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[bookmark: _heading=h.30j0zll]Introduction
[bookmark: _heading=h.1fob9te]Background
As a result of digital transformation, which has been further exacerbated by the COVID-19 pandemic, the world moving into the digital space has also transformed the way fast fashion brands communicate. The COVID-19 pandemic has led to a change in the shopping perspective of people, and as a result, online shopping increased by 95% in the year 2020 across the world (Shaw, Eschenbrenner, and Baier, 2022). The COVID- 19 influenced Zara to focus on its online services and close 1200 of its stores. The most significant threat for Zara was due to its declining income of householders in potential markets where Zara operates (IE Insights 2023). This has led to a decrease in consumer confidence, which decreases fashion product consumption. As a result, Zara's sales are negatively affected if the company does not reduce the prices of its fashion products, keeping the quality and variations the same as now. The value of Zara's fast fashion model is that it ensures retailers provide designer products to mass markets at relatively low prices and with extreme speed. 

Inditex is a Spanish multinational retail company and one of the largest fast-fashion retailers, which has eight brands, including Zara. Zara's success has enabled new competitors to copy Zara's business model, eventually designing and producing faster and cheaper the company with its ultra-fast fashion concepts. 

[bookmark: _heading=h.3znysh7]Research problem
The research problem is concerned with the analysis of the digital transformation of ZARA considering the market condition of the UK. The current research will further explain the needs and requirements of digital transformations for increasing the overall efficiency of organisational activities. It has been mentioned in the study of Feroz, Zo and Chiravuri (2021) that business owners need to implement digital applications in order to cut costs, resulting in an increment in profitability and output with more accuracy, altogether, leading to improvement in the overall organisational efficiency. The current research will also shed light on the challenges and impact of digital transformation in the functioning of core business activities of organisations with the help of Zara in the UK market. 

[bookmark: _heading=h.2et92p0]Research aim
To assess the overall impact of technology in the revolution of business operation of ZARA in the UK. 

[bookmark: _heading=h.tyjcwt]Research objectives
· To analyse the impact of digitalisation on the overall business performance of ZARA in the UK.
· To create a framework to understand the challenges faced by ZARA to implement digital applications in its business environment.
· To understand the chronology of strategies prepared by ZARA for the digital transformation of its business in the UK.
[bookmark: _heading=h.3dy6vkm]Research questions
· What are the impacts of digital transformation on the business operation of Zara in the UK market?
· Why has ZARA implemented digital applications in its business operations in the UK?
· What are the challenges and benefits of digital transformation witnessed by ZARA considering this UK market?

[bookmark: _heading=h.1t3h5sf]Literature review 
[bookmark: _heading=h.4d34og8]Themes 
Impact of Digitalisation on the Overall Business performances of Zara in the UK
Zara is the leader in its market due to its pioneering digital technological strategy. By adopting new technologies such as big data analytics, the Spanish clothing retailer Zara has managed to outpace its direct competitors. As one of the last fashion companies to take up e-commerce, the company has obtained a universal shopping experience that encompasses both its brick-and-mortar locations and its online stores. In the words of Xuejie et al. (2019), Zara has the predictive potential to understand what sorts of products will be easiest to sell. The immediate result of the digital transformation use is saving in inventory, which is a major expense for many fashion industries. The company's investment in big data analytics has ensured to personalised the customer experiences. 

According to Gosselin (2022), Zara's owner has been employing its digital strategy since 2012, which provides benefits over its competitors, such as Hennes & Mauritz, who are lagging far behind in their online transformations. In the year 2020, the online sales of the company increased by 76%, and online visits in the first three quarters of 2020 exceeded 3.4 billion, indicating a year-over-year increase of 44%. In the digital transformation at Zara, workers are warned to take matters very seriously and not simply to agree. The company's digitalisation strategy is closing 1,200 stores across the world not because they are unprofitable but because they do not link with the new corporate concept, which concentrates on big flagship stores and greater integration of online and offline shopping, transforming other stores into distribution centres. In the year 2020, Zara announced plans for digital transformation by investing up to 1 billion euros in online business development and another 1.7 billion euros (Ethan 2023). This ensures shoppers have a great experience with the company on any device, anywhere, anytime. As discussed in Shabir and AlBishri (2021), the Zara business model is a good example of the high stakes of a digital transformation for a brick-and-mortar retailer. As for e-commerce, Zara experienced 74% in online sales in the year 2020 as they adopted their digital communications and retrofitted their supply chains to accommodate shipments over in-store inventory. 

It has been mentioned in the study of Feroz, Zo, and Chiravuri (2021) that ZARA has opened its new stores in Westfield Stratford in the centre of London with key features of its pop-up stores. The authors further stated in their study that the newly built shops in Westfield possess additional features of RFID technology that offer an option for turmeric tomboy goods online in-store by utilising the motion of click and collect. As mentioned in Gosselin (2022), these stores also offer features to customers for future purchases as the staff in the store enters the order for the products by the customers with specified date and customisation factors if applicable. The store has another feature where the customers can select the outfits based on their choice, which is followed by the recommendation of other outfits also based on earlier selections by the same customers. It has been mentioned in the study of Shabir and AlBishri (2021) that the digitalisation effectiveness of ZARA can also be seen from its traffic of 47% that has come from the desktop, which is above the average of the clothing industry, which is 35.1%. 

Challenges and benefits associated with digital transformation witnessed by Zara 
Zara has recently faced three main challenges associated with e-commerce: competition and sustainability. To achieve its global expansion, the brand made a step toward digital expansion before 2020, and it paid off. Thus, in the year 2020, Zara recorded a 74% in their online sales alone. According to Gosselin (2022), The brands accounted for 14% of net sales, and ecommerce remains a small portion of Zara's business. It pales in comparison to its online native competitors, such as Boohoo and Fashion Nova. These digital pure-play retailers provide designs faster than Zara due to its marketing tools. Furthermore, due to their exclusive launch of celebrity-led collections, their master affects the marketing better. For example, Fashion Nova has mastered influencer collaboration with their 2019 collection, with Cardi B reportedly receiving a whopping $1 million just after their launch. With these new entrants, time to market has shrunk while variety has ballooned. 

According to Fares (2023), Zara has succeeded in mastering its physical fast fashion production chain, but it is running late on digital; Artificial Intelligence powered trend forecasting is the way forward. The brand has already multiplied technology-powered initiatives. In the year 2018, the fast fashion powerhouse teamed up with Jetlore, an AI-powered customer behaviour prediction platform, and a Spanish big data company. 
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Figure 1:  Zara online sales trend
Source: Statista Research Department (2023)
The above figure showcases the Zara online sales trend. Its online sales were exceptionally increased in the year 2022 as compared to its previous year, 2021. Online sales increased by 74% during the same period, a trend similar to that observed by other businesses during the covid 19 pandemic as customers moved online. In the words of Stenton et al. (2021), the significant advantages related to production processes. Many fashion brands are already using digital technologies such as RFID (Radio Frequency Identification) and PLM (Product Lifecycle Management). Due to digital transformation, it is possible to have a complete overview of the production process from design to distribution. This ensures that companies optimise processes, reduce waste, and save time and money. The digital transformation at Zara has ensured that fashion brands are more sustainable. Various innovations are helping the industry to reduce its social and environmental impact. 

[bookmark: _heading=h.2s8eyo1]Literature gap
The research on assessing the digital transformation of Zara in the UK requires a great emphasis on understanding the intricate nuances of digital transformation and its role in the organisation. However, there is a glaring gap in the prospects of the research literature covering the aspect of the present topic. The opinion of Xuejie et al. (2019), their research has highlighted the various aspects related to the present topic's objectives, but there are still some areas that need to be addressed regarding the current research study. The lack of in-depth information regarding the use of digital information may arise the problem of validity of the research study. The present research study has evaluated the challenges and benefits associated with digital transformation (Fares, 2023). The current state of the literature reveals that there are discernible gaps in the aspects of the study as much research has revealed the factors of digital transformation affecting its business performances. The study does not develop a conceptual framework as it is based on mathematical modelling which is impossible to receive the expected outcome of the research study. 

[bookmark: _heading=h.17dp8vu]Methodology
[bookmark: _heading=h.3rdcrjn]Research Strategy
The researcher will use the qualitative research strategy with an interpretivism research philosophy that will assist the researcher in the inclusion of data and information possessing behavioural analysis of the impact of digital transformation in the organisational structure of ZARA in the UK market. It has been mentioned in the study of HR and Aithal (2022)  that qualitative research strategy makes the strategy more relevant as it assists in the deep analysis of different variables, phenomena and contexts of the main research problems. The researcher will be able to perform a behavioural analysis in order to include more practical information explaining the overall chronology of digital transformation on the organisational structure with the help of an example of ZARA in the UK market. 
[bookmark: _heading=h.26in1rg]
[bookmark: _heading=h.lnxbz9]Data Collection
The secondary source of data collection will be selected by the researcher for analysing the organisational efficacy of ZARA impacted by its digital transformation in the UK. Moreover, The research will use secondary sources of data collection that will primarily include data sources like company websites, annual reports and business reports published by the ZARA itself. Apart from this, the researcher will use the research studies on ZARA that have already been published in Google Scholar to add relevant information and data explaining the effectiveness of digital transformation in ZARA for the UK market. It has been mentioned in the study of Lin, Chen, and Zhang (2018) that the secondary data collection methods do not require investment in time, effort and money. The application of secondary data will benefit the researcher as the researcher will not need to invest time, effort and money in data collection.
[bookmark: _heading=h.35nkun2]
[bookmark: _heading=h.1ksv4uv]Data Analysis
The application of thematic data analysis will be seen in the current research. The researcher will categories collected data and information into different themes in accordance with the nature of the data, followed by a deep analysis of each theme that will ensure a focus on every aspect of the main research problems which is related to the analysis of the digital transformation in ZARA for the UK market. Thematic data analysis with descriptive research design will help the researcher to dive deep into the analysis of each and every theme created out of the main research problem. It has been mentioned in the study of Lin, Chen, and Zhang (2018) that thematic data analysis is highly effective for any research topic that needs a specific and distinct explanation of its factors. The current research topic of analysis of the digital transformation of ZARA contains factors including its impacts, challenges, opportunities, increase in overall efficiency and analysis strategy of ZARA to tackle transformation successfully. Therefore, the researcher will end this research in the most distinct and specific manner, increasing the relevance and accuracy of the research to an optimum level. 
[bookmark: _heading=h.44sinio]
[bookmark: _heading=h.2jxsxqh]Ethical Consideration
Maloney, Freeman, and Robb (2021) stated in their study that ethical considerations should have to be followed by the researcher in order to keep the research activity free from any anti-social factors. The researcher will be focusing on the practices of ethical consideration, including the completion of the research free from personal biases, effective communication of research results, maintaining the records of provenance of the used data and information and maintaining confidentiality for the research results. 
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Figure 2:  Gantt Chart
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