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Executive Summary

The strategic position of Zara in the highly competitive fashion environment of the UK is discussed in this report. Analyses are conducted in context to the external environment, internal capabilities, and competitive position of the organisation using key strategic management models, such as PESTLE, VRIO, SWOT, Porter Five Forces, Balanced Scorecard and Strategic Analysis Framework (SAF). It has been found that the major strengths of Zara are agility of supply chain, strong brand image, digital capability and customer responsiveness. The growing demands for sustainability, environmental considerations and competition are, however, substantial strategic challenges. Particular opportunities mentioned in the report include sustainable fashion innovation, ‘circular economy' habits and improved digital customer interaction. Based on the analysis, it is recommended that there should be a differentiation strategy, orientated to sustainability and to enhance competitive advantage and underpin the continuity of the firm's development. The suggested plan is considered to be suitable, acceptable and feasible for Zara UK. Overall, the report determines that sustainability and innovation will foster corporate resilience, stakeholder value and competitiveness in the long run.
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SECTION 1
[bookmark: _Toc235173009]1. Organisational Context and Overview
[bookmark: _Toc235173010]1.1 Company Background
Zara is one of the world's biggest fast-fashion brands and is a flagship brand of the Inditex Group. The company was founded in Spain in 1975, and now it has revolutionised the fashion industry by being able to turn an emerging trend in the available product in the shortest period of time (Zara, 2026). Zara's fast fashion business model allows it to be responsive to customers' preferences, which allows it to remain competitive in the market. According to Zahran (2025), the success of fast-fashion retailers is largely attributed to responsive marketing strategies, rapid product turnover, and strong customer engagement mechanisms. The company has established a broad presence abroad and uses both its stores and its websites to sell products. The reason why Zara is so competitive is that it has a vertically integrated supply chain. Hence, Zara has control over design, production, distribution and retail operations. 
This way of working helps reduce the latency in decision-making processes and allows companies to run timely and respond to market changes. The highly efficient production and distribution network of fast-fashion brands has made significant contributions to the way that people around the world consume clothing (Bailey et. al., 2025). In the UK, Zara has become a prominent and foremost retailing group that provides trend-conscious fashion items at competitive prices. The brand has established its market reputation by conveying fashion accessibility and a boom in new product launches. The mix of brick-and-mortar stores with online ordering makes it easier and more convenient for customers. This puts Zara in a very strong position in the immensely competitive fashion retail market in the UK.
[bookmark: _Toc235173011]1.2 Mission, Vision and Business Model
The key point of Zara's business is to cater to the consumer's preference of high-quality fashion items that are responsibly sourced and manufactured, those trends are followed up. An innovative route to commerce and sustainable and customer focussed, driven by using digital technology and optimising the supply chain. The model includes a vertically-integrated fast fashion system, enabling rapid product development and speedy response to the market. The turn of the fashion giant is that they are faster than traditional fashion outlets that operate on a seasonal basis, and take action when they see something new appear on the fashion horizon. According to Zahran (2025), it is important for fast fashion that they can be the first to release a product for the market and also regularly update the line. 
In the future, Zara adopts the strategy of production based on consumer demand and particularly more of the younger consumers look to Zara when they are looking for outfits of a fashionable price tag. As quoted by Kang and Badal (2025), Gen Z buyers are becoming a strong force in the fashion sector, with a strong taste for new trends and sustainability. Hence, Zara has been actively trying out adding the concept of sustainability in the business model without inhibiting efficiency and market sensitivity. Its attempts to operate in a so-called ‘omnichannel’ model by blending on-line selling with conventional retail also have a positive effect on the company's involvement with customers. This synergy provides greater convenience for the customers, aids in handling stocks and supplies and makes the market more competitive.
[bookmark: _Toc235173012]1.3 UK Industry Overview and Competitors
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Figure 1: Global Apparel Market Share showing a comparison of Inditex, H&M, and Shein
(Source: Reuters, 2025)
The evolution of Inditex, H&M, and Shein's shares in the global apparel market from 2021 to 2025. The company Inditex boosted its standing from 1.7% to 2.1% of the market. H&M on the other hand, saw a small reduction, while Shein grew dramatically from 0.5% to 1.2%, which created a growing field of competition (Reuters, 2025). The UK fashion retail sector is one of the biggest apparel markets in Europe, faces a high level of competition, has fast-shifting trends and increasing pressures on sustainability. This industry encompasses everything from brick-and-mortar stores to purely online fashion brands vying for market share through product selection, prices and experience. Babatunde et al. (2026) noted the rising ethical awareness among UK consumers, putting pressure on fashion retailers to adopt more sustainable practices. However, fast fashion still plays a large part in the UK fashion industry because it is cheap and quick fashion. The rise in awareness of environmental concerns, textile waste and microfibre pollution has, however, sparked more focus on fast-fashion business models. Environmental issues have gained traction across key garment-producing nations, thereby leading to greater retailer pledges and investments in supply chain transparency for improving sustainability (Bailey et al. 2025).
The UK fashion (apparel) market is home to many large fashion brands that Zara is in direct competition with, such as H&M, Uniqlo, and Mango, along with some high street retailers, namely Primark and Next (Statista, 2026). These competitors implement a variety of different strategies, such as cost leadership and product differentiation. Although low cost is a key factor in Primark's business strategy, companies like H&M and Uniqlo balance affordability, innovation and their sustainability efforts. Zara's competitive advantage lies in SFM, responsiveness to trends and a high level of integration of the supply chain. Competition has become even fiercer due to the rise of Generation Z consumers. Kang and Badal (2025) illustrated the growing trends among younger generations to review fashion brands not only on their product appeal but also on their sustainability credentials. Thus, retail businesses in the UK fashion industry must find a delicate balance between profitability, innovation, and environmental responsibility if they are to maintain their competitive edge in the long term.
[bookmark: _Toc235173013]2. External and Internal Analysis
[bookmark: _Toc235173014]2.1 PESTLE Analysis 
	Factor
	Key Numerical Evidence
	Strategic Implication

	Political
	The UK has maintained post-Brexit trade arrangements affecting apparel imports, while Zara operates in over 200 markets globally (Forbes, 2026).
	Trade Policy, Sourcing & Logistics: trade policy changes may raise sourcing and logistics costs.

	Economic
	Inditex reported €38.6 billion revenue and €5.9 billion net profit in FY2025, reflecting continued financial strength despite inflationary pressures (YF, 2026).
	Strong profitability supports investment in UK expansion and digitalisation.

	Social
	Zara serves millions of fashion-conscious consumers through more than 5,600 stores (Zara, 2026).
	In today's world, increasing demand for fast changing modes of clothing that are sustainable drives market growth.

	Technological
	Inditex is continuing to invest in the digital retail capabilities, and this will drive on-going growth in online and omnichannel sales.
	Technology enhances customer experience and operational efficiency.

	Legal
	Zara must comply with UK consumer protection, labour standards, and sustainability reporting requirements across its operations.
	Regulatory compliance increases operational accountability and transparency.

	Environmental
	Inditex has expanded sustainability initiatives aimed at reducing environmental impacts across its global supply chain.
	Environmental pressures require continued investment in sustainable fashion practices.


Table 1: PESTLE Analysis of Zara UK
The political climate is fairly stable in the UK, although post-Brexit trading rules still impact sourcing and logistics decisions in the fashion sector. Economic pressures have been tested as well, with increased inflation and changing shopping trends impacting appetites for discretionary items like clothing. The UK fashion industry is undergoing a growing number of problems where profitability and sustainable business practices are at odds with one another (Al Aghbari et al., 2025). Zara is strategically positioned by its social factors. Consumers are willing to buy trend-specific garments increasingly, as well as feeling more inclined to buy ethically, especially younger consumer groups. 
In fact, fashion purchasing intentions are often stimulated by social comparison and expression, which fuels the need for constantly trending item lines, as stated in (Font and Font, 2025). Technological developments have also increased the speed of the adoption of digital retail, which has allowed an increase in customer engagement and inventory management. Environmental and legal pressures have come to the fore. The importance of environmental responsibility in fashion retailing is increasingly evident, as sustainability-related information can impact purchase intentions by up to 30% (Venciute et al. 2025). Therefore, Zara should strive to enhance their sustainability efforts, transparency in the supply chain, and compliance with regulations to stay competitive and competitive in the long run.
[bookmark: _Toc235173015]2.2 VRIO Analysis 
	Resource
	V
	R
	I
	O

	Supply chain agility
	✓
	✓
	✓
	✓

	Brand reputation
	✓
	✓
	✓
	✓

	Design responsiveness
	✓
	✓
	✓
	✓

	Omnichannel platform
	✓
	✗
	✗
	✓

	Sustainability initiatives
	✓
	Partial
	Partial
	✓


Table 2: VRIO Analysis of Zara UK
Zara's internal resources enable them to have several competitive advantages in the fast fashion industry. As shown in figure 2, agility of the supply chain is one of the company's biggest strengths, as it can quickly align itself with evolving consumer tastes and market trends (MR, 2021). A good level of coordination between the design, production and distribution of products improves operational response and enhances competitiveness. Meskini et al. (2026) highlighted the importance of resilient supply chain structures in increasing profitability and organisational performance, especially in times of market turbulence. One other useful and uncommon resource is brand reputation. The process provides high customer recognition and loyalty, which improves Zara's customer attraction and retention capability in a highly competitive retail market. 
[image: ]
Figure 2: Success story of Zara
(Source: MR, 2021)
Pranoto et al. (2025) have revealed that sustainability efforts can have a positive impact on engagement and intentions to stay with a brand, which leads to increasing long-term brand value. Design responsiveness also helps in achieving competitive advantage as this would allow the product to be changed frequently to match the changing fashion preferences. Overall, 63 % of Generation Z and Millennial consumers view sustainability as a purchasing factor equally to fashion trends (Suutari, 2025). Omnichannel platforms and sustainability are important organisational assets, but are now ubiquitous across the industry, making them less rare and unique. However, the integration of these resources at Zara remains effective, enabling them to maintain a strong market performance and place in the market.
[bookmark: _Toc235173016]2.3 SWOT Analysis
	SWOT Factor
	Key Numerical Evidence
	Strategic Implication

	Strengths
	Zara utilises advanced data analytics by collecting approximately 70% of customer feedback directly from store managers and digital channels, supporting faster product development and inventory decisions (Medium, 2025). 
	Strong global presence and rapid product innovation create sustained competitive advantage.

	Weaknesses
	There is a need for highly responsive supply chains in the fast-fashion approach of Zara with a cycle time of products as short as 2–4 weeks, which makes operations complex (Medium, 2026).
	Dependence on rapid production may increase costs and sustainability concerns.

	Opportunities
	Extensive customer data collected through physical stores and digital platforms enables real-time analysis of consumer preferences and demand patterns.
	Data analytics can support AI-driven personalisation and market expansion strategies.

	Threats
	Competitors increasingly adopt digital technologies and fast-fashion business models, reducing differentiation advantages in the global apparel market.
	Rising competition may place pressure on pricing, margins, and market share growth.


Table 3: SWOT Analysis of Zara UK
Zara's strengths are closely associated with their sophisticated digital competencies and data-driven store strategy, enabling them to track buyer trends and make quick selections. This combination of online and offline data allows Zara to improve the accuracy of their inventory, the development of their products, and customer satisfaction. According to Damayanti et al. (2025), over 80% of Gen Z consumers actively participate in fashion brand interaction via e-commerce channels, highlighting the rising relevance of digital interaction within the fashion industry. Despite the above, the company has some weaknesses related to the environmental issue of the fast fashion business model. The fashion sector contributes about 10% of the world's carbon emissions and is facing more challenges from regulations and reputation management as a retailer (Das et al. 2025). There are great opportunities in sustainable innovation, circular fashion initiatives and digital transformation strategies. Rakhmawati (2025) argued that sustainability-oriented cost accounting practices can simultaneously enhance environmental outcomes and organisational profitability. However, the market competition is expanding, and there is a rising demand from all stakeholders in regard to sustainability, which still creates potential dangers for Zara's long-term competitive advantage. 
[bookmark: _Toc235173017]3. Comprehensive and Holistic View of Zara
[bookmark: _Toc235173018]3.1 CSR Strategy Evaluation
CSR is an important aspect of a business strategy and fast fashion is increasingly under pressure to take environmental, ethics and stakeholder expectations into account. At the core of Zara's CSR is sustainability initiatives, waste reduction, responsible sourcing and conservation of resources, plus the introduction of a green environment. The activities are in the form of improving the reputation of the company, gaining trust from the company's stakeholders, and being part of and collaborating with wider Sustainable Development. As can be seen from the impact the fashion industry has on the environment, effective CSR actions are imperative. According to Kilbridge (2025), around 92 million tonnes of such waste is estimated to be generated by retail businesses annually and waste management and resource conservation is identified as a key issue for the fashion retailers. In reply, Zara began incorporating sustainability into its business and operations to reduce its environmental footprint, and improve the accountability of its entire supply chain. Additionally, there is a tendency of the consumers to seek for greater CSR engagement. 
Mehra et al. (2025) found that sustainable atmospherics as well as green environmental cues can influence buying behaviour their analysis revealed that consumers are highly involved with brands that maintain a sustainable business. Furthermore, the shift towards reprioritising consumers' fast fashion options when engaging in buying products with a credible sustainability message was found to enhance the probability of purchasing sustainable fashion alternatives by customers who have an environmental orientation (Soboleva & Sánchez, 2026). This is a change of emphasis towards transparency and authenticity of CSR activities. Therefore, Zara's efforts regarding CSR are many-sided and it provides environmental and social benefits but also brought them competitive advantage, customer loyalty and long-term sustainability of the organisation in the ever-dynamic global fashion industry. 
[bookmark: _Toc235173019]3.2 Balanced Scorecard Analysis 
	Perspective
	KPI / Objective
	Numerical Evidence
	Strategic Implication

	Financial
	Revenue Growth and Profitability
	Effective management of its stocking levels and price differentiation approaches led Inditex to grow its gross margin by 13.5% while being profitable (MR, 2026).
	The company continues to invest in innovation and growth, driven by its strong financial results.

	Customer
	Customer Satisfaction and Market Reach
	Zara's primary consumer base is in the UK and young to mid-20s (between 21-30 years old), which is a large consumer of fashion items (Start, 2026).
	Having a clear target market improves client engagement and brand loyalty.

	Internal Business Processes
	Product Development Efficiency
	Additionally, the speed with which Zara's new product is reaching stores is about 12 times faster than traditional fashion stores, allowing it to react quickly to the changes in the market (BMA, 2026).
	Operational agility strengthens competitive positioning and reduces inventory risk.

	Learning and Growth
	Employee and Innovation Capability
	Store managers provide customer insights twice weekly to headquarters, supporting continuous learning and product improvement.
	Regular knowledge sharing enhances organisational responsiveness and innovation.


Table 4: Balanced Scorecard Analysis of Zara UK
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Figure 3: Age Distribution of Zara Customers Compared with the General Population
(Source: Start, 2026)
Age graph of the shoppers of Zara vs Community. The biggest group of customers fall in the age range 21-30 (around 36%) which is above the population average (Start, 2026). The balanced scorecard offers a holistic approach to measuring strategic performance, encompassing financial and non-financial metrics that contribute to long-term organisational success, thus providing a broad-based framework for evaluating Zara's strategic performance. On the financial side, it is vital to ensure that the company continues to be profitable and operate efficiently for innovation, sustainability, and future growth opportunities. Customer objectives are not to be overlooked either, as consumer tastes and the preferences are increasingly becoming a factor in purchasing decisions, brand awareness and consumer loyalty. Jimenez and Ruffolo (2025) noted the strong role of stakeholder engagement disclosures in fostering transparency, trust and better relationships between consumers and fashion brands. 
Through efficient, viable supply chains, sustainable operations and circular economy approaches, internal business process performance is supported with increased resource utilisation as well as reduced environmental impacts. Circular business models and product life-extension strategies are unlocking significant opportunities for the second-hand clothes sector, which is projected to generate over US$350 billion in value to the global market by 2028 (Wang et al. 2025). Learning and growth objectives also play a role in competitive advantage as it fosters innovation, knowledge creation and ongoing organisational improvements. Therefore, Zara's balanced scorecard can link all four perspectives of financial, customer, operational, and organisational learning and provides a balanced scorecard for a sustainable competitive advantage and long-term growth of the business enterprise (Bonifazi, 2025). 
[bookmark: _Toc235173020]4. Strategic Choices and Implementation
[bookmark: _Toc235173021]4.1 Current Competitive Strategy
Today, the strategy Zara is pursuing is primarily on differentiation through being able to be quick in trend responsiveness in new products and customer-centric innovation. The company strives to escape the competition by offering fashion products that are more apt and in tune with the latest preferences of first-time and regular users while keeping its price within the reach of the masses. The approach helps Zara appeal to shoppers looking for both fashion and convenience, in an already saturated market. Consumer behaviour is still influential on strategic priorities in the fast-fashion industry. More than 70% of fashion consumers believe novelty in products and relevance to trends are essential factors in their purchase decisions, reflecting the need for fast product adaptation (Kharaishvili & Lobzhanidze, 2025). Sustainability is also an increasingly important component of competitiveness. Tickle et al. (2025) pointed out how more and more, sustainability disclosures shape perceptions and brand assessments. Moreover, Patnaik (2025) observed that the majority of industry respondents considered sustainability competence as a prerequisite for future competitiveness, which was more than 60%. Hence, it leverages differentiation, innovation, as well as sustainability efforts, to sustain its market leadership and strategic benefits. 
[bookmark: _Toc235173022]4.2 Porter's Five Forces Analysis
	Force
	Numerical Evidence
	Impact on Zara UK

	Competitive Rivalry
	During the first quarter of 2026, Zara's parent company, Inditex, reported a 9% increase in sales, as competition in the fashion retail sector continued to rise amidst firmly entrenched market demand (Reuters, 2026).
	In racing, when tussles are intense there is a demand for innovation and quick adaptation of trends.

	Threat of New Entrants
	Zara established its market presence over a period of 50 years.
It has acquired significant brand recognition and experience of operating in the market which makes it difficult for new entrants to replicate (TG, 2025).
	Brand reputation and scale advantages are still important which sustains moderate entry barriers.

	Bargaining Power of Suppliers
	In fact, around 50% of Zara's goods are produced in Spain, Portugal, Morocco, and Turkey, enabling the company to have more control over their supplies and production process (TG, 2025).
	The bargaining power of suppliers is comparatively weak because Zara maintains a diverse suppliers’ network.

	Bargaining Power of Buyers
	Zara updates store collections approximately twice per week, providing consumers with frequent product refreshes and reducing customer switching incentives.
	Buyer power is moderate because customers have many alternatives but value exclusivity.

	Threat of Substitutes
	Inditex invested approximately €1.8 billion in technology, logistics, and store modernisation to maintain competitiveness against alternative fashion retailers and online platforms (Reuters, 2026).
	Substitute threat is high due to the growth of online and value-fashion competitors.


Table 5: Porter's Five Forces Analysis of Zara UK
Porter's Five Forces analysis shows that the industry in which Zara functions is a very competitive environment with a high number of rivals, changing consumer preferences and a continuous technological threat. The competitive nature is high because fashion retailers constantly compete in the areas of pricing, product innovations and customer experiences (Reuters, 2026). However, brand recognition, operational knowledge and supply chain are quite required for new entrants, which helps in slowing the threat of attack. The more that consumers have alternatives in fashion that they access online as well as offline, their bargaining power goes even further. Garcia-Ortega et al. (202) revealed that more than 65% of end-users now account for sufficiency and sustainability aspects in their fashion shopping, putting mounting pressure on retail companies to review their strategies. The online experience and digital fashion platforms pose threats via technological advances as well. According to Coşkun (2025), the worldwide metaverse market is estimated to surpass US$936 billion by 2030, giving rise to new game dynamics for fashion brands. 
[bookmark: _Toc235173023]4.3 Strategic Recommendation 
Accordingly, one of the best recommendations for Zara is to expand on its differentiation strategy and adopt sustainable fashion innovations alongside complex digital customer engagement practices. This is in response to ever-changing consumer requirements and facilitates the continuing survival of their competition in the dynamic fashion market. Zara has the potential to create brand value, cultivate customer connections, and support long-term growth and sustainability by investing in sustainable operations and leveraging digital technologies. However, use is still made of this knowledge of environmental and social practices, particularly from the younger generation. According to Kuusisaari et al. (2026), sustainability-oriented education supports the prerequisites for understanding sustainable adoption regarding responsible consumption of garments and it also affects the adoption of more environmentally friendly purchasing strategies among consumers. Such a shift could provide an opportunity for Zara to put into practice a series of product collections that are more environmentally friendly and to improve its efforts towards more circular and resource-efficient fashion. 
Engaging online must also be a goal consumer attitudes and interactions with brands are increasingly shaped by online. Keya and Bakul (2025) found that 72.4% of youths are found to always follow fast fashion circulars created by the social media environment, which took a significant influence for purchase. Hence, it is suggested that Zara should invest more in data marketing, interactive digital platforms and customer experience through personalization for further increased customer engagement and building customer loyalty. Through Sustainability innovation and Digital transformation, there is a capability for Zara to emerge as a differentiated brand that would enhance the sense of the stakeholders and strengthen Zara's sustainable competitive advantage within the dynamic fashion landscape of the UK.
[bookmark: _Toc235173024]4.4 Strategy Evaluation Using SAF Framework
	SAF Criteria
	Numerical Evidence
	Evaluation

	Suitability
	Zara has 98 physical stores and provides internet services to 214 markets, which are suitable for further digital and sustainable development projects (Zara, 2026).
	The strategy aligns with Zara’s global expansion and omnichannel objectives.

	Acceptability
	Zara is ranked among the world's most valuable fashion brands with a brand value exceeding US$16.8 billion (Forbes, 2026).
	Strong brand equity increases stakeholder acceptance of strategic investments.

	Feasibility
	Zara's India sales growth slowed to 0.8% in FY2025, highlighting the need to diversify growth opportunities and strengthen performance in mature markets such as the UK (AR, 2025).
	Zara possesses the operational capabilities and financial resources needed to implement the recommended strategy effectively.


Table 6: SAF Framework Evaluation of the Recommended Strategy for Zara UK
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Figure 4: Inditex Profit Before Tax Growth
(Source: CP, 2026)
The increase of Inditex's profit before tax between FY2021 and FY2025. Profit in FY2021 was €2.9 billion, rising to €5.6 billion in FY2025 robust financial and operational performance (CP, 2026). The growth trajectory shows Zara's ability to fund innovations, sustainability investments, and future expansion efforts. The suggested sustainability-based approach for differentiation is very relevant to the Suitability, Acceptability and Feasibility (SAF) framework. The strategy is comprehensive and, from a suitability point of view, the issues it covers (the green dimension or environmental concerns, consumer preferences and concerns, and the demand for responsible modes of fashion consumption) are indeed becoming more prevalent. Zara can use its increased sustainable offerings and practices in circular fashion as a way to further develop its sustainably competitive position as sustainability becomes a major factor affecting purchasing. Meanwhile, the desire to decrease fashion consumption has been linked to exposure to social norms focused on sustainability, potentially increasing willingness to take action to reduce consumption by around 25% (Granato and Mugge, 2025). 
Additionally, the strategy is highly acceptable since fashion brands are becoming more accountable, transparent and responsible for their operations and actions, and stakeholders are increasingly demanding those efforts. Incorporating sustainability into the core of their business makes Zara's brand more appealing, reliable and enables them to sustain their long-term stakeholder relationships. The proposed strategy meets these expectations and works towards both business and sustainability goals. Feasibility is quite high because of Zara's operational infrastructure, supply chain capabilities and financial resources. The company has in place the organisational capacity necessary for the effective implementation of initiatives that focus on sustainability. Younus (2025) pointed out that zero-waste fashion techniques have the potential to cut down on up to 80% of textile waste and enhance resource efficiency and cost control. Thus, the proposed strategy is appropriate, acceptable, and viable in terms of supporting Zara’s competitiveness, sustainable growth, and organisational resilience. 
[bookmark: _Toc235173025]4.5 Implementation Challenges and Mitigation
The implementation of a sustainability-led differentiation strategy presents several operational, financial, and market-related challenges that Zara must effectively manage to achieve long-term success. One of the biggest issues is to find a balance between sustainability investing and being price-sensitive to the consumer. The use of sustainable materials, ethical sourcing and sustainable production processes could all lead to increased operational costs, which, in turn, can adversely impact product prices. Ravi and Teitelbaum (2025) determined that only 38% of consumers are willing to pay a premium price for ethically sourced apparel, suggesting that a large customer base has price sensitivity. This poses a problem for Zara as it tries to stay competitive while still meeting sustainability goals. In addition, the market is facing stiff competition in the fashion retail segment. 
Sustainability-based differentiation has become less unique, with many competitors investing in Sustainability efforts, digital innovation and circular fashion. Competing on sustainability becomes more challenging when it is the industry norm and the industry has adopted it. Zara can address these issues by enhancing the coordination of its suppliers, investing in more innovative sustainable production methods, and boosting the efficiency of their operations in the supply chain. Levels of consumer education can also increase awareness of longer-term benefits of sustainable fashion and reduce disposable income sensitivity, and hence help pay a price premium. Isdiana et al. (2025) showed that the level of sustainable improvement due to the implementation of green innovation initiatives was more than 40%, which underscored the need for ongoing innovation to deliver successful strategy implementation and long-term competitiveness.
[bookmark: _heading=h.uc86zxyj5niy]

[bookmark: _Toc235173026]SECTION 2 – Reflective Account
[bookmark: _Toc235173027]5. Reflective Practice Using Gibbs Cycle
[image: Gibbs Reflective Cycle: A Comprehensive Guide For UK Student]
Figure 5: Gibbs Reflective Cycle
(Source: MT, 2026)
[bookmark: _Toc235173028]5.1 Description
This report has involved a Strategic Management analysis of Zara UK in the Fashion Retailing sector. This involved conducting external and internal analysis of the organisation based on external analysis techniques such as PESTLE, VRIO, SWOT, Porter's 5 Forces, Balanced Scorecard and the SAF framework. Extensive academic literature and industry information were reviewed to assess Zara’s competitive position, sustainability initiatives, and strategic opportunities. The research process provided greater insight into the approach fast-fashion retailers take in balancing profit, customer expectations and sustainability issues in a hyper-competitive market.
[bookmark: _Toc235173029]5.2 Feelings
My first impression of Zara was that it's a super successful fast-fashion brand that's known for its efficiency, brand image and speed in responding to fashion trends. I found that during the research process, my knowledge was growing more and more in-depth, with a focus on the issues of sustainability within the fast fashion industry. The results helped to raise my awareness of fashion consumption and production's environmental and social consequences. Zahran (2025) emphasised the vital role of responsive marketing strategies, further deepening my understanding of the significance of Zara's business model. Another surprise was the application of sustainability issues to buying decisions and the strategic practices of shoppers.
[bookmark: _Toc235173030]5.3 Evaluation
The research process was very beneficial as it helped me to acquire theoretical knowledge about strategic management and how it's applied in a global organisation like Zara. The positive part is that there was a body of academic work accessible discussing customers' behaviours, sustainability, and competitive edge in the fast-fashion sector. These sources were valuable and helped to bolster my analysis. Kang and Badal (2025) provided me with a better understanding of the current market dynamics that players of fast fashion are still choosing to purchase products despite their lack of sustainability. One of the most difficult tasks was, however, to assess commercial viability and environmental impacts. Babatunde et al. (2026) underlined the environmental issues linked to fashion consumption, pointing out the eco-economic challenge that the organisations face in working out how to stay profitable without jeopardising environmental issues. The challenge got me more analytical in my decision-making process and strategic thinking. 
[bookmark: _Toc235173031]5.4 Analysis
The application of strategic frameworks enabled a comprehensive evaluation of Zara’s business environment. PESTLE analysis identified that the sustainability pressures, technological development, and shifting consumer expectations have a significant impact on strategic decision-making. According to Al Aghbari et al. (2025) environmental and social performance has become a key element in organisation's competitiveness in the fashion value chain. Likewise, the outcome analysis of VRIO and SWOT analysis revealed that an operation agility and quick responsiveness towards customer remains as one of the key strengths of the company. It also highlighted the need to see sustainability play a bigger role in purchase terms and business strategies. Venciute et al. 2025 proposed that if there is an advertisement that mentions sustainability, then this may result in positive customer judgments and purchasing behaviour. Bailey et al. (2025) indicates key environmental challenges associated with global garment production, highlighting the need for responsible sourcing and sustainable operations. In the light of these findings, the following recommendations were proposed: continuation of Zara's investments on Sustainability based differentiation and Digital activities in order to maintain their competitiveness.
[bookmark: _Toc235173032]5.5 Conclusion
The reflective process helped them to gain a deeper insight of the concepts of strategic management and how it is practically applied in Fashion retail. Through the case study of Zara UK, I can understand the elements that develop and can maintain the subsequent competitive advantage and how different organisations rely on the different elements in order to sustain its competitive advantage in a fast-paced business environment. The assignment was a learning experience in realizing that more and more success is a combination of financial, customer centred and innovations and environmental aspects. It also noted the growing importance of sustainability in the process of elaborating companies’ strategies and consumers behaviour. Besides this, it gave me so much insight on how the strategic management concepts and strategic tools are valuable to evaluate the performances and strategic orientation of an organisation, and therefore sharpened my critical thinking, analytical and decision-making abilities.
[bookmark: _Toc235173033]5.6 Action Plan
My future academic and professional life focuses on further developing my knowledge of the areas of ‘Sustainability Strategy', ‘Corporate Social Responsibility' and ‘Digital Transformation' in the retail sector. I have the intention to maintain my current level of interaction in the academic sector to enhance my analytical, problem-solving and strategic thinking skills to become more effective in this area. The focus will be on developing an awareness of consumer trends, sustainable supply chain and effective Stakeholder engagement strategy. I also hope to enhance my ability to use strategic management concepts and models within complex situations in business and critically analyse organisational performance. These actions will enable me to be more effective when making evidence-based decisions and providing recommendations to effective strategic decision-making processes within various organisational settings.
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The Zara brand story

Zara was founded by Amancio Ortega and Rosalia Mera in 1975 as a family business in downtown Galicia in the northern
part of Spain. Its first store featured low-priced lookalike products of popular, higher-end clothing and fashion. Amancio
Ortega named Zara as such because his preferred name Zorba was already taken. In the next 8 years, Zara's approach
towards fashion and its business model gradually generated traction with the Spanish consumer. This led to the opening

of 9 new stores in the biggest cities of Spain.

In 1985, Inditex was incorporated as a holding company, which laid the foundations for a distribution system capable of
reacting to shifting market trends extremely quickly. Ortega created a new design, manufacturing, and distribution
process that could reduce lead times and react to new trends in a quicker way, which he called “instant fashion”. This was
driven by heavy investments in information technology and utilising groups instead of individual designers for the critical
“design” element.

In the next decade, Zara began aggressively expanding into global markets, which included Portugal, New York (USA),
Paris (France), Mexico, Greece, Belgium, Sweden, Malta, Cyprus, Norway and Israel. Today, there is hardly a developed
country without a Zara store. Zara now has 2,264 stores strategically located in leading cities across 96 countries. Itis no
surprise that Zara, which started off as a small store in Spain, is now the world's largest fast fashion retailer and is the
flagship brand of Inditex. Its founder, Amancio Ortega, is the sixth richest man in the world according to Forbes magazine.

Today, Inditex is the world’s largest fashion group with more than 174,000 employees operating more than 7,400 stores in
202 markets worldwide including 49 online markets. The revenues of Inditex was USD 23.4 billion in 2019. The other
fashion brands in the Inditex portfolio are:

Zara Home: Home goods and decoration objects founded in 2003. Operating in 183 markets, 70 of them with stores.
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Zara owner Inditex has steadily gained market share post-pandemic
Global market share estimates show Shein's rapid gains and H&M struggling to grow
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