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1.0 INTRODUCTION

ZARA has been well known as a popular fashion wear retailers worldwide, offering knockoffs of high-end brands at cheap and affordable prices. Nevertheless, they have recently faced a new and huge challenge from online shops. Below I will choose ZARA as an example of how high street "brick and mortar" retail has gone downturn in trend. I will analyze current trends in retail and recommend how ZARA can change or improve their business based on the trends and review.

1.1 ZARA’s Background and History
In 1975, Amani Ortega created a brand called ZARA. They are a Spanish clothing retailer which is placed at Galicia in the northern part of Spain. Amani Ortega has single-handedly built the world's largest fashion empire. From running a small, obscure clothing store in Spain to an globally recognized brand spanning more than 80 countries, the secret to success is giving customers what they want, and getting it to them faster and faster than anyone else. Therefore, fast fashion is becoming ZARA's strategic direction and order winner.

ZARA is known as the Genghis Khan of the fashion industry. From America, Europe, and Asia, a whirlwind of fashion has been created by ZARA around the whole world. It is a well-known clothing brand known for "cheap but luxurious fashion". Their fast fashion gimmick has already had more than 2,000 stores in 86 major markets around the world in 2014. 

1.2 ZARA’s Vision and Mission
[bookmark: _Hlk118024829]ZARA official website well provides their vision statement is “Zara is committed to satisfying the desires of our targeted customers. Therefore, they are committed to continuously innovating their business to improve the customer experience, and they are committed to delivering new designs made from quality materials at affordable prices." Tallant (2009) also says that “The importance of an organization to develop a vision, mission, and values is important for strategic direction.” According to ZARA official website, their mission statement is stated “Through Zara’s business model, they aim to contribute to the sustainable development of society and that of the environment with which ZARA interact”. These supports how important the setting up strategic direction for a company as goals and targets achievable both internally and externally.
 
1.3 Features of ZARA
Fast replacement, more varieties, less inventory, low price are ZARA’s strategic direction which always opens stores in the best locations and avoid advertisement. ZARA has made a complete advertising effect in line with the vision statement closely related to the company's strategic direction on its official website Zara.com.

i. Quick replacement of goods 
ZARA puts out a total of 20,000 newly designed clothes every year, such that they will produce 70 products in one day. ZARA's general manager, Jesús Echevarría, said they are a creative factory. Compared with other producers in the fashion wear industry, ZARA's replacement speed is much faster. Therefore, consumers are able to see more different styles of clothing, instead of being static. In this way, it can increase customer purchase intent and the return rates. To conclude, if a customer has photographed a certain item of clothing in the store and he doesn't buy it, he probably won't be able to buy the same item the next time he comes because it will be changed soon.
 
ii. Cheap but stylish
ZARA always tries to master the styles of various collections and window designs, and creates fashion breakthroughs by collecting relevant information from different countries, exhibiting and understanding different customs and cultures around the world, then ZARA will incorporate the elements that they have learnt and put them into their designs, aiming to provide fashion to their target customer base, noticing the market price will be only 10 or 20 percent of some well-known brands such as Louis Vuitton. Their product strategy is to make their products cheap and stylish.

iii. Commodities are limited in supply and the ideas will never be the same
According to their official website they claim that no matter how good selling their product is, ZARA will still insist on not producing the same kind of product to their customers. Instead, they will ask for changes towards the product design progress, which leads to a further increase in customer return rates and also reduce embarrassment for customers having the same shirt in the street. Therefore, every time when the consumers arrive ZARA, they are able to see new products that are scarce and never repeated.


iv. Excellent and convenient location, easy business opportunities
ZARA is well-known, but ZARA-related advertisements are rarely seen in magazines and newspaper or even TV, because they believes that opening stores in elite areas can give consumers a better understanding about the brand and can also attract more consumers to visit. For instance, they chose TST Elements as one of their branches in Hong Kong, and they also chose 101 Tower as their flagship store in Taiwan. The places are the most populous places in the region, and they have helped ZARA make a big advertisement, saving advertising costs, providing consumers with more discounts, but instead making the products more affordable and creating unlimited business opportunities.

Figure 1 : ZARA’s Brand Model/ Business Model/ Creative Strategy/ Product Strategy 
[image: 一張含有 文字 的圖片
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2.0  PESTLE ANALYSIS

A macro-environmental analysis for the Hong Kong casual wear industry and determine the opportunities and threats for the industry is conducted by using Pestle Analysis to analyze the Hong Kong Casual Apparel Industry. 

First, on the political front, the government has launched Consumption Voucher Scheme twice since outbreak of Covid-19 which has slightly improved the consuming power of the customers, resulting in the consuming behavior of the customers on a brighter way. On the other hand, the Covid-19 cases in Hong Kong have been on a decreasing path, citizens are more willing to go outside shopping in Q2 2022.

On the economic front, Hong Kong's economy is improving. Hong Kong's GDP growth in 2021 is higher than in 2020 (Hong Kong Full Year GDP Growth - 2022 Data - 2023 Forecast - 1962-2021 Historical (tradingeconomics.com). The Census and Statistics Department report pointed to a growth rate of 6.74% in 2021. Hong Kong's apparel exports will resume growth in 2021 as the global economy recovers. While still 34% below pre-pandemic levels, Hong Kong's apparel exports rose 4% year-on-year between January 2021 and September 2021. However, Hong Kong’s apparel exports remain well below pre-crisis levels – in the first nine months to 2021, they were 34% lower than their comparable performance in 2019. Obstacles to a full recovery include lingering supply chain disruptions and logistical bottlenecks.

In terms of social factors, Hong Kong is Asia's global sourcing center which can attract many international companies and retailers building their business here. Local buyers include department stores in the US and Europe (e.g., Karstadt Quelle, C&A), discounters (e.g., Target and Carrefour), specialty chains (e.g., Temperley London) and e-tailers (e.g., Zalora). Many international high-end brands – such as Donna Karen, Calvin Klein, Ralph Lauren, Yves Saint Laurent and Tommy Hilfiger – source clothing in Hong Kong through their buying offices. 

For technological factors, online retailing has grown rapidly as Covid-19 restrictions impact brick-and-mortar retail, and fashion traders see its promise outlast the pandemic. In the 2021 CENTRESTAGE survey, online retail business leads were identified as the second-largest business opportunity offered. More than 40% of those not yet engaged in e-commerce plan to catch up within the next two years, a much higher percentage than the apparent percentage in the 2019 survey. The online retail ecosystem is rapidly growing, with increasing major players such as Amazon, Tmall and Secoo vying for market share and brand awareness. To align their go-to-market strategies to match growing customer expectations, industry players are working to improve their ordering and fulfilment processes with new technologies such as virtual fittings, visual search, and AI-powered chatbots. Key Opinion Leaders (KOLs) are gaining popularity in the e-commerce space. With a massive following on social media, KOLs and their posts are fast becoming one of the most effective means of influencing demand and enabling targeted communication. Fashion collections endorsed by celebrities or KOLs are listed as one of the top three product development strategies for 2021, according to the CENTRESTAGE survey.

For the legal factors, according to the "Mainland and Hong Kong Closer Economic Partnership Arrangement" (CEPA), the mainland has granted duty-free treatment to all products (including clothing) originating in Hong Kong since 2006. If the local production enterprise applies and meets the CEPA rules of origin, the rules of origin will enjoy duty-free treatment.

In terms of environmental factors, the demand for clothing fits for multiple occasions is on the rise as people embrace a healthier urban lifestyle. This has prompted the athleisure brand to expand its product line to include office apparel such as shirts and blazers. Due to the rapid development of UV protection, radiation protection, perspiration, thermal insulation and self-cleaning technologies, the demand for clothing in term of functionality are also increasing. The Covid-19 pandemic has sparked countless work-from-home and workout-at-home apparel. This trend will continue as many companies are transitioning from an office-centric culture to a more flexible way of working. According to the CENTRESTAGE survey in 2021, casual and urban wear were selected as the most popular fashion categories, ahead of fashion accessories and activewear.








3.0  VALUE CHAIN of ZARA

After getting more information about macroeconomic of Hong Kong casual wear industry, it is intended to analyze the value chain of ZARA in order to provide business recommendations particularly to contribute to Zara as to operate continuously in the post-pandemic environment. It has a very unique business model, primarily selling exclusive designs at low prices, keeping up with fashion trends while ensuring customer satisfaction and continued interest in their products. ZARA claims they do this by sourcing raw materials at low cost and converting those inputs into their own fabrics to produce their own designs, so they don't need to rely on outside suppliers. As Danziger, P., (2022) reiterates, they reduce marketing and promotion costs by ensuring customer satisfaction and spreading word of mouth through customers by guaranteeing that their products are well-designed and exclusive. Their centers are configured to produce quickly and respond fast to market changes.

3.1 Inbound logistics
The inbound logistics involves transporting and distributing raw materials for production, distribution of products, and maintaining their raw materials, supplies, and finished goods in stores. Another key element of their inbound logistics is about the control of the supply chain, with at least half of the production being produced within Spain and the other half abroad. Their products are all received and stored in warehouses prior to delivery (Dragunaite, I. Vaidzyulite, J, 2022). These have been resulting in figuring out their manufacturing centers to have no specific colors or prints and to be prepared for minimal market changes, such as ups and downs of production of high-volume products due to market change.

3.2 Operations
Headquartered in Spain, ZARA is where the brand is being managed that their design ideas are mainly developed there, so it is easy integrate with the purchasing department to make quick adjustments and decisions. In addition, ZARA operates three distinct and independent business lines: Childrenswear, Menswear and Womenswear and ensures that each production line can quickly respond to market changes and implement solutions without the delay of requiring permission from other departments. All the designs, procurements, sales, and marketing are projected independently on different lines which are essentially important (AB Tasty. 2022).


3.3 Outbound Logistics
Its main distribution of clothing is mostly done at the beginning of the fashion season, which is tied to the actual weather seasons (winter, spring, summer and fall), and this seasonal division requires clothing to be manufactured and sold according to this agreement (such as, summer clothing in hardly sold in winter, except for out-of-season clothing).

ZARA's store managers well aware of this and are ordering clothing quantities very precisely by relying heavily on big data and predictions. Therefore, forecasting customer demand and recording products sold are important tools for store managers to evaluate. To expedite the product's arrival at the store's final point of sale, ZARA's makers are used to saving time by applying clothing labels directly to the fabric. In view of fast delivery of products is a very important aspect of ZARA's outbound logistics, delivery is completed within 40 hours. The ultimate goal is to speed up the process from manufacturer to customer as fast as possible for assuring the best efficiency appraised by customers as suggested by AB Tasty (2022).

3.4 Marketing and Sales
[bookmark: _Hlk118108861]As mentioned above, ZARA is a company which provide cheap but stylish wear to the customers. Rather than promoting their own products by advertisement, ZARA promote their products by creating “word of mouth” (Danziger, P., 2022). 

First, they are able to react quickly in the market. They are also trying to reduce production and distribution time, selling popular products at extremely low prices as fast as possible. On the other hand, their clothing remains displayed and sold in the short term to keep customers interested and keep returning to stores for new items or discounts on unsold items. 

Using this strategy, customers will be required to buy because the product can sell out quickly (Danziger, P., 2022). Considering the product unsold rate is very low, this strategy can increase labor costs, but ZARA maintains low promotion and advertising expenses to strive a balance, and maintain a low-price competitive advantage. Although ZARA owns most of its stores, they also opening to joint ventures and franchises in other selected countries because of cultural differences.



3.5 Services
Even though ZARA emphasizes product stewardship and doesn't require great service support, they follow a few standing instructions to keep customers happy and interested, so it is their prioritized rule is to avoid long lines or wait times in the store. Handling the customers complain and requirement is their priority to assure a good shopping experience in their shops.

3.6 Infrastructure
As Zara has a specific high-speed production and transformative business model and decentralized decision-making, it has configured its infrastructure to respond to and support IT technologies as critical business infrastructure. It allows a variety of activities, including evaluation devices for store managers, as well as distribution and production management. The main direction of the brand is determined by the CEO, who maintains close contact with the headquarters and is responsible for analyzing brand management, human resources, IT, transportation, real estate, etc. to ensure the continuous improvement of its infrastructure to awaken competitiveness (Dragunaite, I. Vaidzyulite, J, 2022).

ZARA also employs a business analysis team who are accustomed to reporting statistics and data on current market trends. Afterwards, they must analyze it and provide store managers, marketing and HR directors with usable strategy and design guidelines. Store managers and employees are at the bottom line of the hierarchy and brand infrastructure as they are responsible for maintaining the store's image and brand, constantly restocking and maintaining exclusivity by maintaining word of mouth.

3.7 Human Resources Management
Human resource management is crucial in Zara's business model. In order to provide a good customer experience, ZARA has its own Director of Human Resources who handles all related issues outside of operations, which is one of the criteria to ensure the right to recruit to support a good business (Dragunaite, I. Vaidzyulite, J, 2022). It relies heavily on staff training, with all stores conducting at least weekly training, and to keep up with fashion trends, product development teams are often required to attend fashion shows and exhibitions. In this way, the team will learn more about how their product drives customers to buy. On the other hand, employee satisfaction and motivation by store managers is also a very critical aspect of ZARA's human resource management strategy.

3.8 Technological
Zara's one of the key aspects of technology development strategy must be information transfer which allows keeping the entire supply chain connected through the flow of data and information from store managers to headquarters and back. PDA software (Personal Digital Assistance) is one of the technological products used by ZARA for years. The software is also used in stores to keep the supply chain transparently informed with all sales and distribution data, corresponding to market changes.

3.9 Procurement
As mentioned above, one of the marketing strategies is to provide cheap but stylish wear to customers. ZARA has committed to sourcing its raw materials from regional divisions and offices in the UK, China, the Netherlands and other branches in Europe, Asia and Australia to assure the best price from bulk purchase and varieties from regions (Danziger, P., 2022). ZARA also buy inputs and certain quantities of finished goods from outside suppliers who usually enter the market for low-cost. According to their official website, they have their own manufacturing factory in Spain where they turn those inputs into products of their designs as fast as possible to assure a constant flow of goods for sale according to their optimal model.

















4.0  BUSINESS ANALYSIS 

SWOT analysis is conducted below intending to analyze ZARA’s business situation.

ZARA’s SWOT analysis
	Strengths
	Weaknesses

	1. A famous and popular fast fashion brands around the world
2. The brand value
3. Unique clothes design
4. Easy to afford the price
5. Good supply chain
6. Low cost of production
	1. Insufficient specific products for the brand
2. Insufficient advertisement and promotions
3. The brand switching is high

	Opportunities
	Threats

	1. Online shops development
2. Use technology for sales
3. Ongoing expansion of markets to developing countries such as India.
	1. The rise in the number of online and high street competitors
2. Pandemic causes recession
3. Raise environmental awareness
4. Increasing popularity of the second-hand clothing market



Marketing Mix (4Ps) Strategy
	Product
	Price 

	• Offer products for all age group of people
• Whether formal or casual, ZARA has a one-stop solution for everyone
• Unique and creative fashion products made by local talent
• At least 10,000 designs per year



	• Inexpensive but stylish products
• Premium discounts for loyal customers

	Place 
	Promotion 

	• Stores in more than 70 countries, with more than 6,000 stores in convenient locations
• Competitive supply chain helps ZARA bring new products to stores as quickly as possible
	•Nearly no investment on promotion and advertisement
• Rely on the word-of-mouth



According to the above SWOT analysis and marketing mix (4Ps) strategy, ZARA is considered to be one of the market leaders who can dominate the fast fashion market. They were among the top ten most valuable apparel brands in the world in 2018 (Danziger, P., 2022). Nevertheless, their sales have plummeted and many stores have closed in recent years. According to ZARA's annual report, net profit for the year ended March 31, 2019 fell by 13.4%. In 2020 the problem has become even more serious. Due to the coronavirus and the economic downturn, ZARA has closed nearly 1,200 fashion stores worldwide. However, in recent years, they have faced huge and new challenges from the new presence of online stores. As Heaven Raven (2022) commented, the threat from the rise of online retail has emerged as the new dominant player in the market.

4.1 Why ZARA will face difficulties?
i. More new competitors in the market
Today, more and more customers are increasingly using mobile devices or the Internet to shop. These platforms provide customers with more convenience, choices, and better value (Musso and Druica, n.d.). Musso and Druica stated that although the new generation of fast fashion giants such as ZARA and H&M are still dragging the huge burden of physical stores. ASOS, Boohoo, Misguided and many other "super-fast fashion" brands have emerged one after another. ...and other production systems with e-commerce as the main platform have been reduced. It just takes a week to go from design to sale, and it can even satisfy consumers by updating hundreds of products every day (Heaven Raven, 2022). Promote their products from the use of social media like Twitter and Instagram and easily gain people's attention without much advertising expense. This explains why online marketing is an increasingly popular trend in the world. This is one of the major reasons for the decline of "brick-and-mortar" retailers, because brick-and-mortar stores are far more expensive to operate and therefore less competitive.

ii. Economic downturn
Sales have gone done continuously due to Covid-19. Taking Hong Kong as an example, according to the statistics of the SAR government Census and Statistics Department (censtatd.gov.hk). Total retail sales fell 36.1% year-on-year in April. This includes the apparel, pharmaceutical and alcosmetic industries. they all suffered losses of around 60% (Sme, 2022). On the other hand, HKTV mall, a well-known local online shopping platform, reported by Ming Pao (2022) that the monthly transaction volume increased by more than 100% year-on-year. This problem is not only happening in Hong Kong, many countries have also experienced historic economic downturns and have struggled to recover. As Topick (2022) reiterates, some companies may not even be recovered from a prolonged slump throughout the economic downturn by shutting down operations.

iii. Increasing popular for second-hand clothing market
In recent years, consumers' awareness of environmental protection has become stronger and stronger. As fast fashion is a trend that destroys the environment, such as the rapid disposal of clothes, the consumption of a lot of raw materials, the burning of unsold inventory, etc. The mass production of fast fashion is bad for the environment, leading to the rise of a second-hand clothing market. According to the 2018 annual report released by the used clothes consignment platform ThredUp and the data agency GlobalData, about 56 million girls have bought second-hand clothes in 2017, which had an increase of 12 million over the previous year, and the growth rate in recent years is faster than general clothing retail. According to ThredUp’s 2019 Resale Report, the market is 21 times faster (thredUP, 2022). Additionally, buying second-hand items is no longer limited to traditional flea or second-hand markets. Many second-hand boutiques and antiques are sold online. These platforms have become very popular. The biggest online platforms like ThredUp and The RealReal have become the new fashion lovers. Speaking to CNBC about the world's largest financial channel, Neil Saunders, managing director of GlobalData, said: "The growth in resale compared to the overall apparel market has been phenomenal. and sustainability preferences, we expect high growth to continue” (Sustainable Fashion, 2022). Therefore, the second-hand market has begun to give the market more product priority and choice. This inevitably presents challenges and threats to high street 'brick and mortar' retailers.
4.2 Advantages and Disadvantages of e-shopping
With some direct-to-consumer (D2C) brands like Amazon even starting to expand into brick-and-mortar stores, it's a clear fact that traditional high-street "brick and mortar" brick-and-mortar retail has been eliminated, according to Hubbard. (2022). McKinsey also opened its first brick-and-mortar store in the United States, Modern Retail Collective, selling underwear, make-up, and jewelry as a test field for new retail. Many US retail startups have become entrepreneurial unicorns by having over $1 billion (US) in profits, such as travel lifestyle brand This direct-to-consumer (D2C) brand is revealing to pure-play retailers that the e-commerce experience is just as important as the in-store experience (Hubbard, 2022).

Online retail stores are under a big threat of becoming an emerging commercial retail model which is growing faster than expected, as Jóhannsson (2022) reiterates. Compared to traditional shopping, online shopping saves more time and effort to convince people. By shopping online, people don't have to go out and wait or find what they want. However, sometimes people do not have a strong desire to buy, but they still want to go shopping and see some products they like (M. Gull and A. Pervaiz, 2020). However, online platforms are more attractive to them as people just need to check the website from home and wait for the delivery of their chosen product, as Bbpmedia (2022) suggests, using e-commerce also makes it easy for customers to compare from different stores products because they can browse several websites to compare the quality and price of different retail stores. It has changed the traditional way of retail and consumer behavior, becoming a new consumption growth point (Jóhannsson, 2022).

Still, there are some downsides to online shopping, both personal and social. First, online shopping obviously exposes personal information to the public and may pose a threat to people's own privacy and security (The Balance, 2022). Secondly, when people rely heavily on the internet, there will be less communication with each other, and when people use the internet excessively without any outdoor activities, it may also affect people's personal health, and even worse, may cause some Health problems such as obesity, etc. M. Gull and A. Pervaiz (2020).

4.3 The main value of physical retail shops
Critically the main value to draw customers back to the high street is the shopping experience, which is always difficult to replicate online (M. Gull and A. Pervaiz, 2022). Some customers still want the shopping experience to take advantage of brick-and-mortar stores because they are willing to try, taste, or touch currently accessible products offered by salespeople and experience shopping (Harvard Business Review, 2022). As such, this remains a key value to the existence of "brick and mortar" retail stores on the high street.

5.0  CONCLUSION AND RECOMMENDATIONS
To conclude, technology is improving every day, enabling every part of our world to be reflected, reacted, and innovated (Harvard Business Review, 2022). A successful "brick and mortar" retailer should be able to coordinate virtual and physical channels. In 2022, although many high streets retail stores are still affected by the epidemic and sales have been hit hard, the retail industry will continue to develop in the long run. Creativity in the brick-and-mortar space can still drive brand love, loyalty, and “brick and mortar” sales, as the example above shows. Overall, the popularity of online business cannot be ignored, and if physical store retailers want to regain their former success, they will need to inject innovation, incorporating technology applications into their businesses to improve convenience and enhance the presence of online stores that may not be able to replace and dominate. The Shopping Experience (M. Gull and A. Pervaiz, 2020). In this case, the coexistence of their "brick-and-mortar" retailer and online store may lead to better customer satisfaction.

How should ZARA react
High street “brick and mortar” retail such as the business models and online retail stores operated by ZARA, direct-to-consumer (D2C) brands such as Amazon have their own survival value in the market. As suggested by M. Gull and A. Pervaiz (2020) and reviewed by Harvard Business Review (2022), online presence does not completely eliminate high street retailers and completely replace them. As long as people want the shopping experience and maintain the urge to interact or socialize with each other, it's hard to imagine that there won't be any more "brick and mortar" retail stores, as M. Gull and M. Gull have repeatedly emphasized. A. Pervaiz (2020) and M. Gull and A. Pervaiz (2020). Growing e-commerce developments are likely to hit department stores and shopping malls, one of which is primarily used for shopping, more difficult than smaller stores (Jóhannsson, 2022). Nevertheless, the volume of cross-border and online shopping will only increase. For a traditional modern retailer like ZARA to survive in the future, it will have to continue to forge ahead and innovate in the face of increasing and intense competition with e-commerce, as Karlsson (2022) argues. Therefore, changes must be reserved for brick-and-mortar stores to coexist with online shopping.

Firstly, it is necessary for ZARA to develop the online market on the basis of physical stores. In the future, Internet use will only become more common (Pavitt, 1997). It's hard for high street retailers to ignore e-commerce, but there is absolutely no need to be inattentive to the physical store's appearance. Rather than that, it can be a competitive advantage for purely online stores by providing customers with a positive in-store experience. According to a report by British commercial real estate firm British Land, opening a physical store can increase retailer website traffic to local customers by 52% within six weeks (Shea D, 2022). So, successful e-commerce and popular brick-and-mortar stores are inextricably linked. In order to build a successful e-commerce, ZARA need to plan detailly in identifying who are their key customers. In order to become a successful brick-and-mortar retailers, their primary customers should be people who love and always shop at their brick-and-mortar store. They can start promoting their online store with an in-store experience. For example, when a customer asks a staff member for product assistance at ZARA’s brick-and-mortar store, the staff member can display their ZARA seasonal clothing from the online store website using a smartphone or tablet (BDC, 2022). They can then trade on the shelf or order the product from the website. In this way, their business can combine brick-and-mortar retail with e-commerce.

Second, it could be a great way for high street retailers to further develop their business by selling a wider variety of products. New products can be added to the store or make upgrades to existing products. ZARA is one of the companies moving in this direction, expanding into the color cosmetics market in 2018 (Danziger, 2022). The reason for product expansion is that it is really difficult to survive by just selling a single kind of product. There will always be competitors who can make a product cheaper, faster or better. Expanding product lines is one of the ways to minimize this risk (AB Tasty, 2022). It is suggested that ZARA continue to expand its business and add e-commerce to physical stores to meet the needs of different customers.

Thirdly, ZARA can consider on hiring experts to control the amount of company's inventory. By making good use of their experience in big data analysis, ZARA can effectively control the store and avoid excessive inventory and waste of resources. With people's increasing awareness of environmental protection, fast fashion companies should also consider using RPET (recycled PET fabric) as a raw material when producing products. Zara is a company spreading with eco-friendly messages. They launched the Join Life series in pursuit of sustainable environmental protection in 2016. In 2018, its parent company Inditex Group officially announced that in 2030 ZARA will only use recycled fabrics and other sustainable materials. They also claim that from 2020, they will not generate any clothing waste (Heaven Raven, 2022). The reason behind this is that fast fashion companies need to maintain a good brand image so that it is easier to attract people to buy their products.

Last but not least, ZARA should also make their payment methods more user friendly by investing in technology. The advantages of an online store is that they don’t have to wait in line as suggested by The Conversation (2022) to buy a product, but simply choose their preferred payment method to complete the purchase and wait for delivery. The same option should be available for "brick and mortar". E-payment has barcode scanning available. In this way. the customers can scan and purchase items with just a touch of a smartphone. The customers can then save their time and prevent traditional queues altogether.

At last of this review, we are looking forward to seeing the co-existence of high street “bricks-and-mortar” retailer and online store which may bring both altogether their advantages for better enjoyment and satisfaction to the customers and particularly boost of spendings from purchase by customers, booming future of economy globally and in the very near future rebound of business after overcoming from all the impacts of post-pandemic.

(word count: 4,899)
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