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From the time people could conceptualize the value created in the Fashion Industry to now, a lot of changes were seen in this vastly growing industry. Fast fashion is a design, manufacturing, and marketing approach that focuses on creating large quantities of clothing in a short amount of time. To introduce low-cost designs to the public, garment manufacturing uses pattern replication and low-quality materials (Reed FIDM, 2014). These low-cost, trendy products have triggered an industry-wide trend toward excessive consumption and environmental exploitation. The fashion brand Zara is no exception to the term fast-fashion brands. But they are engaging themselves to introduce policies that will solve their problem in the overall supply chain and create value for their stakeholders. 
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Zara is a Spanish clothes chain with headquarters in Galicia. It is the flagship chain store of the Inditex company, the world's largest clothing retailer, and was founded by Amancio Ortega in 1975. Pull&Bear, Massimo Dutti, Bershka, Stradivarius, Oysho, Zara Home, and Uterqüe are among the labels owned by the apparel company. The corporation has 2,220 locations worldwide and is active in 88 countries. Zara has long been a forerunner of quick fashion, owing to its highly sensitive supply chain.
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In recent years, there has been a growing perception of the fashion industry's environmental effects, sparked by mounting evidence of increased global apparel consumption and fueled by increased clothing accessibility and affordability. The publication of numerous authoritative studies outlining the scale of the fashion industry's environmental impact, as well as the establishment of several fashion industry-targeted sustainability programs (e.g., the Global Fashion Agenda's "2020 Commitment"), have not only helped to draw a great deal of attention to the issues in the last three years but have also helped to raise awareness of the issues (Parry, 2020). Therefore sustainability in fashion is so important. Some of the points how sustainable fashion industry could approach are given:
Second-Hand Shopping
Smart shoppers use secondhand clothing and accessories to make their purchases more environmentally friendly. The value of the second-hand clothes industry will be overwhelming in 2020, with a market value of $ 32 billion. By 2023, it is expected to be worth $51 billion. Secondhand apparel is becoming increasingly popular around the world.
On-Demand and Custom Clothing
To get closer to their clients, brands and retailers are personalizing the whole shopping experience. Consumer choices matter the most in the age of consumerism, and consumers are opting for personalization (Marot, 2010). Customers' experiences of customized shopping are constantly being improved by brands and designers.
Fair and Ethical Fashion
Veganism, eco-friendliness, recycling, and socially responsible clothing are all common in today's fashion. Every day, brands come up with new ways to make fashion more humane and cruelty-free (Garry, 2019). Consumers are gravitating toward products that provide them with the highest level of service while still respecting animals, labor rights, and the environment during the production process.

Clean and Green Fashion
The emphasis of sustainability is on the future. Green fashion helps to keep the environment safe and makes the world a happier place to live (Parry, 2020). Green clothing that has a low environmental impact is common with consumers. Green goods are those that are produced from natural materials. Clean, on the other hand, denotes natural or synthetic substances that are not detrimental to our bodies.
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To assess what strategic advantage Zara has, we need to identify what is the value chain. Here, the overall value chain is discussed:
[image: ]
Figure 2: Value Chain of Zara
Source: (Marot, 2010)
Zara buys massive volumes of only a few types of fabric (four or five, depending on the season), and does all of the garment design, cutting, and dyeing in-house. Fabric manufacturers will be able to deliver large quantities of fabric directly to the Zara DC – the Cube in this manner. Zara's factories can quickly increase and decrease production rates, resulting in fewer inventories in the supply chain and less need for working capital to finance that inventory. The company can deliver clothes to stores all over the world in just a few days: China 48 hours, Europe 24 hours, Japan 72 hours, and the United States 48 hours (Marot, 2010). It delivers to stores in Europe by truck and ships clothes to other markets by air freight. Stores receive deliveries twice a week, and they frequently receive ordered inventory within two days of placing orders (Parry, 2020). Items are shipped and arrive at stores on hangers with price tags and hangers. This sums up the lean and agile supply chain of Zara.
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Now we can take do a deeper analysis by doing a SWOT analysis that will showcase how these changes affected Zara:
Strengths:
Improved Supply Chain: Zara updates its virtual and in-store collections twice a week. Zara's ten logistic centers supply within 48 hours to every place upon this earth.
Virtual Shops: The funds would go into creating a fun online shopping experience and incorporating existing physical infrastructure.
Improved Design Team: Zara has a design team of 700 professional designers who transform customers' needs into designs. Per year, the design team produces 50,000 pieces of work.
Weakness:
Fast Fashion: Surprisingly, the pattern that propelled Zara to the top is also the source of its most serious flaw.
Reliance on Physical Stores: Zara's efforts to reduce the number of physical stores were exacerbated by the pandemic. Zara was able to rebound from a massive drop in revenue due to COVID-19-related issues thanks to online sales.
Ethical Work Practices: Zara has 1520 vendors who operate in 7108 factories. While Zara deserves praise for developing a strict code of conduct, there is a major gap in its compliance.
Opportunities:
Personalization: Thanks to technology, collecting data and segmenting the customer base after research has never been easier.
Eco-Friendliness: More than a third of Millennials and Gen Z, according to the Sourcing General, search for “sustainable” and “environmentally friendly” labels on clothing.
Resale: The resale sector, which is currently worth $28 billion, is expected to rise to $64 billion in five years. Customers will be able to buy more and less waste if they incorporated a re-sale approach into their existing platform.
Threats:
Competition: Shein, China's fast-fashion behemoth is the world's largest online-only fashion retailer.
Price War: Zara's main focus is fast fashion, which brings the latest runway trends to consumers quickly and at a low rate.
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There have been many complaints in the stakeholder spectrum of many fashion companies. Although they are constantly delivering the bottom line, their strategy is unsustainable. Some of the criticism that these companies faced during the years are noted below:
Environmental Pollution: The materials used for fast fashion markets are one of many materials that are causing harm to society (Posner, 2011). Moreover, the countries from which the products are imported are not efficient enough to recycle the byproducts. Therefore, overall natural damage is happening.
Labor Exploitation: In an economic setting, where there is limited capital but an abundant amount of labor, the capital always dominates the labor. In this sector, the company’s cheap labor is one of the selling points in their value creation but it often leads to exploitation.
Overcapacity: The business model of fast fashion includes frequent manufacturing which leads to overcapacity relative to the demand (Parry, 2020). For example, during the pandemic 2020, we have seen scenarios of overcapacity of products as a result the inventories burnt through the cash reserves.
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European Trade Contingency Plan: After the Brexit, many companies deemed to be a European brand, faced many problems regarding political instability (Posner, 2011). Adding on, the pandemic didn’t help the cause. But they had contingency plans in their arsenal. To solve the instability issue, they slowly worked in reducing overcapacity and diminished the number of orders placed.
Affordable for All Classes: As many fashion companies are presumed to be an expensive line for fashion, they have taken plans to re-brand themselves as a brand that caters to all classes of people. As a result, upcoming sales may increase in this fashion line.
Adding Sophisticated IT software: To capitalize on the upheaval of information technology in the past decade, the management should decide to make investments in the IT department. This will not only make the overall value chain more efficient but will also deliver excellence in works.
Delivering Eco-Friendly Products: Dealing with the problem that most fast fashion firm faces many companies have been ready to make changes to deliver eco-friendly products to their end consumers. Although, much effort is needed to make the cause more noteworthy.
Labor Conducts and Laws: Since fast fashion production houses are based in the least developed countries, they face many problems (Collings, 2018). Furthermore, there are no systematic labor unions in these production houses. To solve the problems, they are made departments that will take care of the functions like wage management, proper work environment, HR departments, and more.
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Political Scenario: One of the most important political benefits of operating a business in the EU is the country's comprehensive trade agreements (Marot, 2010). Not only does this make importing raw materials and exporting finished goods within the European Union a breeze, but it also means Zara can send its merchandising across the continent. 
Economic Scenario: Zara is a well-known brand, but those who aren't familiar with it may mistakenly believe its products are pricey. Zara, on the other hand, is known as a moderately priced brand in contrast to other European high-street fashion names. This enables the business to survive even in poorer countries (Yemen et al., 2018); for example, despite the slowing economy in Spain, Zara remains one of the most successful clothing brands in the world. 
Social Scenario: Fashion companies offers a high-quality product at a fair price (Koreimann, 2015). And, thanks to the brand's clever ads, it gives the impression of exclusivity to customers. Zara can collect healthy profit margins for its shareholders because of its solid, optimistic brand presence. Zara can collect healthy profit margins for its shareholders because of its solid, optimistic brand presence, although customers still feel like they are getting a great deal.
Technological Scenario: Zara is one of the brands going to broaden their scope through technology. The business has both the capital and the consumer to get the most out of information as one of the world's most prominent fashion retailers (Garry, 2019). As a result, Zara is transitioning to big data — the study of analyzing large data sets — to figure out how to meet and cater to customers more effectively. Users can interact with you both online and in person.
Legal Scenario: Zara, like the rest of us, must act within the confines of the statute. Copyright law is one of the most frightening legal divisions for all fashion brands (Lehnert, 2017). Zara is going to break into copyright problems because it enjoys catching hot fashion trends and making them more accessible.
Environmental Scenario: The fashion industry is said to allow consumers to switch on trends quickly and dump clothes to remain present (Eco and McEwen, 2014). Zara could be classified as a fast-fashion brand, and as a result, it could be criticized for wasting resources. 
[bookmark: _Toc70117425]Conclusion
In this age of fast fashion and online shopping the fashion brand needs to re-imagine themselves to have sustainable growth. There are certain drawbacks in the whole process that diminishes stakeholder value and firms like Zara needs to step up and come with innovations to tackle those.  In this report, we can find what situation Zara was in and what changes it came up with. Moreover, how those changes impacted their strategy and stakeholder value. Therefore, the report is going to be a learning process for the reader to assess the strategic position of Zara in this ever-changing world of fashion. 
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