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[bookmark: _Toc153653108]1. Introduction
The twenty-first century is an era of intense corporate competitiveness. There are many tough organizations that are now vomiting within this era. A brand currently requires sustained expansion and growing revenues to keep a solid and long-lasting presence. The most important factor is that every company must compete with its competitors. So that it may surpass its rival and claim the top position in the business sector. To do so organizations need to plan for sustainability (Dowsett, 2018). Zara is a well-known fashion company and has broad renown, but it still has to concentrate on expanding to claim the top position. In recent years it has seen a rise in the use of the word "sustainable," particularly in the clothes sector as the true costs of fast fashion had come to light. Fast fashion refers to changing the products as per the environment (Barile, 2019). It happens so fast that there is no stability or time frame. On the other hand, the sustainable development concept as it relates to the fashion business has practically lost all value and is becoming more difficult to describe.
[bookmark: _Toc153653109]2. PESTLE Analysis of Zara
	


Political factor
	Zara has stores in many countries, so national and global political rules in those places could influence the company's operations (Rostang et al. 2023). The European Union's regulations on free trade help Zara. This provides support to Zara because it makes it easier for the company to look for alternatives and send its products all over the world.

	




Economical Factor
	Inflation, a slowing economy, and financial struggles at the company level are all factors that might hamper an organization’s ability to prepare for future growth. Similarly, Zara has a huge footprint in markets throughout the world. The growth of the world economy is essential for this reason alone (Esbeih et al. 2021). The business may be severely impacted by the global recession. Financial collapse is currently affecting the entire planet. Because of this, Zara is unable to perform at her best. Its operations are negatively impacted by declining consumers' purchasing capacity & inflationary pressures. The current financial situation can restrict the brand's ability to grow financially.

	



Social Factor
	The business is focused on offering consumers the most recent apparel trends; thus, they face the threat of being fined for violating copyright and trademark laws. It is possible that Zara may be blamed and faced legal obligations for using other concepts. They were previously found guilty of copying designs from Adidas and Balenciaga. The laws of the nations where Zara trades may have a significant impact on the strategies of the firm which is used to extend its business globally.

	



Technological Factor
	With a global reach in mind, Zara does a significant amount of market research to find out what customers want. This research helps the firm, to what to pay attention to and why. With the help of new technology, they might have a more efficient logistics and supply chain. People are more likely to buy a product again if they liked it the first time, they used it. With the help of RFID technology, Zara is able to solve problems with logistics and the supply chain.

	


Legal Factor
	Zara has to face legal obligations as it operates in more than one country. Every country has its own export-import rules, laws regarding company running and management, ethical laws and many more. So Legal factors affect the operations and Zara has to modify its operation procedure to set up its setup in cooperation with the legal factor (Sanders, 2020).

	


Environmental Factor
	The environment has a big impact on the organization; Zara is also impacted by the environmental effect because it affects the fashion and consumer taste. So, Zara focuses on the environmental factor and settles down the products as the environment.


[bookmark: _Toc153653110]3. Porter’s Five Force Analysis Zara 
Threat of New Entrants (Low): New entrants to the apparel retail business face stiff competition from established names selling identical goods. New competitors pose a minimal threat, so businesses must innovate and differentiate through brand recognition and item distinctiveness to stay competitive. 
Threat of Substitutes (Low): Apparel is essential because it provides both insulation and security. However, the retail industry may be broken down into several subgroups that offer a wide range of products at a wide range of prices (Fernández-Stark et al. 2022). If a buyer is interested in fashionable clothing but does not have the means to buy it, they are free to browse at stores like Zara that carry similar styles at much lower prices.
Bargaining Power of Customers (Medium): Buyer power is significant since customers have secondary negotiating power. Retailers can attract and retain buyers by offering unique and useful products and services, as consumers can easily choose from numerous brands without a financial penalty.

[image: ] Porter Five Forces Analysis
Source: (Finney and Joseph, 2009)

Negotiation Power of Suppliers (Low): A large portion of the garment industry now uses factories and suppliers in developing countries like China, Bangladesh, Vietnam, and India because of the oversupply in the marketplace. As it can easily and affordably shift to other suppliers or engage in forward integration, the brand can make large purchases. 
Competitive Rivalry (High): Among the various apparel stores in the globe, H&M, Fast Retailing's UNIQLO, and Inditex's Zara are the three most formidable competitors on the international stage (Galindo Hernández et al. 2021). The clothing market is intensely competitive because of its fragmented structure, the prevalence of big and small enterprises, and the abundance of brands selling largely interchangeable goods. Brands like Zara can compete and win consumer loyalty because of their focus on item characteristics and quality.



[bookmark: _Toc153653111]4. SWOT Analysis Zara
	Strength
	Weakness

	· Trendy clothes
· International reach
· Value of a brand
· Great online presence
· Affordable products
· Fast, efficient production lines
· Effective manufacturing design
· Visual goods

	· Low marketing and advertising relative to competitors
· Negative impression of pricey brand
· Competitive fashion industry
· Poor supply chain Insufficient product info


	Opportunities
	Threats

	· Electronic commerce and channels
· A vast worldwide market
Zara can target Trademark design time
	· False Copying
· High-end fashion merchandisers compete fiercely.
· Covid-19 and economic downturns




[bookmark: _Toc153653112]Advantages and Disadvantages of SWOT
The SWOT analysis is a useful tool for strategic planning because it compares the strengths, weaknesses, opportunities, and threats of the internal and external factors that affect a business with each other. Its value comes from the fact that it gives companies a structured way to make the most of their own resources and deal with problems. SWOT analysis helps you make better choices and come up with a better strategy by looking at all the important internal and external factors at the same time. Better organizational knowledge and more efficient proactive planning make it easier to adapt to new situations. The above being said, SWOT analysis does have some problems. When something is oversimplified, all of its details, interdependencies, and complexities are lost. Because the research was done by a person, the results may not be as reliable as they could be. The rigid structure of the review might not take into account how the business world is always changing. One hundred times scarier than the last one. Adding new data to studies on a daily basis and getting more tools can help businesses use SWOT analysis more.







[bookmark: _Toc153653113]5. Segmentation, Targeting and Positioning
[bookmark: _Toc153653114]Segmentation
Global recognition has propelled Zara to the ranks of the most illustrious names in high fashion. Zara sells apparel for infants, toddlers, and adults. All sorts of apparel, footwear, handbags, pants, blouses, sweaters, T-shirts and accessories are on sale. Zara uses them in her marketing mix, which is an important aspect of her product strategy. This store provides everything from dressy to casual wear, so it's perfect for anyone shopping for clothes. You might discover a plethora of styles at Zara. An annual minimum of 10,000 unique designs are unveiled. Everyone from affluent fashionistas to regular folks loves Zara. The preferences of the target market impact the availability of a product line.
Zara prioritizes trendy, contemporary styles and constantly updates its inventory to meet customer requests. Zara is committed to decreasing waste as a company that promotes sustainable development (Jha and Veeramani, 2021). Security badges and coat hangers are both put to new uses. The products sold by Zara are packaged in paper or biodegradable plastic bags. A number of Zara's items are made from sustainable materials, such as organic cotton. Putting a distinctive label on these items makes them more noticeable.
[bookmark: _Toc153653115]Targeting 
ZARA's high-net-worth clientele consists primarily of individuals in their twenties and thirties. Additionally, it caters to trend-conscious consumers, which is an additional advantage (Allam et al. 2020). ZARA aims to promote impetuous buying behavior by considering the demanding schedules of its clientele. Because individuals possess diverse needs and preferences, the highest quality service rendered to one consumer might not be optimal for another. The company's target demographic comprises individuals who value modern aesthetics and are looking for affordable ways to enhance their sense of style. By establishing retail locations in densely populated areas and regularly introducing new, affordably priced product lines, ZARA could potentially penetrate this market.
In general, organizations develop unique customer profiles for each consumer segment they cater to. Ensure that the intended service or product is compatible with the component's essential characteristics prior to making a selection (Assandri et al. 2021). Proper functionality of the component with the target system is a prerequisite for its classification. Zara employs a market segmentation strategy characterized by minimal differentiation. Despite this, the company continues to prioritise youth due to the rapid rate at which children outgrow apparel. Undifferentiated marketers, such as Zara, aim to provide their product or service to the entire market, irrespective of the demographic differences among their target audience. Currently, the organization is engaged in product development and strategizing an advertising campaign with the objective of maximizing its reach and generating increased sales.
[bookmark: _Toc153653116]Positioning 
Zara, with the motto "quick, inexpensive fashion," caters to customers all around the world in the fashion industry. Zara, a global brand, has achieved success without resorting to "quick fashion" or relying on celebrity designers. The rapid imitation strategy, as a metaphor for fast fashion, priorities lightning-fast design, production, and sales to satisfy client wants as soon as they exist (Piscine, 2022). Zara's target demographic consists of fashion-forward young people (aged 20 to 35) who are unable to splurge on high-end names. As a result, Zara adopts a rapid fashion approach to satisfy the desires of this group, which is particularly effective in the current market situation.
Zara spends very little money on advertising. It is seen negatively by the press. In addition, the owner avoids media interviews. Unlike its competitors, it does not indulge in flamboyant advertising campaigns. Zara's advertising will no longer be broadcast on television. Traditional advertising, on the other hand, focuses on youthful fashion trends and is aesthetically beautiful (Berbiche et al. 2020). Zara distinguishes itself from the competitors due to its inexpensive costs, diverse pattern selection, and short turnaround time. Instead of adopting costly marketing strategies, the company promotes itself using social media and advertisements. Zara manages a wide number of social media accounts.
[bookmark: _Toc153653117]6.4P’s marketing mix
[bookmark: _Toc153653118]Product 
While the term "fast fashion" did not exist when Zara initially made its global fashion debut, that was precisely its goal. The proprietor's goal of providing clothing in an unusual way was present from the beginning of the company (Bruijl, 2018). Over the years, retailers have used seasonality as an excuse to crank out a tone of new clothing and then sell off the rest at rock-bottom prices.
[bookmark: _Toc153653119]Price 
When customers think about the great quality of Zara's clothing—which is on level with other high fashion names today—and how reasonably priced the company is, they are typically pleasantly pleased. Due to the premium price approach and the continued position of Zara products as high fashion, the average customer may still find that Zara things are on the pricier side.
[bookmark: _Toc153653120]Place
It took some time, but Zara eventually expanded stores outside of Spain. The rest, as they say, is history. Zara first opened its store next door in Portugal, and then it opened another one in India (Chunling, 2020). They quickly established offices in nearly all of the world's major cities, including Vladivostok, Seoul, Tokyo, New York, London, Madrid, Rome, Paris, and Saint Petersburg. There are 2,242 Zara locations throughout 96 countries as of right now, and that number is probably just going to rise.
[bookmark: _Toc153653121]Promotion
Also noteworthy about Zara's marketing techniques is the relatively low amount of money they spend on ads. Zara spends millions on ads yet, unlike its rivals, doesn't even air TV commercials. Affordable and highly effective social media marketing tactics are used by Zara (López et al. 2022). If Zara wants to let its 30 million Facebook followers know about an event or new clothing range, all they have to do is publish a status update. Posting a few photos to Instagram and encouraging its 45 million followers to do the same is always an option for Zara in case that isn't sufficient.
[bookmark: _Toc153653122]7. Recommendation
It is recommended that ZARA revise its statement of fundamental beliefs and add the principle of paying fair wages as well as treating everyone equally (Perry and Wood, 2019). To guarantee that now every employee, regardless of skin color or religion, is treated with consideration at work, the management and human resources of the company should take full accountability.
Furthermore, it is suggested that the company just provide employees considerable benefits, including such employee benefits and much more. Offering freedom as well as maximizing customer satisfaction to the staff will raise their happiness levels which also will benefit ZARA because it has been seen that happy employees work more efficiently.





[bookmark: _Toc153653123]8. Conclusion
From the above, it can be concluded that Zara is a bigger fashion brand than others, but it is in the process of being the biggest. Environmental analysis shows that Zara is controlling the factor efficiently with proper marketing and management strategies. The Corporate strategies and market entry strategies will help Zara to expand its branches to other nations, which will again help in revenue growth as well as profitability. The recommendations should be followed to achieve effective operation and it will also strengthen the company externally as well as internally to achieve its vision. Zara is doing CSR activities but there is no strong proof of that. So, Zara needs to focus on CSR activities as well focus on employee satisfaction and solving the ethical issues of the organization. After Zara may become the top global leader in the fashion industry.
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