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[bookmark: _Toc70069843]Introduction
The main purpose of the report is to understand that Zara is one of the most successful businesses in the fashion industry. SWOT-analysis helps in analyzing the strengths, weaknesses, threats, and opportunities. The different stakeholders' concerns are analyzed and work on it in the company. With the help of pestle analysis, the business model of the company is analyzed by identifying different external factors. With the help of a new product launch, Zara plays a smart role in the market that helps in achieving a competitive position in the market. 
[bookmark: _Toc70069844]Background of the organization
Zara is one of the renowned brands in the clothing industry. It has run its business in the industry for the past many years and launched different products and services for its customers. The main objectives of the company are to deliver quality services to their customers and increase their satisfaction level. According to Abalkhail, (2019, p. 30) the company is planning to develop its brand image in the competitive market and set the high-quality standard at a reasonable price which is unable to be touched by its competitors like H&M. 
Swot analysis 

	Strengths 
· A unique model is followed by Zara which helps in maintaining a balance between demand and supply.
· The company is using advanced IT technologies for managing its supply chain and logistics.
· Skilled designers work under Zara who designs the clothes as per the fashion, and with good finishing. 
· The company runs its business through online and offline channels which help in increasing its sales by reaching mass audiences.  
	Weaknesses 
· The company did not give more focus on their marketing activities which creates hurdles for competing with competitors. 
· The collection of the company is focused on all sectors like party wear, formal, informal, and so on. Their focus on particular designs is less (Achinas et al., 2019, p. 5981). 

	Opportunities 
· For a better customer experience, the company can use AI technology and increase the values of customer services by providing virtual reality concepts. 
· The company can focus on marketing by promoting its products through different marketing channels. 
· Although the company can give more focus on e-commerce business for stabilizing their business. 
	Threats 
· Different competitors give tough competition to Zara in this industry line. 
· Changes in regulations and legislation impact the company’s productivity.
· The increment of prices of raw materials can hamper sales and profits. 



[bookmark: _Toc70069845]Concerns raised by the different stakeholders of the organization
Zara distributes its products in different stores from where the end-users make their final purchases. According to Aftab et al., (2018, p. 212), while ordering stocks for the different stores for different countries, HQ managers need to first collect data from the store manager to understand the actual requirements of customers. Even they can involve store managers in the meetings so that they can provide the right product details which are higher in demand in their particular stores. But in Zara during the meeting store manager’s concerns are involved which directly affects the sales of the company. According to Allam et al., (2020, p. 200), it is evident that if any customers cannot receive their choice of clothing they switch to another and it also affects the sales and brand reputation of the company. Another concern raised by customers who believe that the company needs to give more focus on sustainability. The company's one of the key policies to attract customers is to change the collection in every store every 15 days. This might attract the attention of mass audiences but it also raises CSR factors. It is the responsibility of Zara to not waste the clothes and maintain sustainability in business. 
[bookmark: _Toc70069846]Critical analysis of the changes the organization has made in the last few years to its business model
Pestle analysis 
Political: The financial regulations mostly affected the business of Zara. According to da Silva Oliveira et al., (2021, p. 10), the government has limited Foreign Direct Investment in different countries due to which the company faced challenges. In that case, Zara can run this business by adopting partnering concepts or strategies with local brands. Instability in the political ground can also affect the business of Zara. 
Economic: Affordable pricing strategy is used by Zara so that instability in the economy may not affect its business. It means even if the economy falls the people still can purchase the products from Zara at a reasonable price. Due to the economic turmoil, the company did not suffer any loss. The low economic activity might not impact business as compared to its competitors. 
Social: Zara needs to take care of recent trends demanded by youth, customer’s attitudes, and behaviours. According to Düerkop and Huth, (2017, p. 14), it helps the company to remain in touch with their customers and develop a sense of loyalty and trust. Prior market research is done by Zara so that they can easily enter into new territory. The company ensures research effectively on new territory cultural and social factors before setting its business. 
Technology: in supply chain management Zara implements advanced technology and increases the customer's demand responsiveness. Also, with the help of technology the order tracking inventory checking and logistics management become simpler for the company. Even for manufacturing the products the company uses advanced machinery and equipment and develops quality and cost-effective products. 
Legal: in every business environment companies need to follow certain laws. According to Duoyan, (2021, p. 200), ethics and sustainability are needed to be followed by the company strictly. In the external systems, the compliance policy is followed by the company. While operating its business in certain locations the company ensures to follow the law of that particular location. In this way, the company gains the advantage to maintain its ethical brand image.
Environmental: for any business sustainable development is essential because it helps in surviving in the market. In sustainability, the company invests in a larger context. Inditex is the parent company of Zara who is planning to make every store efficient. In this way, the company can save energy and focus on recycling. From manufacturing hazardous or waste products are removed. However, they focus on producing quality products that maintain sustainability. 
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Figure1: Pestle analysis
Source: (Zara et al., 2020, p. 042030)
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Product life cycle 
In the competitive market, Zara plans to launch a new product line apart from men’s wear; women's wear and kids' collection are home accessories and fragrances. It helps increase the chance of the company gaining a competitive position in the market. Major competitors of Zara are H & M, Primark, and URBN. According to Hu et al., (2019, p. 70), the strategy of launching a completely new collection is different from the clothing line and helps in increasing the chance of sales and profits in the business. With the help of the product life cycle strategy, Zara launched this new product line of home accessories and attracted the attention of mass audiences in the country. Also, the company plans to launch this product in the market in a unique style in which they decorate the coffee shop by using classic products and inspire individuals to purchase the product through an online website. In this way, the company introduces its product to target audiences. According to Islam and Mamun, (2017, p. 10), for moving the growth stage, Zara analyzes whether the demand for the product is equal to the supply of the product and analyzes the profit margin. In this, the company also ensures that the quoted price is accepted by target audiences or not. According to the feedback of consumers Zara plans to develop changes for continuous improvement. The third stage is maturity in which the company has sold enough products in the market and now it's time to develop innovation in the existing product line before it moves towards the decline stage. Lastly, in the decline stage, the products are no longer required by customers.
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Figure 2: Product life cycle
Source: (Rejeb and Keogh, 2021, p. 1580)
Porter’s five forces 
Threats of new entrants: According to KAPUSTINA et al., (2018, p. 779), the new players' force is high because of the retail and apparel industry. In this industry due to the involvement of big players the prices are fluctuated by different brands to attract customers' attention. Also, setting business involves higher distribution cost, business setting cost, marketing cost, and so on. New entrants must have strong resources to develop a new business in the fashion industry. Zara already has the benefits of selling products at cost-effective prices and has a reputable image in the market which does not effect because of new entrants. 
The threat of substitute: home accessories are not considered as a necessity for individuals but it also represents the identity of the individuals. According to Potnis and Mallary, (2021, p. 0165551520984719), substitute threats are high because different competitors like H&M, Primark, and URBN. in the several markets many companies can easily imitate the product, and due to which buyers can easily switch to buy the product at a lower cost. But Zara ensures to produce its home accessories and fragrance at a reasonable cost and maintain the high-quality standard which motivates their buyers to purchase from the same brand. 
Buyer power: in the retail and fashion industry the buyer power is high. The major target audience of the company is middle to upper-class people. The company launched its new home accessories range at a reasonable cost and maintained the unique design, colour palette which attracted the attention of mass audiences. It helps Zara to maintain its relationship with its buyers and increase the chance to stay for a longer period. The company ensures to sell its products at a lower price which increases the difficulty for competitors to sell its products in the market. 
Supplier power: According to Rejeb and Keogh, (2021, p. 1580), it is noticed that in the industry the power of suppliers is high. The reason is that it requires a lot of time to maintain a stable partnership with different suppliers. Suppliers charge higher costs against raw materials when the company expects a higher quality standard. Also, suppliers have complete knowledge of the profits of the company so they charged prices accordingly. To mitigate such issues Zara plans to develop a contract and work with suppliers on a contract basis. According to Selwyn and Leyden, (2021, p. 1024529421995351), due to this, suppliers’ power gets weekends and under the regulations of the contract, suppliers cannot fluctuate their prices even if the company earns a higher profit margin.
Rivalry: in the industry, Zara has direct competitors like H&M, Primark, and URBN. Even due to the higher competition the company maintains its sales and profits because of its loyalty towards its customers. The company launches its new product line with a variety of designs and ensures to update the product portfolio on a regular interval which cannot be maintained by other brands. It increases the power of Zara over its competitors and allows the company to enjoy a higher profit. 
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Figure 3: Porter’s five forces
Source: (Wanyonyi et al., 2021, p. 1865595)
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Porter’s value chain
With the help of Porter's value chain framework, Zara understands that all functions do not involve the same efforts. 
Primary activities: In this, to the target customers the products are produced and sold directly by Zara. It includes different functions like:
Inbound logistics: according to Seo and Suh, (2019, p. 90), Zara ensures to develop a strong relationship with suppliers so that they can provide effective raw materials with the business can develop the quality finished product. The company ensures to maintain their stock of raw materials which help in productivity. 
Operations: Service operations and manufacturing are involved in operations. The operational activities are analyzed effectively that help in higher productivity, efficiency is maximized, and gain competitive advantage. 
Outbound logistics: According to Vallati and Grassi, (2019, p. 70), Zara outbound activities are needed to be managed effectively because it helps in delivering the final products to end-users effectively. The company can maintain advanced logistics functions so that final products reach customers at a lower cost without affecting the quality. 
Marketing and sales: It is another primary activity that Zara needs to concentrate on. Marketing helps the brand to communicate with mass audiences directly and increase its sales overnight. Different activities like social media campaigning, digital apps, and so on help in promoting the brand effectively. 
Services: After-sales services help Zara to set its loyalty among customers. The company should maintain the relationship with their customers by providing services even after purchasing like repairing damaged products.
Secondary activities: 
Firm infrastructure: According to Wanyonyi et al., (2021, p. 1865595), the infrastructure activities can be controlled by Zara which helps the company to stand apart from its competitors in the market. It involves the overhead cost. 
Human resource management: Zara ensures to hire skilled employees and trains them so that they can increase its products’ quality. While hiring the company analyzes the talent of each candidate effectively. 
Technology development: According to Wurst, (2021, p. 40), automation software, customer services based on technology, technology-based research design, and data analytics can be done and develop technology in the workplace that helps in finishing the work in minimal time at cost-effective prices. 
Procurement: inbound, operational, and outbound value chain activities can be optimized with the help of procurement activities in Zara. The company needs to ensure to purchase raw materials, equipment, and other resources carefully. 
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Figure 4: Porter’s Value Chain
Source: (Zara et al., 2020, p. 042030)
[bookmark: _Toc70069849]Conclusion
Based on the above discussion, it can be concluded different marketing activities help Zara to achieve its competitive position in the market. Different stakeholders' concerts have raised concerns that need to be improved by the company. Also, with the help of Pestle analysis and Porter's five forces, the company analyzes its competitive move, and in this way, the company focuses on launching its new product line. It is recommended that porter's value chain helps Zara to understand its different activities scrutiny.  
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