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[bookmark: _Toc349514483]1 Executive Summary
ZARA, the flagship brand of the Inditex Group, operates within the highly competitive global fast-fashion industry, an environment that has been significantly reshaped by digital disruption, rapid technological advancement, and evolving consumer expectations. The increasing dominance of online retailing, the application of data analytics and artificial intelligence (AI), and intensified global competition have placed sustained pressure on traditional fast-fashion business models. Although ZARA has historically achieved competitive advantage through speed, flexibility, and a vertically integrated supply chain, these environmental changes require ongoing strategic and organizational adaptation.
This report is written from the perspective of a Change Manager and aims to develop a strategic change management plan to support ZARA in responding effectively to internal and external challenges. The report examines the key triggers for change affecting the organization, including digital transformation, shifts in consumer purchasing behavior, and the need for greater operational agility. Contemporary strategic management literature highlights that organizations operating in dynamic environments must continuously realign their strategies, capabilities, and structures to sustain competitive advantage (Johnson, Scholes, and Whittington, 2020).
The report also evaluates relevant change management approaches and considers the role of leadership and organizational culture in enabling or constraining successful change. Research suggests that digital transformation is not solely a technological initiative but requires fundamental organizational and cultural change to ensure successful implementation (Warner and Wäger, 2019). Based on this analysis, the report proposes a structured change management plan focused on strengthening ZARA’s digital capabilities, supporting employee adaptation, and aligning strategic objectives with long-term organizational sustainability.










[bookmark: _Toc324846632]2 Introduction
The global fashion retail industry has undergone significant transformation over the past decade due to advances in digital technology, changing consumer behavior, and increased competitive intensity. The growth of e-commerce, the use of artificial intelligence in supply chain and customer engagement processes and rising expectations for speed and personalization have disrupted traditional retail models. As a result, fashion retailers are increasingly required to implement strategic and organizational change to remain competitive within volatile and uncertain markets.
Change management has therefore become a critical organizational capability, particularly within fast-fashion organizations that operate under conditions of continuous pressure and rapid decision-making. Academic research emphasizes that successful change requires not only strategic intent but also effective leadership, employee engagement, and alignment between organizational culture and strategic objectives (Kraus et al., 2021). Without a structured approach to managing change, organizations risk resistance, inefficiency, and loss of competitive advantage.
This report focuses on ZARA as a case study of strategic change management within the fast-fashion sector. ZARA represents a relevant organizational context due to its global scale, reliance on speed and responsiveness, and increasing need to integrate digital technologies into its operating model. By analyzing the organization's environment and approach to change, the report aims to demonstrate how effective change management can support long-term competitiveness and organizational resilience in a rapidly evolving business environment.









[bookmark: _Toc78300570]3 Organizational Background
[bookmark: _Toc617761223]3.1 Overview of ZARA
ZARA is an international fashion retailer operating within the fast-fashion segment of the global apparel industry and is the largest brand within the Inditex Group. The organization competes in an environment characterized by rapid changes in consumer demand, intense competition, and short product life cycles. ZARA’s global operations are supported by a hybrid retail model that integrates physical stores with online sales channels, allowing the organization to reach a wide and diverse customer base across international markets (Ghemawat and Nueno, 2019).  A defining feature of ZARA’s organizational model is its emphasis on operational responsiveness and close coordination across business functions. Unlike many competitors that depend heavily on long outsourcing chains, ZARA employs a tightly coordinated system that links design, production, and distribution. This model enables faster decision-making and greater control over product availability. Research into fast-fashion strategies highlights that such organizational integration enhances responsiveness and reduces market uncertainty in volatile retail environments (Tokatli, 2008).
Nevertheless, the external environment facing ZARA has become increasingly complex. The acceleration of digital technologies, the expansion of e-commerce platforms, and heightened global competition have reshaped the fashion industry. These developments have placed pressure on established fast-fashion retailers to continuously reassess their organizational structures and strategic priorities. As a result, ZARA faces an ongoing requirement to manage strategic and organizational change to maintain competitiveness and operational effectiveness.
[bookmark: _Toc1176609887]3.2 Products, Achievements and Future Direction
ZARA’s product offering includes fashion apparel, footwear, and accessories for men, women, and children, with collections that are frequently updated to reflect emerging trends. The organization's fast-fashion approach allows it to move designs rapidly from concept to market, encouraging frequent customer visits and reducing reliance on seasonal collections. Studies of consumer behavior in fast fashion indicate that rapid product turnover plays a significant role in sustaining customer engagement and brand relevance (Barnes and Lea-Greenwood, 2010). One of ZARA’s major achievements has been the successful scaling of its fast-fashion model on a global level while maintaining consistency in brand identity and operational performance. The organization has also demonstrated adaptability by expanding its online retail presence and investing in digital technologies to support sales growth and customer interaction. Research suggests that retailers capable of integrating physical and digital channels are better positioned to respond to changing consumer expectations and competitive pressures (Verhoef, Kannan and Inman, 2015). Looking to the future, ZARA’s strategic direction is increasingly focused on digital innovation, supply chain optimization, and sustainability. The organization aims to improve the use of data analytics and digital tools to enhance forecasting accuracy, inventory efficiency, and customer personalization. Academic literature highlights that sustainability and digital capability development are becoming central strategic priorities for global fashion retailers seeking long-term resilience (Bick, Halsey and Ekenga, 2018). Consequently, structured change management will be essential to support ZARA’s ability to adapt its operations, workforce, and organizational culture to future industry demands.
[bookmark: _Toc661069184]4 Analysis of ZARA’s Recent History and Triggers of Change
[bookmark: _Toc1806661163]4.1 External Environmental Triggers of Change
The global fashion retail industry has experienced significant transformation over the past decade, creating sustained pressure on fast-fashion retailers such as ZARA. One of the most influential external triggers of change has been the rapid expansion of online shopping, which has fundamentally altered consumer purchasing behavior. Customers increasingly expect convenience, speed, and seamless digital experiences, reducing reliance on physical stores and intensifying competition across the sector. Academic research suggests that the digitalization of retailing has reshaped value creation and forced traditional retailers to adapt their operating models to remain competitive (Hagberg, Sundstrom and Egels-Zandén, 2016). Digital disruption has further challenged ZARA’s traditional fast-fashion model. Advances in digital platforms and data analytics have enabled new market entrants to compete effectively with established retailers by responding rapidly to consumer demand and trends. These digitally enabled competitors often operate with lower fixed costs and greater scalability, increasing competitive pressure within the industry. Research into digital transformation highlights that organizations must continuously adapt their strategies and structures to respond to such disruption or risk loss of market relevance (Vial, 2019).
[bookmark: _Toc1929463403]4.1.1 Digital Disruption and Online Retail
Digital disruption has fundamentally changed how fashion retailers interact with consumers and manage their operations. The increasing dominance of online retail platforms has reduced barriers to market entry and intensified competition from digital-native firms. For ZARA, this shift has required greater integration between physical stores and online channels to deliver a consistent omnichannel of customer experience. Failure to respond effectively to digital disruption could result in declining customer engagement and reduced competitiveness within the fast-fashion sector (Hagberg, Sundstrom and Egels-Zandén, 2016).
[bookmark: _Toc991355627]4.1.2 Technological Change and Artificial Intelligence
Another significant external trigger of change is the growing use of artificial intelligence (AI) across retail operations. AI technologies are increasingly applied in areas such as demand forecasting, inventory management, and customer personalization, raising industry-wide expectations for efficiency and responsiveness. Studies indicate that organizations which fail to integrate AI into decision-making processes may experience reduced operational performance and competitive disadvantages (Davenport, Guha and Grewal, 2020). For ZARA, the adoption of AI represents both an opportunity and a challenge. While AI can enhance forecasting accuracy and operational efficiency, it also necessitates investment in digital infrastructure, employee skills, and organizational processes. As a result, technological change has acted as a powerful driver of strategic and organizational transformation.




[bookmark: _Toc1064443845]4.1.3 Competitive and Market Pressures
The fast-fashion industry is characterized by intense competitive rivalry, low switching costs for consumers, and rapidly changing fashion trends. Digitalization has increased price transparency and consumer choice, further intensifying market pressure on established retailers. ZARA must therefore compete not only on speed and price but also on digital capability and customer experience. These competitive dynamics reinforce the need for continuous strategic adaptation and effective change management to sustain market relevance (Vial, 2019).
[bookmark: _Toc343866479]4.2 Internal Environmental Triggers of Change
Internally, ZARA has faced challenges associated with sustaining its fast-paced operating model in an increasingly digital environment. While the organization's culture of speed and responsiveness has historically supported competitive advantage, continuous pressure to adapt can increase employee workload and resistance to change if not managed effectively. The need to integrate digital technologies into existing processes has also required changes to skills, systems, and organizational practices.
Moreover, ZARA’s historical reliance on rapid physical distribution must now be aligned with digital channels and data-driven decision-making. Misalignment between strategy and internal capabilities can constrain transformation efforts, reinforcing the importance of structured change management. Academic literature emphasizes that successful adaptation to digital disruption requires organizations to address both technological and organizational dimensions of change simultaneously (Vial, 2019).
Overall, the interaction between external pressures such as digital disruption and AI adoption, and internal challenges related to organizational capability and culture, has created a compelling case for strategic change at ZARA.


[bookmark: _Toc1679633030]5. Evaluation of Change Management Models and Strategic Change
Strategic change refers to fundamental alterations in an organization's direction, structure, or operating model in response to internal and external pressures. Within the global fast-fashion industry, strategic change has become an ongoing requirement rather than an occasional event, driven by rapid technological development, digital disruption, and evolving consumer expectations. ZARA operates in a highly volatile environment where competitive advantage depends on speed, innovation, and the ability to continuously realign organizational capabilities with market demands. Consequently, the selection and application of appropriate change management models play a critical role in enabling effective strategic transformation.
This section evaluates three widely recognized change management frameworks—Lewin’s Change Model, Kotter’s Eight-Step Change Model, and the McKinsey 7S Framework—with a particular focus on their ability to support strategic change at ZARA. Each model is critically assessed in terms of its strengths, limitations, and relevance to ZARA’s fast paced and digitally evolving organizational context.

[bookmark: _Toc758670083]5.1 Lewin’s Change Model
Lewin’s Change Model conceptualizes organizational change as a three-stage process: unfreezing existing behaviors, implementing change, and refreezing new practices. The model emphasizes the importance of preparing individuals and organizations psychologically for change by challenging established norms and reducing resistance before introducing new ways of working. This focus on behavioral readiness highlights the human dimension of change, which is often a critical factor in determining the success or failure of strategic initiatives.
In the context of ZARA, Lewin’s model may be particularly useful for managing specific, clearly defined change initiatives, such as the rollout of new digital tools, revised supply chain procedures, or updated performance management systems. The unfreezing stage could involve communicating the strategic rationale for change and addressing employee concerns, while the refreezing stage could support the standardization of new practices across global operations. This structured approach may help ensure consistency and reduce uncertainty during periods of transition.
However, a key limitation of Lewin’s model lies in its assumption that organizations can achieve a stable state following change. Contemporary research suggests that this assumption is increasingly unrealistic in environments characterized by continuous disruption and rapid innovation (Burnes, 2020). For ZARA, where responsiveness and flexibility are central to its competitive strategy, the concept of refreezing may restrict the organization's ability to adapt quickly to emerging fashion trends and technological developments. As a result, while Lewin’s model offers valuable insights into managing behavioral change, it is less effective as a standalone framework for supporting continuous strategic transformation within ZARA.

[bookmark: _Toc1254928019]5.2 Kotter’s Eight-Step Change Model
Kotter’s Eight-Step Change Model provides a leadership-focused framework for managing organizational change, emphasizing the importance of vision, communication, and cultural reinforcement. The model highlights the role of senior leadership in creating a sense of urgency, building commitment, and embedding change within organizational culture. These principles are particularly relevant in the context of strategic change, where leadership alignment and employee engagement are critical to successful implementation. For ZARA, Kotter’s model offers valuable guidance for managing large-scale strategic initiatives such as digital transformation and organizational restructuring. Establishing urgency around digital innovation, competitive threats, and changing consumer expectations can help mobilize employees and align them with strategic objectives. Furthermore, the model’s emphasis on reinforcing change through cultural integration supports ZARA’s need to embed new digital capabilities and behaviors across its global operations.
However, the model has limitations when applied to fast-moving industries such as fashion retail. The sequential nature of Kotter’s framework implies a relatively linear change process, which may not reflect the realities of strategic change in highly dynamic environments. ZARA frequently faces the need to respond rapidly to market shifts, suggesting that change initiatives may need to evolve iteratively rather than follow a fixed sequence. Research indicates that overly rigid change frameworks can reduce organizational flexibility and slow strategic responsiveness if not adapted to organizational context (Waterman, Peters and Phillips, 2019).
As a result, while Kotter’s Eight-Step Change Model provides strong leadership principles and a useful structure for guiding strategic change, it should be applied flexibly within ZARA to avoid constraining agility and innovation. 
[bookmark: _Toc222374211]5.3 McKinsey 7S Framework
The McKinsey 7S Framework adopts a holistic perspective on organizational change by emphasizing the alignment of seven interdependent elements: strategy, structure, systems, shared values, style, staff, and skills. The framework recognizes that successful strategic change depends not only on formal organizational structures but also on softer elements such as culture, leadership style, and employee capabilities. This holistic approach is particularly valuable when managing complex, organization-wide change. In relation to ZARA, the 7S Framework provides a useful diagnostic tool for evaluating whether strategic initiatives, such as digital integration and AI adoption, are supported by appropriate organizational capabilities. For example, changes in strategy must be aligned with employee skills, leadership style, and organizational values that promote innovation and adaptability. Misalignment between these elements may undermine the effectiveness of strategic change and lead to implementation failure.
However, the McKinsey 7S Framework also has limitations. While it effectively highlights areas of alignment and misalignment, it offers limited guidance on how change should be implemented or prioritized. The model does not provide a clear process for managing the transition from the current state to the desired future state. Research suggests that diagnostic frameworks are most effective when combined with action-oriented models that provide clearer direction for implementation (Waterman, Peters and Phillips, 2019). For ZARA, the 7S Framework is therefore best used in conjunction with other change management models to support both strategic analysis and execution.
[bookmark: _Toc274221224]6. Leadership, Organizational Culture and Change Management
Leadership and organizational culture are central to the successful management of strategic change, particularly in industries characterized by rapid technological advancement and intense competition. In the global fast-fashion sector, organizations are required to respond continuously to digital disruption, evolving consumer expectations, and sustainability pressures. For ZARA, effective leadership and cultural alignment are critical in enabling the organization to manage change while maintaining its core strengths of speed, flexibility, and market responsiveness.
[bookmark: _Toc1066632863]6.1 Leadership Style and Role in Managing Change
Leadership plays a decisive role in shaping how change is initiated, communicated, and sustained within organizations. Recent leadership research emphasizes that transformational and adaptive leadership styles are particularly effective in supporting strategic change in dynamic environments. Such leaders provide a clear vision, encourage innovation, and empower employees to engage with change rather than resist it (Yukl and Gardner, 2020).
In the context of ZARA, leaders are required to guide the organization through complex change initiatives such as digital transformation, artificial intelligence integration, and omnichannel strategy development. Effective change leadership involves clearly communicating the rationale for change and aligning employees with evolving strategic objectives. Empirical studies highlight that leadership visibility and consistency are critical factors in building trust and reducing resistance during organizational transformation (Holten and Brenner, 2019).
Moreover, ZARA’s fast-paced operating model requires leaders who can balance strategic control with decentralized decision-making. Adaptive leadership enables organizations to respond quickly to environmental uncertainty while maintaining strategic coherence. Research suggests that leaders who promote learning, collaboration, and psychological safety are better positioned to support continuous change and innovation (Heifetz, Glashow and Linsky, 2009). In the absence of effective leadership, strategic change initiatives risk losing momentum and failing to deliver intended outcomes.


[bookmark: _Toc224653119]6.2 Organizational Culture and Its Impact on Change
Organisational culture plays a critical role in shaping employee attitudes and behaviors towards change. Culture influences how change initiatives are perceived whether employees are willing to adopt new ways of working, and how effectively change is embedded within organisational practices. Contemporary research suggests that cultures characterized by adaptability, openness, and continuous learning are more likely to support successful change outcomes (Alvesson and Sveningsson, 2020). 
ZARA’s organizational culture has historically prioritized speed, efficiency, and responsiveness to market trends. While this culture has supported the organization's competitive advantage, it also presents challenges during periods of strategic transformation. Continuous performance pressure may limit opportunities for reflection and learning, increasing the risk of employee fatigue and resistance to ongoing change initiatives. Research indicates that organizations undergoing digital transformation must consciously evolve their cultures to support experimentation, collaboration, and long-term capability development (Verhoef et al., 2021).
For effective change management at ZARA, cultural alignment with strategic objectives is essential. Leaders must actively shape and reinforce cultural values that support innovation, digital capability development, and adaptability. Recent change management literature highlights that sustainable change is most likely to occur when cultural change is addressed alongside structural and technological transformation rather than treated as a secondary concern (Cameron, 2022). By fostering a culture that balances speed with learning and adaptability, ZARA can enhance employee engagement and increase the likelihood of successful strategic change implementation.












[bookmark: _Toc2122800189]7. Proposed Strategic Change Management Plan for ZARA
Strategic change management planning provides a structured mechanism through which organizations can align their long-term objectives with internal capabilities and external environmental demands. Within the global fast-fashion industry, rapid technological advancement, increasing digitalization, and evolving consumer expectations require organizations to adopt continuous and strategically aligned change initiatives. For ZARA, the proposed change management plan focuses on strengthening digital integration and organizational agility while maintaining the operational speed that underpins its competitive advantage.
[bookmark: _Toc1920823188]7.1 Proposed Change and Strategic Objectives
The proposed strategic change for ZARA centers on the acceleration and deepening of digital transformation across the organization. While ZARA has already established a strong digital presence, further integration of advanced technologies and organizational capabilities is required to sustain competitiveness in an increasingly digital retail environment. This change seeks to embed digital technologies more deeply into decision-making processes, supply chain operations, and customer engagement activities.
The strategic objectives of the proposed change are aligned with ZARA’s long-term vision of maintaining responsiveness and efficiency while adapting to digital disruption. These objectives include enhancing omnichannel integration between physical stores and online platforms, expanding the use of data analytics and artificial intelligence to improve forecasting accuracy and inventory management, and developing organizational agility through more flexible structures and cross-functional collaboration. Academic research emphasizes that digital transformation is most effective when it is integrated into organizational strategy rather than treated as a standalone technological initiative (Bharadwaj et al., 2013). For ZARA, achieving these objectives will support sustained competitive advantage and strategic resilience.
[bookmark: _Toc90248760]7.2 Financial Plan
Effective implementation of strategic change requires appropriate financial planning to support investment in technology, human capital, and organizational capabilities. For ZARA, the financial plan underpinning the proposed change prioritizes long-term value creation rather than short-term cost reduction. Investment is required to enhance digital infrastructure, including e-commerce platforms, data analytics systems, and artificial intelligence tools that support operational decision-making.
In addition to technological investment, financial resources must be allocated to workforce development initiatives that enhance digital skills and change readiness across the organization. Research suggests that organizations which align financial investment with strategic priorities are more likely to achieve successful and sustainable transformation outcomes (Keller and Aiken, 2018). ZARA’s strong financial position enables the organization to fund these initiatives internally, supported by efficiencies generated through improved inventory management and supply chain optimization. This approach ensures strategic control over the change process while reducing reliance on external financing.





[image: ] Figure 1: Proposed Allocation of Investment for Strategic Change at ZARA
 Source: Author’s own illustration based on Inditex Group (2023).



The distribution of financial investment shown in Figure 1 highlights the strategic prioritization of digital platforms and artificial intelligence as key enablers of ZARA’s transformation agenda. Allocating a substantial proportion of resources to these areas reflects the organization’s recognition that technological capability underpins future competitiveness in the fast-fashion sector. Investment in employee training and systems integration complements technological spending by ensuring that organizational capabilities and human capital develop alongside digital infrastructure. Presenting financial planning visually reinforces the strategic logic of resource allocation and provides a clear basis for evaluating whether investment priorities remain aligned with organizational objectives over time.




[bookmark: _Toc978425593]7.3 Communication Plan
Communication plays a critical role in shaping employee understanding, engagement, and acceptance of organizational change. Ineffective communication can increase uncertainty and resistance, whereas clear and consistent messaging supports alignment and trust. Academic literature highlights that communication during change should be continuous, transparent, and two-way, allowing employees to understand both the rationale for change and their role within the process (Lewis, 2019).
The proposed communication plan for ZARA emphasizes leadership-led communication that clearly links digital transformation initiatives to organizational strategy and long-term sustainability. Senior leaders are expected to play a visible role in communicating the purpose and progress of change initiatives, reinforcing strategic priorities across all levels of the organization. Employee engagement mechanisms, including feedback channels and consultation processes, are essential to ensure that concerns are addressed, and insights from frontline employees are incorporated. By treating communication as an ongoing dialogue rather than a one-off activity, ZARA can reduce resistance and strengthen commitment to change.
[bookmark: _Toc1705164177]7.4 Evaluation and Monitoring Plan
The success of strategic change initiatives depends on the organization's ability to evaluate progress and adjust actions in response to emerging challenges. Evaluation and monitoring mechanisms provide essential feedback that enables organizations to assess whether change initiatives are achieving intended outcomes. Academic research emphasizes the importance of combining performance-based indicators with qualitative assessments of organizational capability and employee engagement (Cameron, 2022).
For ZARA, evaluation of the proposed change will involve monitoring key performance outcomes such as improvements in digital sales performance, forecasting accuracy, and operational efficiency. In addition, employee engagement and capability development will be assessed through training participation and feedback mechanisms. Regular review cycles will enable senior management to identify areas requiring adjustment and to ensure continued alignment between strategic objectives and operational execution. This iterative approach supports continuous improvement and reinforces organizational learning throughout the change process.


[image: ]Figure 2: Projected Online Sales Growth Following Strategic Change at ZARA 
Source: Author’s own projection informed by Inditex Group (2023).

Figure 2 illustrates the anticipated improvement in online sales performance following the implementation of the proposed strategic change. The projected upward trend provides a measurable indicator against which the effectiveness of digital transformation initiatives can be assessed. Using such projections supports evidence-based evaluation by enabling comparisons between expected and actual performance outcomes. This approach reinforces accountability and supports continuous improvement by allowing ZARA to refine its change initiatives in response to performance data and organizational feedback.








[bookmark: _Toc100859513]Conclusion
This report has provided a comprehensive analysis of strategic change within ZARA by examining the organization's internal and external business environment, evaluating established change management models, and exploring the roles of leadership and organizational culture in enabling effective change. The analysis demonstrated that ZARA operates in a highly volatile fast-fashion environment characterized by rapid digital disruption, technological innovation, the growing influence of artificial intelligence, and intensified competitive pressures. These external challenges, combined with internal factors such as organizational capability alignment, systems integration, and cultural readiness, have created a compelling need for continuous strategic transformation. The evaluation of Lewin’s Change Model, Kotter’s Eight-Step Change Model, and the McKinsey 7S Framework highlighted that while each model offers valuable insights, none is sufficient in isolation to address the complexity of change faced by ZARA. Instead, the findings emphasize the importance of adopting a flexible and integrative approach to change management that balances structure with adaptability, enabling the organization to respond effectively to ongoing environmental uncertainty while maintaining strategic coherence.
Furthermore, the report identified leadership and organizational culture as critical determinants of successful change implementation at ZARA. Effective leadership was shown to be essential in articulating strategic vision, reducing resistance, and sustaining momentum throughout the change process, particularly in the context of digital transformation and organizational agility. At the same time, organizational culture plays a decisive role in shaping employee attitudes towards change, influencing whether new strategies and practices are embedded or resisted. The proposed strategic change management plan demonstrated how digital transformation initiatives can be supported through aligned financial investment, structured communication processes, and robust evaluation and monitoring mechanisms. By ensuring consistency between strategy, resources, leadership behavior, and cultural values, ZARA can enhance its capacity to manage continuous change and sustain long-term competitiveness. This aligns with contemporary change management research, which emphasizes that successful strategic change depends on sustained alignment, leadership commitment, and ongoing evaluation rather than one-off transformation initiatives (Cameron, 2022). Overall, the report concludes that ZARA’s future success will depend on its ability to manage strategic change proactively and systematically while preserving the organizational agility that underpins its competitive advantage.







[bookmark: _Toc799164966]References: 
Johnson, G., Scholes, K. and Whittington, R. (2020) Exploring Strategy. 12th edn. Harlow: Pearson Education.
Kraus, S., Durst, S., Ferreira, J.J., Veiga, P., Kailer, N. and Weinmann, A. (2021) ‘Digital transformation in business and management research: An overview of the current status quo’, International Journal of Information Management, 63, 102466.
Warner, K.S.R. and Wäger, M. (2019) ‘Building dynamic capabilities for digital transformation’, Long Range Planning, 52(3), pp. 326–349.
Barnes, L. and Lea-Greenwood, G. (2010) ‘Fast fashion in the retail store environment’, International Journal of Retail & Distribution Management, 38(10), pp. 760–772.
Bick, R., Halsey, E. and Ekenga, C.C. (2018) ‘The global environmental injustice of fast fashion’, Environmental Health, 17(92), pp. 1–4.
Ghemawat, P. and Nueno, J.L. (2019) ZARA: Fast Fashion. Harvard Business School Case. Boston: Harvard Business School Publishing.
Tokatli, N. (2008) ‘Global sourcing: Insights from the global clothing industry’, Journal of Economic Geography, 8(1), pp. 21–38.
Verhoef, P.C., Kannan, P.K. and Inman, J.J. (2015) ‘From multi-channel retailing to omni-channel retailing’, Journal of Retailing, 91(2), pp. 174–181.
Davenport, T.H., Guha, A. and Grewal, D. (2020) ‘How artificial intelligence will change the future of marketing’, Journal of the Academy of Marketing Science, 48(1), pp. 24–42.
Hagberg, J., Sundstrom, M. and Egels-Zandén, N. (2016) ‘The digitalisation of retailing: An exploratory framework’, International Journal of Retail & Distribution Management, 44(7), pp. 694–712.
Vial, G. (2019) ‘Understanding digital transformation: A review and research agenda’, Journal of Strategic Information Systems, 28(2), pp. 118–144.
Burnes, B. (2020) ‘The origins of Lewin’s three-step model of change’, Journal of Applied Behavioral Science, 56(1), pp. 32–59.
Waterman, R.H., Peters, T.J. and Phillips, J.R. (2019) ‘Structure is not organisation’, McKinsey Quarterly, 1, pp. 14–26.
Alvesson, M. and Sveningsson, S. (2020) Changing Organizational Culture: Cultural Change Work in Progress. 2nd edn. London: Routledge.
Cameron, E. (2022) Making Sense of Change Management. 6th edn. London: Kogan Page.
Holten, A.-L. and Brenner, S.O. (2019) ‘Leadership style and the process of organizational change’, Leadership & Organization Development Journal, 40(4), pp. 434–447.
Verhoef, P.C., Broekhuizen, T., Bart, Y., Bhattacharya, A., Dong, J.Q., Fabian, N. and Haenlein, M. (2021) ‘Digital transformation: A multidisciplinary reflection and research agenda’, Journal of Business Research, 122, pp. 889–901.
Yukl, G. and Gardner, W. (2020) ‘Leadership in organizations’, Annual Review of Organizational Psychology and Organizational Behavior, 7, pp. 337–364.
Bharadwaj, A., El Sawy, O.A., Pavlou, P.A. and Venkatraman, N. (2013) ‘Digital business strategy: Toward a next generation of insights’, MIS Quarterly, 37(2), pp. 471–482.
Inditex Group (2023) Annual Report and Form 20-F 2023. Available at: https://static.inditex.com/annual_report_2023/en/Inditex_Group_Annual_Accounts_2023.pdf (Accessed: 10 December 2025). 
Keller, S. and Aiken, C. (2018) The Inconvenient Truth About Change Management. London: McKinsey & Company.
Lewis, L.K. (2019) Organizational Change: Creating Change Through Strategic Communication. 2nd edn. Chichester: Wiley.






























	
	
	



image2.png
Online Sales Growth (%)

Projected Online Sales Growth Following Strategic Change at ZARA

25 A

20 A

15 A

10 -

Year O

Year 1
Time Period

Year 2





image.jpg




image.png
Estimated Investment (£ million)

Proposed Allocation of Investment for Strategic Change at ZARA

50 A

40 A

30 A

20 A

10 A

R WU

Wi

Investment Area





