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			Executive Summary

ZARA is a clothing retail store that is owned by INDITEX. They opened over 6000 stores globally and should be the top brand of fast fashion in the world. 

In the recent years, ZARA is popular brand in Hong Kong, their price setting is affordable for the society and their Research and Development (R&D) keeps innovating and improving the product quality. So, we will analysis their Mission, Vision and value of their strategic direction.

Today, environmental impact is a major concern on a global scale. The policy is regulated in many developed countries to minimize pollution. We will evaluate the macro-environmental analysis for the HK and indicate the opportunity and threat in the industry. Furthermore, we will discuss their value chain how to offer the contribution to ZARA and continue to run the business. 

After that, we will go through their corporate strategy. They will use three kinds of strategies to evaluate how to keep the company stability, growth and defensive. Also, we will use the low cost provider to analysis their business strategy. Finally, we will provide the recommendation to conclusion this essay.

1. Introduction
Some significant apparel retail companies have flourished in Hong Kong's fashion and garment business in the last decade. The objective of this essay is based on studies into ZARA. ZARA is a retail apparel brand founded in Spain in 1975 and started by Amancio Ortega, which revealed details about its background and business strategy. I will go through their current plan for keeping their company surviving as well as any recommendations for how to develop during the pandemic. Actually, they closed over 1200 retail stores around the world during the pandemic which had a great impact on their profit and sales (The Guardian, 2022).
[bookmark: _heading=h.ws6pku7x3fx0]
[bookmark: _heading=h.u3womu6hge8b]ZARA's success is built on the company's strategies. The business strategies have aided their business expansion more quickly while maintaining affordable pricing for the customer. Their business model differentiates the company from the rest of the industry, such as ZARA Home of product diversification. Also, high responsiveness from the customer is their important aspect. So, it has given the strongest competitive advantage among the competitors.
[bookmark: _heading=h.g3wyfy60111d]
According to the 2021 annual report of INDITEX's business strategy, which is characterized by, sustainability, innovation, and collaboration at all stages of the value chain, seeks to meet their customer's expectations and provide them with affordable prices with the highest sustainability standards. Also, the major key of the company strategy is to protect the environment, which makes their business more sustainable. The Group of timelines (Figure 1.1) can indicate the above characteristics.
Figure 1.1 ZARA Timeline.
[image: ]
							Source: Constructed by the Author
2. Relation of Strategic Direction and Mission/Vision/Value
Strategic direction assists a corporation in achieving its vision and the objectives of its company strategy. Additionally, it contributes to the company strategy's consistency and offers more stability moving forward.

2.1 Mission
[image: ]
							Source: Mission statement, 2022
[bookmark: _heading=h.gjdgxs]Their mission statement clearly emphasizes the objective and why the company existence (Altiok, 2011) which they can provide the fast response from the public and deliver the new product within 2 weeks. 

ZARA is running a fast fashion business and is one of the best apparel retail brands in the world, their business expansion is very rapid, and their shops are allocated all over the world. Their products are divided into many categories which can be committed for different age groups of the customer’s needs because ZARA has many in-house fashion designers to create different kinds of fashion styles to respond to the market immediately. One of the famous issues happened in 2015. a woman named Miko went into a ZARA store in Tokyo and asked for a pink scarf, but the store didn't have any. ZARA stores in Frankfurt, San Francisco, and Toronto, and pink scarves were requested simultaneously. All customers left the stores empty-handed, as did many other ZARA customers around the world over the next few days in various ZARA stores. 7 days later, more than 2,000 ZARA stores started selling pink scarves globally; 500,000 pink scarves were sold within three days exactly (Forbes, 2022). The above issue can indicate that ZARA tries to satisfy their customer's wants.

Refer to the above example, we can see ZARA has very fast response from the public. They only spend around 2 weeks and able to deliver the new product to the customer. They really understand what customer want and need. I can believe that their Mission is already succeeded.  




2.2 Vision
[image: ]
							Source: Mission statement, 2022
Vision is not a dream. It represents an ideal view of what the business might become and accomplish (Brătianu and & Bălănescu, 2008, P.19). ZARA launched many campaigns which are charitable programs that support society to improve the living environment for people. 

Through active awareness efforts the society, ZARA has placed a strong emphasis on encouraging and motivating environmental protection. Their business supports numerous sustainability policies that fight against the usage of plastics and unnecessary labeling on clothing. These measures we can see that ZARA's acknowledgment of fast fashion must have a significant environmental impact, they want to eliminate the impact on the environment and save the earth.
 
Greenpeace announced to ZARA to stop the toxic waste during clothing production in 2011. ZARA also committed to zero harmful wastewater generated during any stage of the design, production, or distribution processes utilized by 2020. They already interacted with different country's governments and environmental groups, they try to fulfill their requirement and have already gotten the signal that fast fashion brings a harmful impact on the environment, we cannot estimate whether their goal can achieve or not, but they keep announcing the road map of their yearly report and indicate their result of the sustainable development.


2.3 Value
Value conveys the integrity that company or individual believe in (Aithal, 2016, P.310). Inditex's core value is People (Inditex, 2022). They complete trust in aiding the Group to succeed. The employees are given their enthusiasm and passion for ethical fashion with the customers, allowing them to continuously develop themselves and face new challenges.

ZARA's designers establish a close relationship with their customers, responding as early as possible to their demands, reacting to the latest trend, receiving feedback on women's, men's, and children's collections, and implementing products at the right time and place. In addition, ZARA implemented RFID technology to enhance the quality of customer service. Utilize this technology to track garment locations and the arrival time of the items. 

Besides, the company's dedication improves the consumer experience and environmental sustainability which is highlighted by the eco-stores and ZARA's Join Life collection. Also, numerous new and innovative projects, including the placement of recycling bins to collect the used clothes from the customer.


3. Macro-environment analysis of the apparel industry
It was required to examine the current situation of the apparel industry in Hong Kong to understand how the dynamics of all macro factors can affect this market either positively or negatively.

3.1 PESTEL analysis 
Understanding the strategic risk can be performed using the tool PESTEL analysis. The impact of the brand’s competitive position is identified which are changes in the external environment (Sammut-Bonnici and Galea, 2014). Now, I will mainly discuss the Political, Economic and Social for the casual wear industry in Hong Kong. 

3.1.1 Political
· Due to the pandemic, social distancing measures are regulated by the government (The Government of the HKSAR, 2022), and enter a shopping mall, customers must comply with all "LeaveHomeSafe" and "Vaccine Pass" rules. As a result, the customer might not want to enter the store. These regulations will reduce customer purchasing behavior. Impulse shopping is significantly reduced when customers are unable to enter the stores physically. Additionally, occasion-driven shopping has decreased since fewer gatherings and interactions between friends have taken place. Although this should be a short-term issue in Hong Kong. The global pandemic should have an end date. However, the Hong Kong government will continuously issue new regulations while also keeping an eye on the global situation, the regulation has a significant impact on a different industry and has resulted in historical firm bankruptcies and unemployment rate growth.

· The Hong Kong government released the Climate Action Plan 2050 in October 2021 (The Government of the HKSAR, 2022), intend to combat global warming and achieve carbon neutrality or decarbonization (Rockström et al, 2017, P.1269), which restricts world temperatures to well below 2°C, hence increasing social awareness of environmental protection. ZARA has already acknowledged this environmental alert since 2006, they focused on five major initiatives. The control of indirect emissions has produced by our logistics activities and the use of renewable energy in our warehouses are in the parts of the five major initiatives. This is a long-term solution to protect human health living on the earth and reduce the impact of the environmental crisis.  

3.1.2 Economic
· The Consumption Voucher Scheme was announced by the Hong Kong government in 2021 and 2022 during the pandemic. For the consumption voucher, the money can only be deposited into the payment system, such as Octopus, or Alipay. It cannot be transferred to the bank account for saving purposes. So, the residents can use it for shopping and dining. At the same time, it can help the merchants to maintain their business and overcome their difficulties. Also, it can help the employment rate not continually decline. However, this is a short-term solution. Because the government will not keep announcing this scheme. Also, Hong Kong residents only receive 5000 HKD from this scheme which is not a great help to their monthly expenditure. So, I think the government should find a solution to reduce the unemployment rate. If people have a stable job, this scheme will not be more significant.

· Young customers use smartphones to perform their online shopping, which is leading e-commerce penetration to increase rapidly in the market. In 2020, the 5G Network technology will become mature in the public which will enable improved e-commerce in Hong Kong by providing a high-speed connection. On the other hand, online shopping is a trend during the pandemic in Hong Kong. So, ZARA also launched a promotion to boost sales in their online store or app store. 




3.1.2 Social
· The aging trend of the population is anticipated to continue. According to the 2021 Population Census in Hong Kong, one in five people living in Hong Kong were 65 years of age or older, compared with 2001, there is one old person out of every nine people. So, ZARA should modify its consumer targeting and pay more attention to aging shopping habits. Therefore, they diversify different kinds of products to fulfill the customer's taste. 

· Since the public only acknowledges that fast fashion products are low price, they will prefer to buy these products. However, they do not consider fast fashion’s supply chain which brings out the impact on the environment. So, the supply chain will continue to consume huge energy, emit CO2, and waste textiles and water to pollute the environment (Niinimäki et al, 2020, P.189). Therefore, environmental protection awareness needs to be raised in the public and educate the green consumerism in the next generation. ZARA innovates new materials and technologies that minimize the environmental impact of fashion products and aid in the transformation to more sustainable and circular solutions to reduce the impact on society. Finally, more people are starting to accept the recycled and sustainable product (Ting‐Yan and Christina, 2012).

3.2 Opportunities and threats 
Using Porter's five forces to evaluate the market attractiveness (Porter, 2008), we can see its analysis's opportunities and threats below.

3.2.1 Opportunities 
· ZARA has many in-house designers, so they can improve the fashion style of their products and respond to market requests to modify the design in a short time, this can differentiate their products and stand out among the competitors. In addition, the government announced a policy to limit access to shopping malls due to the pandemic. Therefore, a customer cannot decide to enter a physical store and then switch to an online store to make a purchase. ZARA already opened an online store and an app store, so they can attract customers for online purchasing.



· ZARA benefits from a significant economy of scale (EoS) due to its number of items growing as the average production cost per unit falls (Anwar and Ali, 2015, P.51). Large quantities of products at a lower cost because of the bulk advantage, this EoS gives ZARA a high profit margin. In addition, a new product should be designed, developed, and produced in just around two weeks, which is an incredible turnaround time when compared to smaller brands and the industry standard of a few months, this also is their competitive advantage in the industry.  

3.2.2 Threats
· Fast fashion companies are becoming more competitive with ZARA, these include H&M, GAP, UNIQLO, etc. So, ZARA might find its challenge to boost sales as a result. To remain competitive, ZARA must also follow the most recent fashion trends.

· As previously said, there are numerous competitors in the industry. Customers have a wide variety of retailers from which to choose in the market. They can choose the best product based on price. Normally, customers do not develop strong brand loyalty with general fast fashion brand. Therefore, it is easy to understand, price is the main consideration under a similar product.

Figure 3.1 ZARA Porter five forces
[image: ]
							Source: Constructed by the Author
4. Value chain
It can be utilized to establish competitive strategies, analyze the internal sources of competitive advantage, and define the interrelationship between value creation and profit-making operations (Ensign, 2001, P.18).

4.1 Primary activities of ZARA
The primary activities of ZARA contain from producing to selling the finished product to the market. Let analysis the primary value chain and how to get better performance of the workflow.

4.1.1 Inbound logistics:
I think it is essential to create a good relationship with the supplier or manufacturer because they are responsible to receive, store and disturb the finished products with ZARA. Another important aspect of ZARA’s incoming logistics is its ability to manage the entire supply chain. As we know that half of their production takes place in Spain, while the other half takes place globally. All products are received and stored at the warehouse before delivery, because they are ready for the smallest market changes, such as expanding the production of popular products. This can gain their market share due to their response from the market very quickly.

4.1.2 Operation:
ZARA's headquarters are in Spain. Because the major design department is headquartered here, so they can quickly interact with the procurement department to make speedy modifications and decisions from the customer response. This kind of operation activity must be able to improve productivity. Increasing productivity can help the brand to keep the continuous business growth and earn more profit. Finally, they can keep their competitive advantage in the apparel industry.

4.1.3 Outbound logistics:
As mentioned before, ZARA implemented RFID technology in every store in 2014, the RFID function is collecting data when the product is sold. This data will be sent to the internal database to do analysis. The result can reflect which items are popular and what items lack in the store. So the warehouse will take action to send the these items and fill up the store. This is very impressive and increase the quality of customer service.

On the other hand, fast delivery of apparel is a highly significant part of ZARA's outbound logistics in order to speed up the product's arrival at the store. To this end, delivery within 24 hours in Spain and within 40 hours abroad is required. So, better time management can minimize transportation costs and eliminate the impact on service quality. As a result, this can acquire customer satisfaction and keep the brand growth opportunity.

4.1.4 Marketing and Sales:
ZARA prepares to respond rapidly to market changes because they do not outsource its manufacturing. This close relationship with the supplier can speed up sales and minimize the period of product distribution.

Clothing is displayed and sold for a limited time which can keep customers interested and come back to stores for new products or discounts on unsold items. Customers are motivated to purchase and using this strategy since the product may run out shortly. This strategy involves two advantages to the competitor:
· ZARA can keep the inventory at a low level and the increased cash flow can invest in the other product.
· No need to spend more advertising in the market, because the customer visits the store regularly looking for new products and discount items.

4.1.5 Service:
Post-sale service is very important for retail service because good customer service can establish customer loyalty. Since ZARA customers are primarily younger, they have a high technical knowledge using the internet, so e-WOM can assist them to gain a good reputation from society if they get a positive image from the customer.

4.2 Secondary activities of ZARA
The support (Secondary) activities greatly aid the coordination and facilitation of the primary value chain.

4.2.1 Infrastructure:
The organizational structure of the company has numerous distinct departments, including legal, finance, accounting, planning, and product development. Every department makes an effort to keep the business moving forward. These departments are interconnected and react to each another. ZARA has an effective infrastructure that can enhance the market's competitive positioning.

4.2.2 Human Resource Management:
Effective HR management can allow ZARA to reduce competitive pressure based on employee motivation and their skill. The company also can achieve the goal of cost minimization by analyzing hiring and training costs. 

4.2.3 Technology development:
A critical component of ZARA's technology development strategy is information communication and product innovation. RFID technology and Sustainability Innovation Hub enhance the interaction between supplier to customer. Through the transfer of customer data or information from the store to headquarters and the back, they maintain connectivity throughout the whole supply chain.

4.2.4 Procurement:
To manufacture the finished product, procurement involves a wide range of purchasing equipment, raw materials, supplies, and other necessary items. ZARA must carefully analyze the procurement operations to reduce the cost of the whole value chain due to its connectivity with numerous value chain activities.

As mentioned above, I used the Porter Value Chain to analyze the importance of all activities of ZARA. They need to draw attention to areas where value can be added, cost efficiency can be attained, a basis for distinction can be established, or processes can be improved.


5. Corporate & Business Strategy 
The corporate strategy mainly analyzes the company’s business growth and profit, and the business strategy mainly analyzes the competition in the industry. Now, I start to analyze two different kinds of ZARA strategies. 


5.1 Corporate strategy 
Corporate strategy is some aspects of decisions which are developed and run for a long period of time (Andrews, 1997). I am using the 3 different kinds of corporate strategies to analyze how ZARA can maintain and survive in their business currently.  

5.1.1 Product development strategy
Product development strategy is a part of an intensive strategy which is finding a new method to increase sales by changing or improving the current product. Hence, ZARA has set up the Sustainability Innovation Hub to do research and develop new materials for apparel products. For example, pineapple leaf residues are transformed into new materials through technological innovation. Also, they are using new technology to improve the quality of materials and eliminate harmful substances for sustainability. Strong research and development can limit the impact on the environment and help ZARA to advance more sustainable solutions. As a result, this can increase their competitive advantage in the apparel industry and keep the company growth.

5.1.2 Related diversification strategy
Related diversification strategy of synergies is grouped by Inditex which has combined the reporting between ZARA and ZARA Home for presentational purposes (Inditex annual report, 2021). The objective is to maximize the combined stores and online platform's operation to strengthen the brand management impact. ZARA Home is paying more attention to the home textile sector, due to the under-representation of the market by competitors, So ZARA Home can enhance its apparel line. Besides, the differentiation of ZARA Home can offer a larger selection of furniture and decoration to take an advantage of market opportunities.

5.1.3 Defensive strategy - Retrenchment
To keep running their company throughout the pandemic, ZARA has adopted the defensive strategy of retrenchment. ZARA was unable to take advantage of external opportunities and threats. As far as we can recall, every country announced its restriction policy, which blocks the region and limits the virus's continued spread. Many organizations also permit their employees to "Work From Home." As a result, social activities must dramatically decline, which will have a significant negative effect on the apparel industry's revenue. Finally, ZARA will try to boost online sales of COVID-19 after closing 1200 stores globally (The Guardian, 2020).
5.2 Business strategy
ZARA utilizes the strategy of the best-cost provider as a tool to offer the customers who expect product differentiation and is price sensitive (Mulandi, 2008). This strategy can make businesses stand out from the competition when used properly. 

5.2.1 Low cost strategy
Let's evaluate ZARA and how to offer an low price to the customer in the business strategy. The primary objective of implementing this strategy is to maintain market leadership through effective value chain management. They can do this because they can buy the low cost raw material and transform them into their own fabrics during the innovation and in-house designs, these processes avoid depending on external apparel vendors.

By emphasizing the product targets to the mass market (Kotler, 1989), this strategy enables ZARA to rapidly increase its market share to meet any customer requirement. Consumers usually place a high value on the pricing factor, so pricing is the best way to satisfy customer needs. As an additional comparison, consider the fast fashion competitor - H&M. There is not much of a difference in the selling price of their products - table 5.1. However, ZARA will offer a discount on the website regularly - Figure 5.1.

Table 5.1 Price and product comparison with H&M
[image: ]
				Source: Constructed by the Author









Figure 5.1 Discount product of ZARA
[image: ]
					Source: ZARA, 2022

ZARA regularly offers discounts and coupons, it is because they enjoy low prices by lowering production costs and maximizing their supply chain efficiency. This can meet the sales goals and combat its main competitors. These discount and promotional strategies are able to boost their brand popularity and encourage customer consumption.

5.2.2 Product differentiation
Another typical method is product differentiation. To achieve its growth goal, ZARA combines differentiation with a low-cost strategy.

By emphasizing the unique features of its products, ZARA can increase its customer base by using differentiation as a secondary activities of value chain. They have a large number of in-house designers, so growing the number of product styles is not a problem, but they only produce a limited amount of the same product in inventory, this is their strategy and I mentioned it in the Value Chain - Marketing & Sales.

ZARA's strategic goal in using this strategy is to differentiate by itself from innovation and address society's health concerns. For instance, ZARA expanded its product line before examining the environmental effects. In order to reduce the negative effects on society, they will develop new substances. The combination of differentiation and a lower-cost  has assisted ZARA in building a strong and loyal customer base.


Through a differentiation approach, ZARA positions its products in a way that differs from existing competitors. As an experienced and established brand, the company uses differentiation as a tool to relieve pressure from other brands. So, the big brand logo of ZARA and the display of a new product in the window, these can catch the concentration from the customer in the crowded area. Therefore, that’s why no huge investments in advertising.

5.3 Balanced Scorecard
Before implementing the Balanced Scorecard model, businesses only judged their successes in terms of short-term financial measures. Today, they also consider how well they are serving their customers, internal business processes, and meeting the requirements of their employees for learning and growth (Chavan, 2009).

5.3.1 Customer
Serving the customer is very important for ZARA, we can see their “vision” and “core value” mentioned how to satisfy the customer needs. To keep customers interested in the products and attract the customer returning to their store to buy their new products or discount items. They carry out a Time to Market approach (TTM), new products are launched every two weeks, which means there are 24 seasons of different fashion styles in a year. Therefore, the customers completely satisfy ZARA is on the trend. 

No competitors in this apparel market can do that ZARA has 24 seasons of different fashion styles for customers' selection. So, customers will tend to buy their clothing, so every revenue per user will be higher than other competitors.

5.3.2 Internal Business Process
Since the installation of RFID technology in 2014, ZARA can track the entire logistic processes. From selling a piece of the product to filling it in the store, all data will be sent to the central data center for further analysis. Also, their Time to Market only requires around 2 weeks, this incredible speed can make their sales to continue growing. 
In addition, their product innovation of raw materials and in-house designers can offer many kinds of fashion styles in a short time to respond to the market demand. These can differentiate their product from the competitors. All the internal business processes are based on their mature value chain model. 

5.3.3 Learning and Growth
As we all know, ZARA has a 24-season fashion style, so new clothing styles will be released every two weeks, and they will continue to conduct a research and development to better raw materials for sustainability. As a result, ZARA must provide training to front-line staff and introduce every new product before launch to the market. Employees can acquire the understanding and confidence in their ability to sell products through training. Finally, this can increase the quality of customer service.

5.3.4 Financial
Financial outcomes can be attributed to Customer, Internal Business Process, and Learning and Growth. The financial performance of the entire organization must be substantially worse than anticipated if the first three tasks are not properly completed.

Figure 5.2 Balanced Scorecard
[image: ]
							Source: Constructed by the Author







6. Recommendation 
I will examine my recommendations for their strategies based on the corporation and business strategies.

For the corporation strategy, product development strategy and relative diversification strategy should continue and maintain in ZARZ's business since everyone is aware that textile products have a negative influence on the environment, such as water and textile waste. As a result, they adopt sustainable development methods that promote environmental protection. These strategies can keep running the business stability in the industry.

Due to the pandemic's effect globally, ZARA closed many stores and boosts the online sales. So, the pressure on their online platform will increase rapidly. I recommend they should enhance their system to prevent the network platform going down.

For the business strategy, fast fashion has keen competition in this industry, and all of the brands will use different kinds of strategies to sell their products, especially setting the low cost of the product. So, ZARA can keep this strategy to compete in the industry. As mentioned before, ZARA will release a new product every two weeks and they are using the new innovative material to produce the clothing. So, I suggest providing some training for the front-line employees. 

Now, I am going to use the Gantt Chart which can deliver essential information and workflow (Wilson, 2003, P.430) to show my recommendations.
· Provide training for the store managers
· Enhance the internal network 









Figure 6.1 Gantt Chart
[image: ]
Source: Constructed by the Author

ZARA staff are required to provide better service and product information for the walk-in customer, so the Human Resource department (HR) will cooperate with the Design department to provide the product knowledge and service training for the store managers. Design department will collect the current and upcoming design information to introduce for the store managers, they will take around 1 month for preparation (middle of Jan to middle of Feb in Q1 2023). Then the HR will arrange the scheduled time with store managers to attend the training, it will take around 2 weeks for arrangement. The store managers may spend 2 to 3 days to complete the training. After the training, the store managers must be required to deliver the training information to their team members. The above is the project 1 which is providing a training to the front-line staff.

The below is the second project of network enchantment. Due to the pandemic, many customers will use online shopping platform, which may increase the pressure of the internal network. So, upgrading and enhancing the network is unpreventable. IT departments (IT) must take a responsibility for this project, they require 1 month (Jan) of Q1 2023 to collect the data from the current network platform and analyze when the peak hours of the customers are using it for shopping. After that, they need to plan the number of equipment that they require to change and replace. Finally, IT will pass all essential information to the procurement department for further action.

The procurement department receives the information from IT, they will review the budget and start to communicate with the vendor for equipment purchasing. This stage should take around one and a half months, including payment and waiting for the equipment delivery. IT will start to upgrade with the vendor after the equipment reaches the data center. Because it is a large project that will affect the current platform, IT requires around 3 months to complete the installation and user acceptance test (UAT).

For the contingency plan, I will propose the reopen the store in Hong Kong. However, it is very high risk and requires a huge amount of money for investment. Because nobody knows when the government will resume the traveler clearance between HK and China. So, let's keep monitoring government action until the end of this year. Therefore, no project tracker input in the Gantt Chart.


7. Conclusion
According to the analysis of ZARA in the essay, their competitive advantages are stronger than the competitors. The first one is customer responsiveness.  ZARA does not input much resource in the marketing promotion, they mainly put the  effort in the customer aspect. They will listen to the customer's opinion and feedback, then use this information to produce the next product. Needless to say, the result must be satisfactory from the customer. 

The second is their entire business operation, starting form design, production and distribution process. All of the workflows are very mature and it makes ZARA outstanding in the industry. Only ZARA has the capacity to create the newest designs within 2 weeks and have them available in stores. Needless to say, the customer will tend to shop in their store. In Conclusion, high responsibility for customers can increase customer loyalty. This can lead their business growth and success in the industry. 
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Zara’s Mission Statement — ‘Give customers what they want and get it to them faster than anyone else.’




image3.png
Zara's Vision Statement — ‘To contribute to the sustainable development of society and that of the environment with

which we interact.’
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