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The purpose of this report is to present a critical analysis of the business strategy of the world-famous and famous brand in the fashion industry Zara. The report briefly describes the company's history, critical analysis of business strategy and significant changes the company has made over the past few years. For this purpose, a SWOT analysis is applied, which analyzes the company's strengths and weaknesses, opportunities, and threats. 
[bookmark: _Toc71194400]About Zara company
Zara is a fashion brand and chain of stores. Inditex Corporation owns the company. Its headquarters are in Arteixo. Zara is the leading brand of Inditex, which also owns Massimo Duti, Bershka, Poole and Bear, Oysho and others.
Confecciones GOA began in La Coruña in Amancio Ortega Gaona in 1963 to produce pyjamas for women and lingerie accessories for wholesalers of clothes. However, the company opened the first Zara shop in La Coruña in 1975 after a significant German client had cancelled a large order. The intention was to provide an avenue for cancellations, but the practice has shown the firm the value of a 'marriage,' a lesson in the evolution of the business since then. As a senior marketing manager said in 2001, "the five fingers that affect the company and filtrate the consumer are important for us."
Zara was founded in 1975 by Amancio Ortega Gaona and Rosalia Mera (1944-2013). It started with a shop in La Coruna, offering cheap modern clothes. Subsequently, other stores were opened throughout Spain. In the 1980s, Ortega centralized the design, production and distribution of clothing to achieve the revolutionary "fast fashion" in which store managers ordered and received the requested clothing exactly twice a week.
By 2002 Inditex opened 1284 stores in 39 nations, entirely internal funding based an aggressive expansion programme. Even the IPO did not get any extra cash into the business in May 2001. Zara's success is built on an abusive market model that enables her to deal with "negative work capital essentially" – that is to say, she earns money more than she pays out! Inditex revenue rose from 367 million euros in 1991 to 3,25 billion euros and net income of 31 million euros in 1991 to 345 million euros in 2001, as an example of its successful model.
Fashion house fashion director Louis Vuitton Daniel Pet describes Zara as "perhaps the most innovative and fascinating retail network globally." CNN also describes Zara as the "Spanish Success Story."
As of 2019, Zara has 2,259 stores in 96 countries. In Bulgaria, Zara has opened seven stores, 4 of which are in Sofia. It has three logistics centres - in Arteixo, Zaragoza and Madrid. In 2004, the first Zara store in mainland China was opened in Shanghai.
Due to the 2020 pandemic, ZARA stores around the world are temporarily closed due to restrictions. However, in April 2020, the owner of Zara increased the shipment to Asia as China ended the 76-day blockade and buyers returned, and business resumed.
A traditional shop in Zara has parts of women, men and children, each with a manager. Women's swear accounted for almost 60 per cent of revenue, whereas men's wear and children's swear was split. Typically, the shop manager is the head of the women's area.
[bookmark: _Toc71194401]Critical analysis of faced challenges of Zara company
The policy of Zara calls for a wide range of products to be produced all year long. "We are in the business of clothes — not apparel. Since they want it, our consumers buy our stuff, not because Zara is," Mr Diaz said. Zara shops are locations for its consumers where something fresh and crucially small stock is available. The store holds very low inventory ratios – usually just a handful of parts per product – and this also ensures the entire shop is shown in this unique (but low cost) picture. Their store content is shallow. The poor inventory strategy makes it not common to see empty shelves at the end of a day, so shops are entirely dependent on the daily and fast re-filling of newly developed items.
Zara produces about 50 per cent but employs subcontractors for all processes. It owns 22 Spanish factories (of which 18 are based in and around the La Coruña complex). In total, these factories operate one shift and are operated as separate business centres. Four hundred outside manufacturers, 70% of which are in Europe or the remainder in Asia, supply the remaining 50% of the goods. Many European suppliers are located in Spain and Portugal, and Zara is using this close geographical location to ensure that Zara requests can be answered quickly - crucial to fashion goods.
Zara produces "basic" goods from Asia and products with a substantial cost or value in the field. Zara is a favourite customer for nearly all its vendors with its relatively high and reliable orders base.
Zara employs subcontractors for all sewing activities after in-house CAD regulated parts cutting. Subcontractors collect bagged parts in a small truck along with the relevant components (such as buttons and zipper). Close to LaCoruña in Galicia, some 500 sewing subcontractors are present, and the majority work exclusively for Zara. Zara monitors its activities closely to ensure consistency, conformance to the labour laws and, in particular, conformity with the development plan.
Subcontractors bring sewn goods back to the same plant, where each part is checked for ironing (by machine and by hand). Finished items would then be packaged in plastic containers with the correct labelling. Ten of the factories of La Coruña are linked to the logistics centre by an aerial monorail. Completed supplies from external vendors will now be forwarded to the logistics centre directly. To track incoming output, Zara uses the sampling technique.
The manufacture of apparel has been highly divided. While internationally traded manufacture could feature multi-stakeholder supply chains containing as many as hundreds of companies, distributed across dozens of countries, it has only been able to hire a few dozen people on average. Some 30% of world demand for clothing was exported, developed countries accounting for around half of all exports, and developing countries generate a considerable part. These significant cross-border apparel flows represent cheaper labour and inputs in developed countries, partially due to the cascading labour efficiency.
Despite substantial investments in labour replacement resources, clothing manufacturing remained extremely labour-intensive because in advanced countries, even relatively big "manufacturers" outsourced labour-intensive (e.g. sewing) production to near-by low-cost labour sources. Closeness was also crucial as freight prices and shipping delays fell, and weaker neighbours often benefited from trade compromises.
While China has become a global export superpower, the principal reason for the shifts in apparel trade in the 1990s was greater regionalisation. As major suppliers of the European Union, Mexico and the Caribbean Basin were the significant suppliers of the United States and China, the leading supplier in Japan. Turkey, North Africa and sundry East European countries were (where there were no quotas to restrict imports).
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SWOT analysis is a widely popular primary method for strategic situation analysis, which reveals and predicts the positive or negative impact of external factors on the company and its internal potential to use the favourable opportunities to counter hazards, risks, and difficulties external environment. SWOT analysis is an acronym from Strengths, Weaknesses, Opportunities, Threats. Strengths and Weaknesses are internal company factors.  Opportunities and Threats are factors of the external macro and microenvironment. 
The results of the SWOT analysis are used for:
· Evaluation of the business idea and the chances of starting a new business.
· Defining the mission (vision), goals and strategies of a newly established or operating company to develop strategic business plans.
· Research and analysis of competition and selection of competitive strategy.
· Preparation and implementation of programs and projects.
· Making important strategic and organisational-structural decisions.
The object of the SWOT analysis is the factors of the internal and external environment of the company. As in the analysis, the direction from the general to the particular is observed. First, the macroenvironment factors with indirect impact are analysed. The next step is the analysis of the factors of the microenvironment and their impact on the company. After analysing the factors of the external macro and microenvironment, analysis and evaluation of the internal company factors are performed. From the whole set of factors, a choice is made of paramount importance and influence on the business.
Strengths of Zara company 
The new Zara Apparel Brand Store provides inexpensive, trend-specific but not fashionable clothes for customers with low incomes and customer wear. For a healthier lifestyle, people need to wear good clothes. Zara, therefore, insists that the production of surplus clothes and garments from well-known markets in Zara is now evident in all obsolete models (recent but old due to Zara's rapidly developing fabrication trend).
Thus, Zara may not have to make sure that the new designs are sold out in 10 days, the clothing is removed, shops are stored (which could increase costs) or even forced to sell 'under budget. Thus, inventory costs are lowered and competitive in environmental terms. Moreover, prototypes cannot be made in 2 weeks because the patterns do not quickly turn the new outlet.
This gives industry employees more time to create the most original prototypes so that Zará can control the demand by product differentiation. In addition, Portugal and Galicia Zara must continue to produce these new clothes by cheap labour so that shipping costs are reduced. Zara's jobs must not be outsourced to Asian low-cost labour markets. Zara aims to have a thorough look at its platforms and e-commerce platforms for customer requirements.
Weakness of Zara
Zara makes clothing for mid-income earners. However, although it is cheap for the middle classes, it was a severe charge to the customers below the middle-income jobs. Furthermore, as mid-earnings are estimated, the prices of the leading employees are determined. Moreover, if people with low incomes still purchase products but do not buy something like people with low to low incomes. Since shoppers continue to seek cheaper choices, Zara must produce vast quantities of merchandise to save money. However, single goods can be produced to enable a higher price rating (Kumar and Linguri, 2005). In comparison, since it is only made with high-end garments, the cost fluctuations for warehousing are more because Zara is used to producing low-income earners.
Opportunities 
By continuously improving its service and developing new products, Zara will retain a large base of clients, such as manufacturing senior clothing for low-income employees. It is convenient even for seniors, and because of seasonal prices in the store, they mainly do not purchase the expensive items they sell. Through the rapid launch of new products, customers will visit companies more often than rivals. A reliable strategy is a significant advantage that must be established to receive customer service. 
Threats 
In Zara, young entrepreneurial enthusiasts are the biggest obstacle. Since Zara would be the first company with the plan to manufacture for low-income employees and senior citizens, competitions such as H&M and Primark have a strong chance to enter Zara and leverage their innovations and enhance their market appeal strategy. Furthermore, competitors in Zara are able to cut Zara's costs much further and charge higher premiums on new goods.
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	In conclusion, the analysis of the company Zara can be told that it is no coincidence that it is one of the most popular stores and brands in the fashion industry. Zara is available in many different markets, and its production and supply chain network are significantly extensive. In this way, the company gains an advantage over its competitors. On the one hand, Zara is a company that has gone through many different transformations to reach its level now. The business strategy has undergone several transformations. One of the latest challenges for the Zara brand is the COVID-19 pandemic. Infringement of the rules of Zara fashion industry. The success of Zara in fast-mode industries means to use a suitable business model, meet the individual customer needs, produce more designs but fewer quotas, use young models, collect ADS-based data, close POS price control and internal manufacturing and consistent logistics. Installation is a technique that will accelerate and reduce prices instead of traditional methods for new products. It is a win-win solution since buyers can collect fresh clothing, and companies can prosper. Inspired by Zara's overwhelming past, companies should break through the traditional manufacturing phase and increase their value.
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