














Programme Title: BA Business Management
Module code: LCBB4003
Module title: Introducing the Modern Workplace
Assignment title: Assessment 2-Organisational Behaviour
Student name and ID: Silviu Rosu-2030583;  Andrada Maria Oncescu -2030829 and Andreea Maria Aron - 2030930
























Table of Contents
Introduction………………………….3
How Leadership can inspire and motivate staff members to improve performance…..4-5
Profile of the organisation………………6-8
Organisational structure and its relationship with organisational culture…..9-11
References……………10-13









































Introduction

In this assessment I am going to conduct an individual reflective report based on my learning and experiences about chosen topic, which is “How Leadership can inspire and motivate staff members to improve performance”. I also had to find a retail shop to do my research on so, I chose Zara, which is a clothing company. 

Having a solid and well-structured type of leadership can either lead the organisation to success or to a failure. It is all about how the CEOs, the managers and the leaders are coming up with a really good leadership style that can benefit the entire organisation.

The company is facing stiff challenge from its rivals such as Uniqlo, Fast Retailing and Boohoo in the UK. Under the company new strategy, it is expected to increase its online sales by more than 22% by the end of FY 2022, as compared to its online sales of 14% in the FY 2019.

According to “ https://sbmldanielle.wordpress.com/2017/06/02/blog-post-title-2/#:~:text=Zara's%20values%20clearly%20reaffirm%20their,and%20guidance%20for%20their%20employees.” Zara has a transformational leadership style. In regards to “https://www.cio.com/article/3257184/what-is-transformational-leadership-a-model-for-motivating-innovation.html” a transformational leadership style basically means that leaders encourage, inspire and motivate employees to innovate and create change that sooner or later will help them grow.

























How Leadership can inspire and motivate staff members to improve performances ? 

To begin with, the book “The Mind of the Leader” written by Rasmus Hougaard and Jacqueline Carter states that in our days leaders are thinking that they know what they are doing, but in reality, they do not have any clue on how to lead another’s. The book also says that researchers have found that every year $46 billion is spent on leadership development.

In addition to the book “Dare to Lead” by Brene Brown, leadership is about being able to recognise the potential in people and ideas and also knowing how to develop and shape that potential. The books also says that people who are thinking of becoming leaders, they have to choose courage over comfort every single time. 

Furthermore, another book, called “Rich Dad, Poor Dad” by Robert T. Kiyosaki states that in order to inspire and motivate staff members, you as a leader have to take the first step and start by communicating more with the staff members so, you can find out their thoughts and beliefs. 

In regards to “ https://www.inditex.com/our-commitment-to-people/our-employees” the organization, Zara, is trying to motivate their staff members, through monthly discounts, promotions, pay raise, weekly feedback and so on. Usually, this type of motivation, it works best on students. 

According to “ https://www.forbes.com/sites/pamdanziger/2018/04/23/zaras-difference-pull-people-in-not-push-product-out/?sh=392f58f623cb” in order for Zara to inspire their staff members, the organization pulls customers in, cultivates them as brand influencers to improve operations, services and products and stimulates them to spread the word. Zara has sacrificed significant time, money, and resources to develop a synchronized strategy between online and offline commerce,” Kohan says. 

In regards to “ https://brightside.me/inspiration-girls-stuff/a-former-zara-employee-talks-about-the-tricks-this-brand-uses-to-lure-us-in-796008/”  Zara also states that their main goal is to sell as many clothes as possible, which is why they are trying really hard  to motivate and inspire their members of staff on a daily base. 
During my previous lectures and seminars, I aimed plenty of things about Leadership, different types of it and the impact it has on organisations. Leadership can for sure have a serious impact on the entire organisation. I personally believe that without it, an organisation would not be able to work the right way.

As far as I know leadership can inspire and motivates employees. If the leader of a team, knows how to interact with people, find the issues and solve them, he or she is doing a great job. Being in charge to lead people, can sometimes be tricky, but not impossible. 

Sometimes, the employees have to be push from their back in order for them to work efficiently and meet deadlines. The company focuses on responding to current fashion needs rather than forecasting fashion trends for a distant future: 85% of its production is done during the current season.

The websites“ https://blog.bizvibe.com/blog/top-clothing-retailers” states that in 2020, Zara was number 1 on BizVibe’s list of the top 10 clothing retailers in the world. Zara was founded in A Coruna, Spain in 1985. Right now, the organisation is the largest fashion group in the world, operating in over 93 markets, with over 7292 stores worldwide. 

Zara increases worker productivity by carrying out activities in a manner that most respects the employee environment. With a sympathetic supervisor that implements special treatment (specific responsibility) upon the employee population, the company finds major increases in worker productivity. 

In world-class companies like Zara, diversity in different environments can be tough to work with if little to no experience/knowledge is available. Fashion trends are evidently one of the most diverse trends in the world as factors such as religion or “class” show a person’s true identity. When Zara began their expansion, they had uncertainties that were a result of different traditions or cultures and what they liked to wear. 

Conclusion 
I would like to finish off by saying that I really enjoyed myself doing the research about my specific topic and that I also gain some more knowledge about it. It has been a pleasure for me to be read books and journals about this topic, because it made me realised how important and crucial is to do it.
Also, my chosen topic was very interesting and challenging to look up at, because it honestly took me a while to do all the research needed, before I started the initial assessment. 
























Profile of the organisation 

Introduction 

This report evaluates Zara’s activity as a fast fashion retailer. It looks at the history of the organisation, mission and vision, products and services, competences, and market share. This gives a complex understanding on the profile of the organisation. 

History 

Zara is a very known and trusted brand in the fast fashion industry being one of the industry leaders. Zara has a history of more than 40 years with the first store opened in A Coruna, Spain in 1975. Amancio Ortega is the founder of Zara and of Inditex Group. The initial selected name was “Zorba” and it was selling look alike products at low prices (Inditex, 2021). 
The evolution of Zara has been consistent and it is recognised for its capacity to design and manufacture products following latest trends in only two weeks. Zara is very popular for providing their customers want they want, qualitative products that are in fashion at affordable prices (Srirang, Veeramani, 2021). 
Mission and vision 
Zara has a simple and clear mission “to give customers what they want and get it to them faster than anyone else” (Inditex, 2021).
Zara’s vision is based on environmental and social development areas in order to “contribute to the sustainable development of society and that of the environment with which we interact” (Zara, 2021). Zara’s core values are functionality, clarity and sustainability, but also to create beauty for its customers.
 Zara has oriented his efforts to the development of its Corporate Social Responsibility and nowadays it is a major drive for their activity. It is involved in numerous programs that support the environment, but also it has integrated technology and developed strategies that make their business activity more sustainable. The change of trends might influence the customers perception over their products as being disposable, but through their clear position towards sustainability they aim to make a positive contribution and reduce the impact of their business activity on the environment. 
Products and services 
The products sold in Zara clothing, shoes, accessories, beauty products, perfumes, swimwear. The clothing products are designed for children, women and men. Their clothing include formal and casual wear. Accessories include sunglasses, hats, bags, wallets, scarfs, but also jewellery, ties, socks. Each Zara store has three sections, womenswear, menswear and kids wear the customers can find fashionable products in many styles and sizes. Within the stores they sell a sub-brand ZARA TRF that has more edgier products for younger customers. The products created by Zara are in balance with customers demand and it aims to answer to this changing needs by delivering new and attractive designs at the right moment and in the right place (Business of fashion, 2021). 
Zara practices innovation in product development and their “Join life collection” is one of their latest launches towards creating sustainable products (Zara, 2021).
The organisation also gives great importance to the in store customer service but also through online platforms and has put in place training programs to ensure their staff identifies with the companies practices. 
Competences 
The industry average for developing new products is much longer than Zara’s capabilities. Zara has a large number of designers and pattern developers which are focused on research and development in order to provide unique products. Every year there are produced almost 20000 designs which make the brand so appreciated. 
Zara does not invest in advertising and lets its activity to work towards that. Instead, Zara offers great importance to the stores positioning, design, organisation, and window presentation and invest to stores opening. Zara uses AR application, technology that can be used to visualise their fashion by activating the sensors in their stores. It is a strategy that works for them, and it can be considered a strength (Forbes, 2018). 
Zara owns their factories and that helps them in having an efficient activity. Zara acts according to customers preferences and when a product is not popular it is withdrawn from production. Also encourages customers to revisit the store to see new products monthly. Zara manufactures in many countries in their proximity such as Spain, Portugal, but hey also outsource form low-cost suppliers in order to maintain a low input to the cost (Regional Business News, 2021). 
Another competence of Zara is that it integrated technology in their activity in order to create a sustainable business. They have digitalised the online shopping which also helped during pandemic, but also it makes use of IT support and other new technologies for logistics and infrastructure. Zara uses technology for stock management such as Radio Frequency Identification Technology (RFID) and that allows them to send the stock to the stores that most need it and have it available for its customers. Zara is focused on having a sustainable activity and according to their website (2021) “Sustainability, is a core component of the Company’s long-term vision”. Their actions focus on reducing plastic usage, recycling and toxic free production. They aim that by 2025 to use 100% sustainable fabrics (The Guardian, 2019). 
These are competences that many competitors are trying to achieve such as H&M, Gap etc, but Zara has strong capabilities for designing, manufacturing, distributing, and selling their products. 
Market share 
Zara is a market leader in the fast fashion industry. It is an international brand, having a successful activity in many countries worldwide. The retailer is part of Inditex a Spanish large distribution group and according to Statista (2021) Zara captured almost 70% from the Total net sales share of Inditex. Zara operates in more than 2000 stores in more than 200 markets. It has also adopted digitalisation since 2010 to its operations and sells online in 39 markets. In 2020 the business was evaluated at $14862 billions, but that was a drop in value because of the pandemic, comparing to 2019 when the business was evaluated to more than $17 billion (Slijepcevic et al, 2021). In the United Kingdom market Zara is an important player and has a solid presence in the high street fashion and online retailing with more than 60 stores opened (Statista, 2020). 
Conclusion
In conclusion Zara is an important player in the fast fashion industry and has managed to develop a successful activity world-wide. It is a strong competitor that is able to satisfy the customers’ needs and to deliver quality at affordable prices.

















Organisational structure and its relationship with organisational culture 
Introduction 
This report assesses Zara’s organisational structure and organisational culture, aiming to identify their relationship. Organisational structure is the sum of the activities and the modality of processes that signs roles in order to achieve organisational goals and objectives. The people within the organisation are important in setting the organisational structure as it should increase results and efficiency. The culture in an organisation is defined as the pre-defined policies that give guidance and sense of direction. It involves organisational values but also shared beliefs, rituals and assumptions and is governing internally the employees. The totality of this elements form a distinct working environment (Mullins, 2009). 
Organisational structure in Zara 
Organisational structure is the sum of the activities and the modality of processes that signs roles in order to achieve organisational goals and objectives. The people within the organisation are important in setting the organisational structure as it should increase results and efficiency (Mullins, 2009). Zara is considered to have a unique business structure that helps the company to achieve efficiency. Zara is part of the Index Group which is a leading apparel group. Zara is an important player in the fast fashion industry and it is focused to deliver creative and in trend designs. Zara has stores opened around the world and has a strong brand image (Market Research, 2013). 
Zara’s organisational structure is not a traditional type and focuses on creating customer value to deliver qualitative products at affordable prices. Zara’s lean structure is enhancing the organisation performance levels. It is a decentralised structure that does not involve a complex hierarchy with many levels. This way the number of managerial functions are reduced than the traditional structure. This characteristic of decentralisation helps Zara to be flexible and to be able to have high levels of responsiveness tor local circumstances. This way the communication and the cooperation is much faster and helps to improve the rapidity of production less than a month. Decentralisation also creates empowerment and motivation for stores managers to act as entrepreneurship for the store they manage. They are able to order the precise stock they need, being first observers of what is selling more and what is not selling that well (Crofton, Dopico, 2007). 
This type of structure helps Zara to ensure that the needs of the customers are met and that they act accordingly to customers demand. The use of organisation in Zara is a factor that contributes to the success of this structure as it allows direct reporting from stores around the world to the production centres which are located in Spain. The stores managers have the responsibility to deliver extra information based on the customers demand from their stores using PDAs. In Zara communication flows easily between different departments because they practice horizontal differentiation despite that it is a large organisation that operates internationally. This structure gives the organisation the possibility to have more fluidity in the exchange of information between mid-management to high management (Certo, 2006). 
Zara is a noticeable organisation that has vertical integration. This means that Zara has control over the production and distribution as it owns factories for manufacturing some of their products. Their activity is based on vertically integrated demand as it has the resources to do most of the operations itself (Tortora, 2009). Zara is controlled form the headquarters in Spain, but it does not have separate business elements in each country that could create that create confusion and delay. Zara’s flexible approach to a vertical integrated structure works for the organisation surpassing competition in design and production time (UKEssays, 2018). 
Organisational culture in Zara 
The culture in an organisation is defined as the pre-defined policies that give guidance and sense of direction. It involves organisational values but also shared beliefs, rituals and assumptions and is governing internally the employees. The totality of this elements form a distinct working environment. 
For the analysis of Zara’s organisational culture it is used Hofstede’s theoretical model. According to Hofstede the cultural dimension influences the behaviour of the employees. This theory suggests that there are several factors that influence organisational culture: power distance, masculinity vs feminity, individualism, uncertainty avoidance index, restraint and long term orientation (Hofstede et al, 2010). 
Zara is an international organisation which operates in cross cultural settings and that implies development of multicultural dimensions within the organisation. In Zara there are general differences between Spain where the business is based and other countries were had expanded. It has Human Resources sub-units in each country (Lopez, Fan, 2009). Power distance dimension in Zara reflects the organisational structure where each manager is responsible for the performance of their own store and have high degree of autonomy. The decentralised, low power culture reduces unnecessary ranking levels.
 Zara practices a streamline organisational culture focusing on achieving performance. The second dimension masculinity vs feminity positions Zara in an equilibrium of shared values for both sexes and no specific differences imposed. Leadership in Zara is represented by both males and females. Individualism in Zara is represented by teamwork where individuals can share and communicate their ideas to others.
 Uncertainty avoidance index is a dimension that refers to the tolerance levels for unusual situations introduced to employees. The application of this concept highlights the major differences because employees that come from different working cultures react differently and perform in different contexts. For that purpose the control from headquarters ensures there is continuous communication and that store managers work together to achieve performance. Every day there are targets set and each store knows which world wide and be proud of achievements or being more motivated to work harder (Pedro, 2014). 
The relationship between organisational structure and organisational culture in Zara 
There is a strong connection between Zara’s organisational structure and its culture. The lean organisational structure in Zara allows communication between headquarters which has the central control and the other locations. Zara distributes power equally across the organisation and prefers decentralisation for their business structure. This is mirrored in the organisational structure which is defined by fluidity in communication and participative nature. 
In Zara’s stores there is a performance culture and that is encouraged by the organisational structure which aims to reduce production time for less than a month and that would not be possible without effective and direct communication between stores and design and manufacturing teams. The vertically integrated structure and the flexibility of the structure contributes to Zara’s efficiency and capability to produce fast fashion and maintain a competitive advantage in the market. 
In conclusion it has been identified that Zara has strong organisational culture that derives from its organisational structure, and which gives the organisations strength and overall success internationally.
Conclusion
In conclusion it has been identified that Zara has strong organisational culture that derives from its organisational structure, and which gives the organisations strength and overall success internationally. 
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