report contains a description of the chosen company, namely Zara, after which aspects related to ethics and sustainability it promotes and what impact they have on the relationship with customers. The way of improving the client-company Zara relationship and how they communicate will be highlighted in terms of specialized literature.  All of those represent the purpose of report.
Also, the conclusions and recommendations that the company should implement in order to have a favorable image in the market and attract as many customers as possible will be presented.
[bookmark: _Toc138113729]About Zara
Armancio Ortega and Rosalia Mera established the La Coruna, Spain-based retailer Zara in 1975. The Inditex group, which also owns the brands Massimo Dutti, Pull and Bear, Oysho, Utreque, Stradivarius, and Bershka, is represented by this retail chain of clothing. Zara sells clothing for women, men, and children, but also household items (Zara, 2023).
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Figure 1. Zara logo
Daniel Piette, the design chief at Louis Vuitton, expressed that Zara "may be the foremost innovative and obliterating retailer within the world." Zara was considered by CNN to be "an effective Spanish story" (Anon, 2011) 
[bookmark: _Toc138113730]Zara ethical
The concept of business ethics pertains to the guidelines or doctrines that a corporation must adhere to. It establishes a benchmark for the organization to enforce a particular kind of conduct. This enables them to distinguish between immoral and moral practices in the business world (BRONI, 2010)
The establishment of ethics in a company is founded on the creation of a corporate culture. It relies on the impact of place, era, and people. Every enterprise should strike a balance between the interests of stakeholders and the company's goal to generate revenue. In numerous circumstances, corporations tend to compromise. To address such situations, implementing regulations and principles of business ethics is crucial to ensure that a company can profit without causing harm to individuals or society in general (BRONI, 2010).
Zara is not ethical. The company has a code of conduct for manufacturers and suppliers, intended to ensure compliance with responsible practices. These standards ensure that brands are against forced and child labor and committed to fair wages and safe working conditions. Unfortunately, however, the use of forced labor in sweatshops, where people were reported to be working in "slavery-like" conditions, regularly sparked controversy (Good On You, 2022).
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Figure 2:  Slave labor at Zara suppliers 
One of the most disappointing reports was that Turkish factory workers had to sew hidden messages into their clothes so that customers could find the message and help the garment makers as best they could. No doubt this establishment closed in 2016. Since then, Zara has made some strong commitments to improve its image and strive to act on real ethical leadership (Good On You, 2022).
Zara scored between 51% and 60% on the Fashion Transparency Index Brand Rating. The company takes a transparent approach by publishing detailed information about its suppliers' policies, audit data and remediation processes. A detailed list of suppliers is also published, along with information on forced labor and gender equality. Zara is just beginning to be fair to factory workers, but she expect to become an ethical brand in the near future (Inditex, n.d.).
[bookmark: _Toc138113731]Zara priority: the customers
The victory of Zara has been ascribed to an assortment of things, but one of its most prominent resources and one that has altogether driven to it being the around the world design mammoth it is nowadays is its capacity to organize its clients. Customers are at the heart of Zara's fixation, and they have influenced both the company's and the brand's culture since the very start.
The Zara brand offers clothing for both men and ladies, kids as well as shoes and accessories.
The mystery of Zara's victory lies to a great extent within the company's capacity to keep up with quickly changing mold patterns in its collections. (Santouridis and Veraki, 2017).
 	From the beginning, Zara recognized an expansive hole within the advertise that most clothing brands had not successfully filled. The point was to offer clothing collections that combine tall quality with reasonable costs whereas continuously taking after the most recent design patterns. The brand keeps a near eye on how design changes and advances on a day-by-day premise around the world. New designs are made based on the most recent styles and patterns and hit store racks within a week or two. This vital capacity to quickly dispatch unused collections based on the most recent patterns has permitted Zara to outflank other competitors (Roll, 2021).
Zara produces more models, around 12,000 per year, instead of producing more per model. Many times, even if one kind of style sells out quickly, there is a new one waiting to replace it. This means more choices and a better chance of providing consumers with the right information.
Zara as it were keeps the plans within the workshop for three to four weeks. This hone energizes customers to proceed to go to the brand's stores. Since he's as it were a week late and all the clothing of a specific fashion or drift is gone and supplanted by a modern slant (Zara, 2023). At the same time, the product range and styles of each branch are constantly updated, which encourages customers to visit the store more often.
Zara has prohibited the utilize of hide, angora and extraordinary creature hair in its items and creature testing. In any case, leather, wool and down are used, and its origin cannot be traced back to the first stages of production. Therefore, it cannot be said that it is a brand that emphasizes animal welfare policies (Cui and Fan, 2021).
Still, the company encourages consumers to use synthetic leather as part of the best luxury products for high-fashion wardrobes. She also adhere to the standards of the production unit that makes this vegan leather.  
[bookmark: _Toc138113732]Sustainability
For the past ten long times, maintainability has been a hot subject in trade, and it is presently quickly advancing into a cleanliness component that must be met by associations that wish to put through with and win the dependability of their universal clients.
This means making a positive impact on the environment in Zara's eyes (Gheorghe and Matefi, 2021).
Sustainability refers to the effective management of resources to fulfill present requirements without compromising the needs of future generations. It considers the aspects of social, economic, and environmental development in governance. Primarily, sustainability emphasizes that the natural world and surroundings are not infinite resources that should be safeguarded and utilized prudently (United Nations, n.d.).
In addition, sustainable progress concerns advancing societal progress and striving for a fusion of society and traditions. Therefore, its objective is to attain a sufficient degree of standard of living, well-being, and knowledge. Furthermore, sustainability encourages financial expansion and generates fair prosperity for everyone while preserving the environment (United Nations, n.d.).
Zara is a company which uses natural resources to manufacture its products, is committed to ensuring that its operations comply with the UNSDGs (United Nations Sustainable Development Goals) in terms of environmental impact. Till 2025, Zara has committed to selling only eco-friendly clothing, and all cotton, linen and polyester sold will be recycled, organic or both. Furthermore, the company works with Join Life, a program that makes a difference customers recognizing clothing made from more naturally inviting materials, such as natural cotton (BBC, 2019).
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Figure 3: Zara eco-friendly clothing by 2025
Zara also takes various measures to protect biodiversity, reduce resource consumption (such as water and energy), avoid waste, and combat climate change. For example, it has characterized a worldwide water administration technique and is particularly committed to avoiding destructive chemical emissions. In addition, the company has expanded its waste reduction efforts, allowing consumers to deposit used clothing, accessories and shoes at 2,299 collection points in 46 regions (Sitaro, 2020).
[bookmark: _Toc138113733]Customer experience
At the heart of the brand's victory and the statures it has come to so distant is Zara's unwavering dedication to its customers.
In 2015, a lady named Miko strolled into a Zara store in Tokyo and inquired the receptionist for a pink scarf. But there were no pink scarves in stores at the time. Seven days afterward, over 2,000 Zara stores around the world began offering pink scarves. In truth, 500,000 pink scarves were sent and they were all gone in fair three days (Inditex, n.d).
The holy grail of modern business is customer insight. Is much better for company to have more information about its customers, and after that the more innovative and competitive it will be. However, generating timely and relevant insights over time can be challenging. The use of radio frequency identification (RFID) technology in stores is one of his secrets to Zara's success (Santouridis and Veraki, 2017).
 The brand employments state-of-the-art frameworks to right away track the area of clothing, allowing it to bring its most popular garments to customers faster.
Another mystery to Zara's victory is that the brand trains and engages its store associates and supervisors to be especially delicate to the needs and desires of its customers and how they are reflected in its stores. That's how Zara allows sales representatives and store managers to be at the forefront of customer research, listening attentively to customer comments and focusing on cut and fabric ideas or new lines (Anon, 2011)
The Zara realm is based on his two fundamental rules: "Give what clients need" and "provide quick delivery of products than anybody else" (Zara, 2023).
[image: ]Figure 4: Customer first for Zara company
With Zara's competitive clients inquire about capabilities, the stock advertised in many stores around the world reflects the person needs and wants of their clients in terms of physical, climatic or social contrasts. She offers little sizes in Japan, extraordinary women's clothing in Middle easterner nations, and regular clothing in South America. These country-specific item collection contrasts are relieved by visit communication between Zara's nearby department directors and the creative team (Danziger, n.d.)
The close connection between Zara designers and clients may be a key portion of Zara's vision.
Professional teams in each Zara store continuously receive feedback on customer choices, providing continuous inspiration to Zara's creative team.  
[bookmark: _Toc138113734]Critical literature
Customer relationship management (CRM), which is based on the formation and development of personalized customer connections to increase profitability, has grown to be a significant component of the business strategy of many firms. To build the best relationships possible with customers, customer relationship management entails detecting and analyzing customer demands and behavior (Dewnarain et al.,  2022).
W.E. Deming is credited with popularizing quality control in Japan in the early 1950s and leading to the introduction of the "Deming" award for quality in Japan. He has developed a statistical quality control system whose philosophy applies to all levels of management, from top management to supervisors. Deming's concept of quality must be achieved at every stage of the product manufacturing process (Rungtusanatham, Ogden and Wu, 2003).
Deming defines quality as a predictable level of consistency and availability at a low cost that meets market requirements (Singh, Dean and Chee-Chuong, 2013).
J. Juran defines quality as "the acquisition of a product suitable for consumption in terms of design, conformity to specifications, safety, availability on the market and area of ​​use." As you can see, Juran focuses on the consumer when defining quality, and more on the technical and functional aspects of its products than on valuing the contributions of its employees (Gray, 2010).
Through the actions that Zara takes, it can be seen that it focuses on consumer needs. According to Crosby (1979), it can be stated that the entire company focuses on making quality products that meet customer expectations and tries to prevent the manufacture of defective garments. These two objectives are the key elements that position Zara to be an important player in the market in which it operates (Crosby, 1996).
Business management is important in the fast fashion industry. Defects are unacceptable, as delivery times must be as short as possible. Zara is a leader in this regard thanks to its highly integrated information response, which uses PDAs to notify headquarters directly of what is happening in the store. Reports are generated daily or hourly (Zara, 2023).
Clients are Zara's most vital source of data and, like other design brands, Zara utilizes trend analysts, client understanding specialists, and the finest minds within the mold world. Zara's inventive group comprises of over 200 experts. They all live and embody Zara's corporate reasoning that the word 'impossible' does not exist.
For example, whereas numerous companies suffer from long lead times for dialogs and decisions, Zara has brought different commerce capacities together at its headquarters and created a culture where people (through structures and forms) are always talking rice field. By facilitating, she avoids this challenge (Santouridis and Veraki, 2017).
Departments of sales and marketing receive feedback on trends and have regular discussions with designers and merchandisers. It's continuously vital to have two-way communication so that sales and marketing department conversation with clients around modern lines and designers/merchandisers get a clear picture of client needs and inclinations at the store level.
Zara pursued a policy of near-zero advertising and referrals at its inception, preferring than to invest a portion of its revenues in opening new stores. The company spends fair 0.3% of its income on advertising compared to a normal of 3.5% for its peers. Brand originator Amancio has never talked to the media or advanced Zara. In truth, this can be the trademark of a successful business, where all customers value and desire brands that go past product-level benefits and are unequivocally shaped by brand experience (Roll, 2021)
Rather than promoting, Zara employments area and department introductions as a central component of its promoting technique. Zara encourages customers to visit its stores more often by choosing stores in the most prominent locations in the city (Thomas, 2021)
[image: ]Figure 5: Zara attractive window

Showcasing the collection's finest works, the window display is also a powerful communication tool developed by a dedicated team. Those things are also available in Birmingham as well. The Zara store is located in a high-traffic area in the city center, making it visible to everyone walking by.
As a fast fashion retailer, Zara fully recognizes the power of e-commerce and has built an online presence and quality customer experience.
As explained above, Zara does not advertise, instead using stores as a marketing strategy. In any case, brand communication is very important to have new customers to the brand and support the growth of the brand. With no ads, Zara depends intensely on word of mouth and social media. As a result, a potential customer's recognition of Zara is intensely impacted by family and companions and may be wrong. Additionally, Zara's social media platforms, such as Facebook, Instagram and YouTube, are intended as feeds of updates only and are not platforms intended for consumer interaction (Cui and Fan, 2021).
The viewership of her YouTube recordings is additionally very low, which isn't perfect since video may be a capable medium for fashion brands. As the scope and impact of social media showcasing extends, Zara must fill this problem soon. As Zara's target client portions progressively utilize social and computerized stages to communicate and share their lives, it is critical for Zara to have a strong presence on such platforms (Statista, 2022)
As a fast fashion industry leader who promises customers the latest collections, Zara must continuously produce the clothing sets that customers want now, the clothing sets that customers want now, and the clothing sets that “customers don't need, must be, I hope you like it”. She also have limited inventory for exclusivity reasons, so each product needs to be able to meet its owner to avoid inventory build-up. As a result, Zara actively participates in the latest fashion shows with its team of designers, soliciting customer feedback on designs in order to showcase or project proposed designs for the next collection (Danziger, n.d.)



[bookmark: _Toc138113735]Conclusion and recommendations
In conclusion, I can say the Zara brand was born out of a keen eye for the customer's ability to obtain, expect and meet the tastes of trendy models at affordable prices. The brand's ability to help customers plan together by effectively expanding the chain is unique and provides a competitive advantage.
From the point of view of ethics, it was for a long period when Zara it wasn't ethical because she used forced labor in sweatshops. When everyone found out about this, Zara started working on its image, tried to be transparent by publishing reports on the official page, and put more emphasis on customers so that its reputation and sales would not decrease.
It is appreciated that it focuses on sustainability, the next goal is to reduce plastic consumption and manufacture clothes from friendly materials, such as cotton, so as not to harm the environment.
One of the privileged insights of Zara's worldwide victory is regarded for her culture and the reality that no one may be a genuine trendsetter way better than her clients.
At the same time, Zara does not invest much in marketing, instead ,it relies on customers as the most important part of its business. The company center on the clients, tunes in to what they need, collects comments and input and utilize this data to assess the other generation. The company should focus more on advertising because in that way will attract more clients.  In this time when everything is online, Zara should be more present on social media, posting new trends, especially for teenagers, because they will be the next generation of customers. Zara is working on the following generation based on the data given.
Finally, it can be seen that Zara is a successful company in terms of putting the customer first, anticipating their needs, and creating products that meet their needs.
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