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[bookmark: _Toc223181386]Section 1: Strategic Analysis
[bookmark: _Toc223181387]Organisational Context and Overview
[bookmark: _Toc223181388]Company Background
ZARA is a leading global fashion retailer and the flagship brand of the Inditex group. The firm was founded in the year 1975 in Coruña, Spain, by Amancio Ortega (Simpson, 2025). In starting, it was established as a small clothing store by offering affordable products of high-end fashion because ZARA has developed into a global brand recognised for its ability for delivering new styles effectively and quickly. 
[image: ]
Figure 1: Logo of ZARA
(Source: ZARA, 2026)
In the 1980s and 1990s, the firm expanded in Spain and, after that, in global markets, which is supported by investment in store networks, design capabilities, and logistics. The company is effectively associated with the concept of fast fashion, which focuses on producing fashion clothes for consumers at affordable prices. Along with traditional seasonal cycles, the firm introduces fresh design throughout the year. This strategy encourages consumers for visiting stores regularly and allows frequent turnover of the product. Currently, ZARA is operating thousands of physical stores in the Middle East, the Americas, Asia, and Europe, which is supported by a strong platform of e-commerce that is serving consumers in around 200 global markets (Martin Roll Company, 2026). 
[bookmark: _Toc223181389]Mission, vision, and business models
The mission of ZARA is to provide high-quality and stylish clothing that shows current trends of fashion by remaining accessible to a broad base of consumers (Zhang, 2024). Its value proposition focuses on combining affordability, speed, and design. Consumers attain benefits from up-to-date styles at affordable prices. The business model of the company is developed on vertical integration. However, several competitors that outsource production, ZARA controls key stages of distribution, design, and manufacturing (Strategyzer, 2026). Moreover, this integrated supply chain allows effective coordination between retail stores, factories, and designers. ZARA could effectively respond to the market signals and preferences of consumers. Further, new products could move from concepts to store shelves in a few weeks. These response systems minimise the risk of inventory and allow effective management of stock. 
[bookmark: _Toc223181390]Industry and market position
The global fashion retail sector is price-sensitive, trend-driven, and highly competitive. Consumer demand requires quick changes that need retailers to balance low costs with fast production. The competitors of ZARA are Shein, Uniqlo, and H&M, which are changing the preferences of consumers (Zheng, 2025). In the competitive environment, ZARA has a strong position with the help of its affordable pricing, ability for translating runway trends into commercial products, and speed to market. Its combination of design responsiveness and operational efficiency has helped in establishing the brand as one of the most effective players in the global fashion industry. 


[bookmark: _Toc223181391]External and Internal Environment Analysis
This section helps in providing an analysis of the internal and external business environments of ZARA. Understanding all these environments is important for identifying how the organisation implements and formulates strategy. External analysis analyses threats and opportunitiess raises from industry structure and macro environment. However, internal analysis evaluates the competencies, capabilities, and resources of firms that develops competitive advantage. The discussion integrates Porter’s five forces models, PESTEL framework, and the VRIO analysis framework for analysing whether ZARA could sustain its strong position in the market. 
[bookmark: _Toc223181392]External Environment- PESTEL Analysis

Figure 2: PESTEL Analysis framework
· Political factors: It has been analysed that political factors impact the operations of ZARA because the firm operates in more than around one hundred countries, as well as depends on the networks of global sourcing (Jean, 2024). Import restrictions, tariffs, and trade regulations could impact the delivery times and costs. For example, higher duties of customs on textile garments could reduce margins and enhance prices for changing suppliers. Change in trade agreements between the Americas, Asia, and the European Union could also influence how easily products could move to global markets (McKinsey & Company, 2025). In the regions of manufacturing, political instability leads in presenting several risks. Government changes, protests, and strikes could interrupt the production of the factory and delay shipments. These disruptions could develop stock shortages in stores as well as influence the satisfaction of consumers. Moreover, the policies of the government regarding the labour rights, environmental standards, and taxation could increase the costs of operations. For managing these risks, ZARA adopts a flexible strategy of sourcing and requires part of its production to be done at its headquarters in European countries and Spain. This approach minimises dependence on suppliers as well as allows quick response to the disruptions of politics (Dadush, 2023). Political factors need strategic planning and continuous monitoring for maintaining the stability of operations. 
· Economic factors: The conditions of the economy directly shape the purchasing behaviour of consumers in the fast fashion market (Madudova, et al., 2025). During the economic growth periods, consumers have higher income of disposable. This is advantageous for ZARA by enhancing sales volumes as well as supporting the expansion of the store. However, rising unemployment, inflation, and economic downturns reduce the confidence of consumers as well as limits the spending. The affordable pricing strategy of ZARA helps in remaining competitive in an economic downturn (Anderson, et al., 2025). Consumers who reduce spending on premium brands could switch to lower alternatives such as ZARA. An increase in the prices of raw materials, energy expenses, transportation, and wages could reduce profitability. The fluctuations of the currency exchange rate could impact the expenses and revenues in operating globally. Therefore, ZARA could maintain effective cost management, strong financial control, and flexible pricing for coping with economic volatility. 
· Social factors: Cultural and social trends highly impact the consumption of fashion in the marketplace. Consumers highly seeks for trends fashion clothes that show their personal identity and style (Vázquez-Atochero and Romero-Sanz, 2025). The business model of ZARA attains benefits from this behaviour because it updates its lines of product as well as introduces new designs every week. Frequent changes of product leads in encouraging repeat purchases as well as developing an exclusivity sense. However, social attitudes towards ethical responsibility and sustainability are rapidly changing. Several consumers are mainly concerned about the labour conditions, waste, and environmental damage. The criticism of the public, with the help of social media, could influence brand image. Consumers highly expect firms for showing social responsibility and transparency. Younger generations prefer digital experiences of shopping that include home delivery and online ordering (Galhotra, et al., 2023). These social trends need ZARA for adopting responsible practices, improving its digital presence, and communicating efforts of sustainability clearly for meeting the consumer expectations. 
· Technological practices: It has been identified that technology is important for the competitive advantage of Zara. The firm utilises advanced systems of information for coordinating distribution, manufacturing, and design. Artificial intelligence and data analytics help in predicting the demand of consumers and identifying popular styles (Okeleke, et al., 2024). This information helps in supporting faster decision-making as well as reducing the excess inventory risk. Radio-frequency identification tags help in tracking products in real time, reducing theft, and improving the accuracy of inventory. Furthermore, automated distribution focuses on increasing the efficiency of logistics and speeding up deliveries to stores globally. The technologies of omnichannel implement offline and online channels by allowing services such as easy returns and click-and-collect (Yiğit, 2025). These innovations increase consumer convenience and improve the performance of the operation. However, rapid change in technology leads in showing several challenges. Continuous investment is important for training the employees and updating the systems. Furthermore, firms that fails for innovating could fall behind their competitors. Therefore, ZARA could maintain strong technological capabilities of technology for attaining its competitive position. 
· Environmental factors: The issues of the environment are also important in the global fast fashion industry. Clothing production consumes suitable natural resources that include energy and water, and generates large textile wastage (Akter, et al., 2022). ZARA faces high pressure from environmental groups, consumers, and regulators for reducing its environmental footprint. Governments are introducing strict regulations of environment, such as waste reduction targets and emissions standards. Climate change could also impact supply chains with the help of extreme weather events (Rahman, et al., 2022). For addressing these challenges, ZARA has introduced initiatives such as energy-efficient stores, sustainable fabrics, and recycling programs. These practices aims for reducing the impact of environment by improving the reputation of the brand. Although, the measures of sustainability could enhance the costs in the short term because they contribute to stakeholder trust and long-term resilience. 
· Legal factors: Legal factors impact several aspects of the operations of ZARA. The laws of labour regulate conditions of working, employee safety, and wages (Gazi, et al., 2024). Compliance with all these regulations is important for avoiding reputational damage and penalties. The standards of product safety allow garments to meet the requirements of health. However, laws of consumer protection regulate the practices of marketing and product information. The regulations of data protection impact how consumer information is stored and collected, mainly in online channels. Enhancing requirements for transparency of supply chain and reporting of sustainability also develop new responsibilities (Garcia‐Torres, et al., 2024). The systems of legal compliane helps ZARA  in managing these risks as well as maintaining credibility with stakeholders. 
[bookmark: _Toc223181393]Industry structure- Porter’s five forces
	Porter’s five forces
	Impact

	Bargaining power of consumers
	High

	Bargaining power of suppliers
	Moderate

	Competitive rivalry
	High

	Threats of new entrants
	Moderate

	Threats of substitute products
	High


It has been analysed that the fast fashion industry is effectively characterised by high competition. Competitive rivalry in the market is high because several regional and global players are offering the same products. ZARA is competing with Shein, Uniqlo, and H&M for remaining competitive in the market. Rapid design cycles and frequent promotions of price enhance the pressure on margins. Furthermore, the power of the supplier is moderate because ZARA is working with several suppliers for reducing the dependency. The threat of substitutes is increasing due to second-hand clothing as well as rental services (Gray, et al., 2022). Furthermore, the threat of new entrants is moderate, while entry through online mode is easy. Therefore, attaining the logistics and scale capabilities of ZARA needs sufficient investment. 
[bookmark: _Toc223181394]Internal analysis
In terms of internal process, ZARA is putting an effective combination of intangible and tangible resources that help in supporting its competitive performance. The tangible assets of the firm are an extensive global store network, centralised hubs of distribution, and advanced logistics centres. These facilities ensure rapid delivery of products to stores, sorting, and effective storage. Moreover, in major cities, prime retail locations enhance the visibility and engagement of consumers by improving the sales opportunities and brand presence (García-Nieto, et al., 2025). Additionally, financial support from Inditex allows continuous store development, global expansion, and investment in technology. Along with this, ZARA is also able to attain a sustainable competitive advantage with the help of its intangible resources. The firm has developed strong recognition for affordable and fashionable products that build loyalty and trust among consumers. Organisational experience and knowledge in managing the operations of fast fashion is considered to be an important aspect (de Oliveira, et al., 2022). Skilled teams of designers understand the current trends quickly and transltate in ideas for commercial products. This knowledge is also difficult for competitors in contributing to long-term benefits. 
In capabilities terms, ZARA is suitable for effective coordination and rapid production. Vertically integrated supply chain of ZARA ensures close control in distribution, manufacturing, and design processes (Yang, 2025). This structure helps in supporting quick replenishment and short lead times of popular products in the market. The systems of inventory management limit markdowns and reduce excess stock leads in improving growth and profitability. Store feedback loops and real-time sales data help managers in responding to the changing preferences of consumers. 
[bookmark: _Toc223181395]VRIO Framework
	Resource/Capability
	Valuable
	Rare
	Inimitable
	Organised
	Competitive Implication

	Speed to market
	Yes
	Yes
	Yes
	Yes
	Sustained advantage

	Integrated supply chain
	Yes
	Yes
	Yes
	Yes
	Sustained advantage

	Brand reputation
	Yes
	Moderate
	Moderate
	Yes
	Temporary advantage

	Store location strategy
	Yes
	Moderate
	Moderate
	Yes
	Competitive parity

	Data systems/analytics
	Yes
	Moderate
	Moderate
	Yes
	Temporary advantage


The above analysis shows that the integrated operations of ZARA are difficult to imitate, as well as providing a better competitive advantage. Furthermore, all the other resources are attaining short-term benefits for the company, which makes it easy for competitors.    

[bookmark: _Toc223181396]CSR and sustainability objectives
[bookmark: _Toc223181397]Current CSR initiatives
As part of Inditex, ZARA has introduced various corporate social responsibility as well as sustainability initiatives for addressing social and environmental issues that are linked to the fast fashion sector (Jiang, 2022). The firm focuses on ethical sourcing by working monitoring factories and working with certified suppliers for ensuring compliance with labour and environmental regulations. Codes of conduct and supplier audits are utilised for promoting responsible practices of procurement and transparency. ZARA has integrated the programs of the circular economy and recycling. Several stores provide collection points where consumers could return utilised clothing for recycling and reuse. These practices aims for encouraging sustainable habits of consumption and reducing wastage of textiles. Additionally, the firm promotes the utilisation of fabrics such as eco-friendly fibres, recycled polyester, and organic cotton under labelled collections designed for reducing the impact of environment (ZARA, 2026). The company states that it supports the protection of workers, safe working conditions, and fair wages in the global supply chain. 
[bookmark: _Toc223181398]Critical evaluation
Along with these efforts, the practices of CSR in the fast fashion industry are subject to criticism. It is analysed that the claims of sustainability could develop risks of greenwashing if improvements in the environment are compared to the clothing produced (Lu, et al., 2022). Frequent consumption and high levels of production could generate emissions and waste. However, measures of sustainability could improve efficiency and reduce the risks of operations. For example, better management of resources could reduce costs while ethical sourcing minimises reputational damage (Adebayo, et al., 2024). Furthermore, stakeholders include investors, regulators, employees, and consumers, who highly expect responsible behaviour of business. 




[bookmark: _Toc223181399]Strategic fit
Corporate social responsibility aligns with the strategy of ZARA by improving the reputation of the brand as well as supporting long-term growth (Baena, 2024). The practices of sustainability help in building the trust of consumers, managing the risks of the supply chain, and differentiating the brand. With the help of implementing CSR, the firm aims for balancing commercial success with environmental and social responsibility. 


[bookmark: _Toc223181400]Comprehensive and Holistic view- Balanced Scorecard
The balanced scorecard framework, that is developed by David P. Norton and Robert S. Kaplan, provides a structured initiative for analysing the performance of an organisation by utilising non-financial and financial indicators (Yawson and Paros, 2023). 
[image: ]
Figure 3: Balanced Scorecard framework
(Source: CFI Team, 2019)
For ZARA, the balanced scorecard helps in translating the strategy into measurable objectives. The objectives of the balanced scorecard framework are learning and growth, internal process, customer, and financial. This approach allows the financial outcomes to be supported by continuous innovation, consumer satisfaction, and operational efficiency. 
	Perspective
	Objectives
	KPIs
	Targets
	Initiatives

	Financial
	Increase revenue and margins
	Sales growth, operating margin, and inventory turnover
	Steady annual growth
	Cost control and efficient sourcing

	Customer
	Improve loyalty and satisfaction
	Repeat purchases, online traffic, and satisfaction scores
	Higher retention rates
	Omnichannel retail and better store experience

	Internal Processes
	Reduce lead times and waste
	Production cycle time, stock turnover, and delivery time
	Faster replenishment
	Integrated supply chain and logistics optimisation

	Learning and Growth
	Strengthen skills and innovation
	Training hours, digital adoption, and new product launches
	Continuous improvement
	Staff training and technology investment


· Financial perspective: This perspective focuses on cost control, revenue growth, and profitability. The fast fashion model of ZARA aims for generating effective sales by introducing new collections that encourage repeat consumer purchases (Józefowiak, 2023). High turnover of the inventory minimises unsold stock and markdowns that protects the margins of profit. Cost efficiency is attained with the help of centralised logistics, limited advertising expenses, and vertical integration. Effective management of working capital and rapid replenishment of stock improve the flow of cash (Umeorah, et al., 2024). Key goals of financial management involve enhancing global revenues, reducing the costs of the supply chain, and maintaining strong margins of operating. These outcomes show the ability of the company for combining profitability and affordability. 
· Consumer perspective: This perspective analyses how the firm develops value for its target market. Zara has positioned itself as the brand that offers affordable and fashionable clothing with constant variety (Shen and Chen, 2024). The loyalty of the brand is supported by regularly refreshed collections that encourage frequent visit of store and develop scarcity. The experience of the consumer is increased with the help of convenient locations, integrated online platforms, and attractive layouts of the store. Digital engagement is highly important with e-commerce channels and mobile apps by allowing consumers for returning, purchasing, and browsing products easily (Wang and Choi, 2022). High satisfaction of consumers and a strong perception of the brand are important for maintaining long-term growth in the fast fashion sector.
· Internal process perspective: In the business environment of ZARA, internal processes are important to its success. With the help of controlling design, distribution, and manufacturing, ZARA could move products from concept to store in a few weeks (López, et al., 2022). This response system allows the company for adapting to the changing trends. The turnover of inventory is monitored closely for reducing waste and avoiding overstocking. Moreover, advanced tracking technologies and centralised distribution centres ensure timely deliveries and improve logistics efficiency to stores globally. These processes help in maintaining flexibility by controlling the costs of operation. 
· Learning and growth perspective: This perspective mainly focuses on technology, innovation, and people. ZARA highly invest in the training of employee for ensuring that designers, managers, and store staff understand the needs of consumers and market trends. Knowledge sharing between headquarters and stores supports effective decision-making. Innovation is encouraged with the help of experimentation with new materials and continuous development of the product (Attah, et al., 2024). Digital transformation involving inventory management systems, online platforms, and data analytics helps in improving operational accuracy and forecasting. Developing technological capabilities and employee skills allows the organisation for adapting to the changes in the market and attaining long-term growth. 


[bookmark: _Toc223181401]Strategic choices and implementation
It has been analysed that strategic choice helps in determining how ZARA attains competitive advantage as well as sustaining performance in the global retail market of fashion. The firm combines a clear positioning level of business with effective implementation of practices and broader corporate strategies (Aleem, 2026). Its strategy focuses on continuous adaptation, international growth, efficiency, and speed to the changes of market changes. 
[bookmark: _Toc223181402]Business-level strategy
In the level of business, ZARA  follows a differentiation strategy that is supported by design and speed of responsiveness. However, traditional retailers that launch collections along with ZARA introduce new styles. In the workplace, designers monitor trends of fashion, sales data, and consumer feedback for developing products that match current demand (Bafna, 2023). This process of rapid design ensures the firm for offering exclusive and trendy items that competitors could not produce in higher quantities. The firm also controls costs with the help of vertical integration. ZARA manages key supply chain stages that include distribution, manufacturing, and design (López, et al., 2022). This helps in lowering coordination and transportation costs and reducing dependence on external suppliers. Effective inventory management and limited advertising expenditure contribute to cost savings. With the help of combining differentiation with efficiency of operation, ZARA attains a balance between profitability and affordability. 
[bookmark: _Toc223181403]Corporate-level strategy
At the corporate level, ZARA has highly focused on global expansion. The brand operates in major cities across the Middle East, the Americas, Asia, and Europe by allowing it for reaching diverse segments of consumers as well as reducing dependence on a single market (ZARA, 2020). Global expansion supports economies of scale and increases the visibility of the brand. Social media, mobile applications, and online platforms allow the consumer for purchasing and browsing products suitably. Additionally, e-commerce also provides suitable data about the behaviour of consumers by helping the firm for forecasting demand (Ahmmed, et al., 2025). The implementation of physical stores with online stores, such as easy returns and click-and-collect, improves the convenience of consumers. The integration of sustainability is also a corporate strategy. The firm promotes recycling programs, energy-efficient stores, and eco-friendly materials. These practices aim for minimising the impact of environment by responding to the growing expectations of stakeholders. The efforts of sustainability also help in reducing the risks of regulatory compliance and protecting the reputation of the brand. 
[bookmark: _Toc223181404]Change management
Effective integration of all these approaches needs strong management of change. ZARA has implemented new technologies includes automated logistics, inventory tracking systems, and data analytics, for improving the efficiency of operations (Anozie, et al., 2024). These technologies support better control of stock and faster decision-making. The firm has transformed towards an omnichannel model of retail in which offline and online operations work efficiently (Li, et al., 2024). This change needs coordination between investment in digital infrastructure, staff training, and departments. The agility of the organisation is encouraged with the help of close communication between headquarters and stores, and decentralised decision-making by allowing rapid responses to the signals of the market. 


[bookmark: _Toc223181405]Strategic evaluation and recommendations
This helps in analysing the current strategy of ZARA as well as proposing some suitable recommendations for improving its competitive position. The tools of strategic evaluation help in identifying threats, opportunities, strengths, and weaknesses in external as well as internal environments (Pouresmaieli, et al., 2023). 
[bookmark: _Toc223181406]SWOT analysis
	Strengths
· Fast design-to-store lead times. 
· Strong store locations and a global brand. 
· High-cost control and inventory turnover (Yin, 2022). 
	Weaknesses
· Higher reliance in model of fast fashion. 
· Limited premium differentiation of the product. 
· Complex global operations. 

	Opportunities
· Emerging expansion of the market
· AI-adoption and data analytics
· Circular fashion and sustainable demand.
· Growth of digital retail and e-commerce. 
			Threats
· Saturation of the market in well-developed countries.
· Changing preferences of consumers
· High competition and price pressure (Zhu, 2023). 


The above analysis shows that ZARA attain benefits from brand recognition and operational efficiency. While it faces high pressure from digital competitors and sustainability issues. 
[bookmark: _Toc223181407]Strategy evaluation tools
TOWS analysis and the Ansoff matrix are the two main tools that help in analysing the options for growth. The Ansoff matrix shows that ZARA has followed the penetration of market as well as development strategies by expanding stores globally and enhancing sales in existing markets. However, future growth could need the development of products such as diversification in new services and sustainable collections. A TOWS analysis links strengths with the threats and opportunities. For example, the fast supply chain of ZARA could support new environmentally friendly products, while digital capabilities could minimise the threat from online competitors (Pavlidou and Tsami, 2025). The practice shows how internal capabilities could be utilised for managing external risks. 
[bookmark: _Toc223181408]Key issues identified
There are many strategic issues that have been identified from the above evaluation. The saturation of the market in North America and Europe limits the expansion of physical stores by reducing growth opportunities. The pressure of sustainability from regulators and consumer challenges the model of fast fashion because high production volumes develop environmental issues. Furthermore, online competition from other retailers enhances price as well as minimises the loyalty of consumers (Asawawibul, et al., 2025). The risks of the supply chain include transport disruptions, and geopolitical tensions could enhance costs and delay production. 
[bookmark: _Toc223181409]Recommendations
· ZARA could invest in the demand forecasting systems based on AI. In accordance with operations management theory, better forecasting minimises waste and excess inventory. This action could reduce costs, increase profitability, and improve the accuracy of stock. 
· The firm could expand its circular model of fashion by enhancing repair, resale, and recycling services. The strategy of Ansoff product development supports the circular fashion model. This initiative could strengthen sustainability performance, meet the expectations of consumers, and improve brand reputation.
· ZARA could diversify the locations of scouring for reducing the risk of the supply chain. The theory of risk management suggests that diversification of suppliers improves resilience. Establishing production in several regions could protect against disruptions and reduce delays. 
· ZARA could introduce a sustainable sub-brand by utilising eco-friendly and high-quality materials. This strategy of differentiation could attract conscious customers as well as enhance margins by increasing the responsible image of the company.


[bookmark: _Toc223181410]Section 2: Reflective account
[bookmark: _Toc223181411]Gibb’s reflective model 
This model has been developed by Graham Gibbs for analysing my process of learning by preparing, analysing, and researching the strategic management report on ZARA. The reflection mainly focuses on time management, academic writing development, application of strategic models, critical thinking, and research skills (Yeh, et al., 2023). 
Description
In this assignment, I conducted a comprehensive strategic analysis for ZARA. My task includes analysing internal and external environments of the organisation and integrating various frameworks of strategic management, that includes Porter’s five forces, SWOT, Ansoff Matrix, Balanced Scorecard, VRIO, and PESTEL. I had analysed the practices of CSR and provided some suitable recommendations for future improvement. For completing the report, I had collected information from company sources, industry reports, textbooks, and academic journals. I had structured the report in clear sections on the basis of the assessment brief, as well as followed the Harvard style referencing. I aims for presenting the analysis effectively as well as supporting all the arguments with evidence. In the entire process, I synthesised the concepts of theory from the models and integrated them into a real-world organisation for showing some suitable understanding. 
Feelings
At the starting of the assignment, I was very nervous and felt interested. ZARA is a global brand with large amounts of information that is available, and I was unsure of the way for selecting suitable sources and focusing on the strategic issue. Furthermore, I was also concerned about integrating several frameworks within the word limit. However, I was also motivated because the case study was connected to the current challenges of business, such as digital transformation and sustainability, and was realistic. After working on the assignment, my confidence has been enhanced because I started for understanding how different tools of strategic complement effectively. I had also felt more comfortable in evaluating the organisation describe it. 
Evaluation
I had analysed that there are many aspects of my work that are efficient. My skills in research improved suitably because I utilised a wide range of professional and academic sources. This has helped me in supporting my arguments with evidence. I also analysed that my structure was logical and clear, which has made the report easier. Furthermore, structuring the analysis in different sections helped me in managing the data and content. The utilisation of frameworks such as VRIO and PESTEL has helped me in identifying key issues and organising complex information. Further, the balanced scorecard allows me for connecting the performance of operations with strategic objectives. However, there are some weaknesses also because I spent more time gathering information. Additionally, managing the word count is more challenging for me because in starting I had write very much in detail in several sections. The management of time has been influenced due to spending much time in particular sections. 
Analysis
This assignment helped me understand how the theories of strategic management could be integrated in practice. In starting, I had worked on frameworks such as Ansoff and SWOT as the main theoretical tools. In this project, I realised that these frameworks are practical and helpful in making suitable decisions. For example, VRIO analysis helped me analysing the supply chain speed of ZARA, which is effective and difficulty for competitors, which explains its sustained competitive advantage. Additionally, my research skills have also been developed because I learned that way for searching academic databases, comparing different viewpoints, and evaluating the sources' credibility. This has improved the arguments quality and minimised bias. Critical thinking is also important because not all the information about the company could not be positive. I had to question the claims of sustainability and considering greenwashing risk. This process has provided me with the knowledge for balancing evidence as well as avoiding accepting the firm statements without any type of analysis. Integrating severalmodels has helped me in improving analytical thinking. PESTEL analysis has focused on macro-environmental forces, the balanced scorecard on measurement of performance, and the five forces on the competition of industry.
I had realised that planning is important for a large assignment because management of time is the main area. Breaking down different tasks in stages, such as referencing, revising, drafting, and research made effective management. 

Conclusion
Overall, this assignment is important in the experience of learning. I had developed writing, analytical, and research skills. Furthermore, I had learned the way for integrating strategic concepts of management into the problems of real business. I had recognised areas that requires improvements majorly time planning, concise writing, and critical analysis. The process has enhanced my confidence in improving my understanding of the theory connects to practice, and conducting independent academic work. 
Action plan 
For future professional development, I had planned many improvements. I could develop a clear schedule and start early research for allocating time for each project stage. This could minimise stress and allow time for revision. Furthermore, I could focus on critical evaluation, not on description, by asking some questions such as what, how, and why. These questions could help me in conducting a more in-depth analysis. At last, I could also continue for developing my skills of research by utilising industry reports and peer-reviewed journals. I could practise concise academic writing as well as editing for staying within word limits. I could improve my knowledge of data analysis and digital tools because these skills are highly important for strategic decision-making. 
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