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Introduction

Management consultancy aims at providing advisory or implementation services to the
organisation's management to improve its effectiveness through operational performance,
business strategy and organisational processes. In this context, the paper will provide a
management consultancy report for Zara to undertake strategy updates and evaluate growth
opportunities after external and internal environment analysis, formulating global environment
Strategies and corporate strategies.

Zara, founded in 1975 by Amancio Ortega, who founded the Spanish INDITEX group, is a
famous Spanish brand. Zara ranked as the top clothing brand in Spain in October 2019 and the
third top clothing brand globally. Zara is a representative of the past fashion brand, which has
acquired a significant position in the clothing industry by providing High Fashion to ordinary
people at a comparatively affordable range allowing young people to pursue the global ball
fashion trends (Chunling, 2020).

Task 1- The External and Internal Environment

External environment

In order to evaluate the external environment, the following PESTEL analysis has been

conducted.
Political
factors
Economic
factors
PESTLE
~ Analysis
Environment Social factors
factors
Technological
factors
Fig: PESTEL analysis
Source: (Self-generated)
External factors Analysis
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Political The political description in the European Union (EU) has disrupted
its supply chain negatively. Similarly, the free trade policy in the EU
favours Zara for smoothly exporting products.

Economic The Spanish brand gained favour due to the high unemployment rate
within Europe, which allows it to use the low cost of labour (L6opez
et al., 2022). Similarly, it offers high fashion clothes at competitive
prices, which is affordable compared to other competitors such as
Gap, H&M and others.

Socio-cultural Zara has accepted the social trend of retail digitisation since online
apparel, and footwear sales increased at 19% CAGR from 2012 to
2017 (De Wit, 2020).

Technological Zara conducted a research and development project for recycled
fabric to expand the scope of blended fabrics by collaborating with
the textile company, Lezing, which also allowed the recycling of
mixed fabrics even when they are not 100% cotton, polyester or
wool (Seo and Suh, 2019).

Environmental Zara, since 2016 has been conducting sustainable activities through
Join Life, an eco-friendly project that allows donating second-hand
clothes in the Global market to raise funds for non-profit
organisations (Seo and Suh, 2019).

Legal Zara has borne millions of infringement costs each year due to its
bad reputation for plagiarism, where it intends to make profits by
imitating other fashion brands (Duoyan, 2021).

Internal environment

The value chain analysis for Zara indicates the division of that value chain consists of four
parts, mainly designing, delivery, manufacturing and selling. The values chain analysis can be
categorised into primary and support activities (Yi et al., 2020).
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Fig: Value Chain Analysis for Zara
Source: (Su, 2020)

Primary activities

Inbound logistics at Zara moves and distributes raw materials and is controlled by the
supply chain, manufacturing most of the products inside Sapin and the rest produced
abroad (Sirine and Andadari, 2019).

Operations are managed from the headquarters of Zara in Spain, with central designed
departments located there that integrate procurement with faster decisions and
adjustments. The operations perform under 3 Independent and different business lines
for women, men and children (Yide, 2021).

Outbound logistics at Zara is usually done at the start of the fashion season associated
with the actual weather seasons of winter, summer, spring and fall that allows grabbing
most of the market in Spain and Europe. Outbound logistics is also considered
necessary due to the fast distribution of clothing, which makes deliveries in Europe
within 48 hours, leveraging its local position in Spain, which allows transportation
through trucks at low cost, high speed and high volume (Ruan et al., 2022). It
accelerates the process between manufacturer and customer.

Marketing and sales have been minimally prevalent for Zara compared to other
competitors since they use clever commercial strategies, which ranked Zara in the 24th
position in the Interbrand's Best Global Brands of 2017 (De Wit, 2020). Zara uses its
store windows as billboards that saves cost on an advertisement while reducing the rate
of unsold products with the presence of a vast number of physical stores.

Services are managed through several guidelines to fulfil customer satisfaction and

interest, catering to most young customers (Su, 2020).

Support activities

Firm infrastructure for the particular business model of Zara complies with
decentralised decision-making and high-speed production and change that allows
configuring its infrastructure and responding to and supporting the required changes
(Yide, 2021).

Human resource management is managed by its human resource director, addressing

the issues associated with operations (T0kés, 2022).
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e Technology development is reflected in Zara's information transformation strategy that
allows the interconnectedness of the entire supply chain using a flow of information
and data from headquarters to store managers and backward (Ruan et al., 2022).

e The procurement cost at Zara is low since it procures raw materials from two suppliers.
The first is the subsidiaries of its head group, INDITEX and the other are external
suppliers. The mixed raw material procurement method is more flexible and capable of
responding to unexpected changes (Ruan et al., 2022).

Critical factors

The following SWOT analysis indicates strengths and weaknesses derived from internal
analysis of the value chain, whereas opportunities and threats are derived from external analysis
of PESTEL.

W-
S- Strengths Weaknesses
0_
Opportunities

Fig: SWOT Analysis
Source: (Self-generated)

Strengths Weaknesses
e Low procurement costs allow Zara to e The operations are mainly
follow fashion trends and established around its headquarters
consistently produce exciting in Spain and open access to Europe,
products. which also restricts its advantage of
e Zara saves money on marketing and fast delivery in other regions.

promotion using commercial
strategies, followed by its parental
group INDITEX.

Opportunities Threats
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e Economic benefits of low labour cost e Increasing competition from other
due to manufacturing in Spain's high fast fashion brands such as Gap,
unemployment rate. H&M and others.

e The increasing scope of retail e Legal challenges and financial loss
digitisation can be leveraged due to due to copyright infringement.
the global reach of Zara's supply
chain (Zhu, 2022).

The above analysis indicates that procurement, economic factors, marketing, and sales are the
three most critical factors derived from the internal and external analysis since these factors
affect the overall performance of Zara in the international markets and can disrupt its position
against competitors.

Zara’s competitive advantage

The current sources of the competitive advantage derived from internal analysis of Zara are the
low procurement cost and money saved on marketing and promotion. These factors allow the
organisation to use the money to emphasise product development and customer satisfaction
through constant research and development (Zhu, 2022). Simultaneously the external factors
indicate economic and socio-cultural factors to be a source of competitive advantage that
enables Zara to leverage the low cost of labour and consistent retail digitisation in the fast
fashion industry. The sources of competitive advantage facilitate creating and using a global

and corporate strategy.
Task 2 — Strategy in the Global Environment

Motives for International expansion

Yip’s model

In order to evaluate Zara's motive for international expansion, Yip's model will help analyse
the drivers of internationalisation (Benevolo et al., 2020). The following model indicates the
international strategies that drive Zara to enter the global market using the potential viability

of its globalisation strategy.
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Market
drivers

International
strategies

Fig: Yip’s model: drivers for internationalisation

Source: (Self-generated)
Market drivers
Reducing the life cycle of a product acts as a catalyst for globalisation, particularly in the
context of the fast passion industry where Zara operates. The customer needs for fast fashion
apparel and footwear emphasises following global trends, which facilitates similar needs of
customers throughout the globe that drives the scope of internationalisation. This demand for
homogeneity in the global market drives Zara to internationalisation. It allows the selling of
similar products even in different countries, developing mass production and standardising
products (Yin, 2022). Similarly, the perspective of reaching global customers makes
internationalisation more desirable. Simultaneously Spain joining the EU also acted as a market
driver for internationalisation which allowed beneficial trade policies in the European
countries, facilitating expansion across the union without barriers (Su, 2020).
Cost drivers
Cost drivers make Zara internationalise, seeking economies of scale and cheaper resources. It
shows expansion in France, Portugal and the United States as the initial stages of the
internationalisation process. The establishment of garment factories in Portugal to leverage the
cheap labour cost contributed to the cost driver of Zara to internationalisation (Su, 2020).
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Simultaneously favourable centralised logistics allow cost effectiveness by integrating online
and physical stores with Zara's shipping storage and distribution processes. Moreover, the use
of radio frequency identification (RFID) Technology allowed tracing of each garment,
encouraging an integrated shopping experience and acting as a favourable cost driver (Yide,
2021).

Competitive drivers

The interdependence between countries due to the geographical location of Zara in the EU
allows its Homeland participation. The ease of access to foreign countries within the European
continent, starting with Portugal, eased its initial competitive drive for internationalisation.
This eventually provided an extra edge to Zara in the context of expanding its operation
throughout Europe (Gabrovsek, 2022). Moreover, the competitive driver of internationalisation
for Zara is also its access to procurement of 40% of raw materials from within the INDITEX
group. In contrast, the remaining 60% is purchased from many supplier groups, which provides
the advantage of avoiding over-dependence on particular suppliers (Xuejie et al., 2019).
Similarly, the interdependence between countries within Europe facilitated better delivery of
products since nearly half of Zara products are produced in Europe.

Government drivers

Governments drive internationalisation through beneficial international trade policies,
particularly within the EU. The transport policy has allowed Zara to develop a highly
competent supply chain and logistic system that encourages better procurement, distribution
and delivery of Zara products. Simultaneously Zara ranked 30 in the Best Global Brands since
2008 by the Global Brand Consulting company Interbrand (Seo and Suh, 2019). This made it
more compliant for Zara to adhere to the vegan fashion policy values, recovering global
changes in the consumer trends associated with ethical consumption and their implementation
in the corporate values and strategies (Benevolo et al., 2020).

Evaluation

The above analysis indicates the motives for Zara's International expansion primarily due to
the limited market growth opportunity within Spain and vast possibilities, particularly after the
access to the EU and the use of its fast logistics. The saturation of the domestic market
encouraged the acceleration of the internationalisation process, particularly after Spain entered
the European Union, which removed the export barriers and duties with excellent opportunities

in technology development and economies of scale (Gabrovsek, 2022).
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Internationalisation
Internationalisation strategies
The following figure indicates the four internationalisation strategies that Zara can adopt based

on its forces of global integration and local responsiveness.

High
Global Transnational
Strategies Strategies
Force of
global integration

International Multi-national

Strategies Strategies

Low

Low High

Force of local responsiveness

Fig: Internationalisation strategies
Source: (Su, 2020)

Global strategy
A global strategy emphasises better efficiency and aspects of global integration by neglecting
the aspect of local requirements within each market (Nambisan et al., 2019).
International strategy
An international strategy is neither concerned with adapting to the local cultural condition nor
about the factors of global integration (Nambisan et al., 2019).
Multinational strategy
A multinational strategy prioritisation the requirements of the local market. However, it
neglects the requirements of global forces (Nambisan et al., 2019).
Transnational strategy
This internationalisation strategy establishes the balance between compliance with the forces
of global integration as well as adjusting to the local preferences within different countries
(Nambisan et al., 2019).
Evaluation
On the basis of the above evaluation, an adequate internationalisation strategy recommendation
for Zara would be a transnational strategy that would allow for achieving global efficiency as
well as local responsiveness in the form of a corporate-level strategy. This strategy will also




o

allow the assets and capabilities of Zara to be scattered, specialised and interdependent, which
will encourage the development of complementary knowledge through consistent research and
development that will be used across all subsidiaries (Stanciu and Stanciu, 2022).

A transnational strategy will be appropriate since every Zara store has a self-governed
information system that allows data exchange between headquarters and store, appropriately
aligning customer needs and popular style at the local level. Simultaneously Zara can cope with
the International aspect using its absolute transnational resource integration by availing
comparatively cheap raw materials from various optimised geographic places. Further, its
global operation management, low labour cost, sufficient manufacturing capacity and famous
sales market will allow the success of global integration (Yide, 2021).

Recommendations for entry strategies

In order to enter and sustain itself in the global competitive environment, Zara can adopt several
market entry strategies based on ownership, control and investment risk. Such strategies are
discussed below-

High Wholly Owned
~ Subsidiary
0
ir_. I Joint Venture
c J
@

% I Strategic Alliance
@
>
£ I Franchising
©
< Licensing
O]
%
L Exporting

Low

Low High

Degree of Ownership and Control

Fig: Market entry strategies plotted against degree of ownership and control and extent of
investment risk
Source: (Friedman, 2022)
With reference to internationalisation strategies, Zara can comply with franchising, joint
venture and wholly owned subsidiaries as its global entries strategies to compete in the global
environment (Onyusheva, 2020).

10
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e Wholly owned subsidiaries will be the most preferred market entry mode since it will
allow complete ownership and control over the business even in a foreign country,
which will align with a transnational corporate-level strategy (Onyusheva, 2020). Zara
can use this strategy in countries with high growth potential and low business risk
(Gabrovsek, 2022).

e Joint ventures are another preferred mode of entry helpful in acquiring a growing
market. This entry mode facilitates adequate ownership and control along with the
partner's benefit providing relevant access to the local responsiveness to fulfil the
requirements of transnational strategy (Onyusheva, 2020).

e Franchising helps Zara to establish a retail presence with minimal risk in the overseas
market by allowing other businesses or persons to assume the risk on its behalf
(Onyusheva, 2020). Zara uses franchising for inadequate provisions of the physical and
cultural distant market of higher risk (Gabrovsek, 2022).

Task 3 — Corporate Strategy

Supply chain analysis

Zara's agile supply chain makes the company successful in quickly responding to market
demands and operating with minimum inventory. The design, production and market cycle is
around 22 to 33 days which is vertically integrated. Zara produces 80% of its total production
per the market demand, whereas 20% of the Total production is pre-made (Camargo et al.,
2020). It has a shorter supply chain that facilitates the designing, manufacturing and delivery
of finished goods to the store within 4 to 5 weeks, with a two-week average for restocking.
Zara can maintain low inventory levels throughout the supply chain, and its agile supply chain
strategy emphasises in-house production. 80% of the product and Zara are produced through
quick response, and Europe with its own network of nearby contractors and automated factories
(Camargo et al., 2020).

Vertical and horizontal integration

Vertical integration in business indicates that the entire supply chain is controlled and owned
by the organisation enabling successful control across each step using consumers.
Simultaneously horizontal integration indicates the process of expanding or increasing market
share through integrating at the same supply chain level within the same industry (Pérez-Lara
et al., 2020). Zara is vertically integrated, which provides it significant control over its
operation that can help in precise data forecasting and acquisition, reliable product quality and

11
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seamless modification (Lopez et al., 2022). The given figure indicates the difference between
horizontal and vertical integration.

Vertical Integration

Retailer

Wholesaler

Distribut
Istributor Horizontal Integration

Manufacturer

Supplier

Commodity producer

Fig: Horizontal and vertical integration
Source: (Cuofano, 2020)
Improving the global supply chain
The following has some of the methods for Zara to improve its Global supply chain-

e Zara can extract massive outcomes using its existing vertical integration with further
expansion, such as in omnichannel or direct-to-consumer sales (Freichel et al., 2020).
Conducting an operation strategy and supply chain audit will help retarget the operating
model and widespread digitisation. Simultaneously it would require bringing all the
stakeholders together to operate with internal collaboration for a rich exchange of
information.

e Conducting a life cycle assessment to understand the current impact by tracking the
environmental impact of each specific product at all supply chain stages. This
assessment will help Zara to address the materials and products causing the highest
environmental impact (Wren, 2022).

e Corporating the design standard of garments within the supply chain strategy. This will
help the first fashion product at Zara to reduce garments made from petroleum-based
synthetic materials such as nylon or polyester, which are not easily recyclable (Wren,
2022).

12
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Increasing profitability

Zara offers a variety of products throughout the globe using its vertically integrated supply
chain. The following Ansoff matrix will provide specific recommendations based on growth
strategies using new and existing products to be used in new and existing markets (Clarissia,
2020).

PRODUCTS
EXISTING NEW

) -

z MARKET PRODUCT z

& PENETRATION DEVELOPMENT =
w @ 1 3 -
m &
X =
e 2
E |

> MARKET

it DEVELOPMENT RIVERSIR CATISN * = Relative risk

2 4 1=Low

4 = High

INCREASING RISK h_

Fig: Ansoff Matrix

Source: (Peterdy, 2022)
Market penetration
The market penetration strategy encourages selling existing products in the existing market
will allow Zara to operate in a familiar environment with familiar products. Therefore this
strategy has the least risk pertaining among other good strategies and can be used significantly
to increase its profitability. This would, however, require increasing marketing efforts and
leveraging the streamlined distribution process.
Market development
Under the market development strategy, Zara will promote its existing products in new markets
without additional investment in research and development. The strategy will allow Zara to
increase profitability through regional and international expansion by means of entering
domestic and foreign markets.
Product development
Zara already specialises in product development strategy since it offers new products in

existing markets. The strategy can further increase profitability by acquiring competitors'

13
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production and selling rights (Mahardika and WayanSantika, 2020). Simultaneously additional
investment toward research and development for new products can be helpful.

Diversification

The diversification strategy is the riskiest endeavour among other growth strategies since it
would integrate market development and product development to offer new products in new
markets (Mrad et al., 2020). However, if Zara indulges in a diversification strategy, it shall
accomplish additional profitability opportunities along with reducing its dependence on the
existing markets.

Conclusion

The management consultancy report for Zara has evaluated the internal and external
environment, which allowed adequate evaluation of the internationalisation motives. Under the
transnational internationalisation strategy, Zara is recommended to use wholly-owned
subsidiaries, joint ventures and franchising for its market entry strategies to compete in the
global environment. Eventually, the analysis of the vertically integrated supply chain for Zara
identified specific recommendations for improving the global supply chain. Simultaneously
certain growth strategies have been recommended for improving profitability aspects at Zara
using the Ansoff Matrix.

14




@ BFV
References

Benevolo, C., Penco, L. and Torre, T., (2020). Entrepreneurial decision-making for global
strategies: a “heart-head” approach. Management Decision.
https://www.emerald.com/insight/content/doi/10.1108/MD-10-2019-1495/full/htmi

Camargo, L.R., Pereira, S.C.F. and Scarpin, M.R.S., (2020). Fast and ultra-fast fashion supply
chain management: an exploratory research. International Journal of Retail & Distribution
Management, 48(6), pp.537-553.
https://fgvcelog.fgv.br/sites/gvcelog.fgv.br/files/artigos/camargo_pereira_scarpin_ijrdm-04-

2019-0133.pdf
Chunling, L., (2020). Analysis on the Marketing Strategy of Fast Fashion Brand Zara Based

on 4c Theory. In 4th International Conference on Economics, Management Engineering and
Education Technology (ICEMEET 2020) (pp. 3-5). Analysis on the Marketing Strategy of Fast
Fashion Brand Zara Based on 4c Theory

Clarissia, S.M.S., (2020). A study on Ansoff Matrix Technique: As a growth strategy and an
adaptive learning technique adopted in the leading brand of products. BIMS Journal of
Management, p.18. https://bimskol.org/pdf/E-copy-BIMS-Journal-Management-Kolkata-
Vol5-Issue-1-July-2020.pdf#page=26

Cuofano, G. (2020). Horizontal Vs. Vertical Integration In A nNutshell. [online]

FourWeekMBA. Available at: https://fourweekmba.com/horizontal-vs-vertical-integration/
[Accessed 12 Jan. 2023].

De Wit, B (2020), Strategy, An International Perspective; 7th edition, Cengage Learning
EMEA, Andover, Hampshire

Duoyan, H., (2021, April). Research on ZARA Strategy from the Perspective of SWOT
Analysis Method. In 2021 6th International Conference on Social Sciences and Economic
Development (ICSSED 2021) (pp. 201-205). Atlantis Press. https://www.atlantis-
press.com/article/125955039.pdf

Freichel, S.L., Wollenburg, J. and Wortge, J.K., (2020). The role of packaging in omni-channel

fashion retail supply chains—How can packaging contribute to logistics efficiency?. Logistics

Research, 13(1). https://www.researchgate.net/profile/Johannes-

Woertge/publication/338514046 The role of packaging in omni-

channel fashion retail supply chains -
How can packaging contribute to logistics efficiency/links/5e1888754585159aa4¢36878

15



https://www.emerald.com/insight/content/doi/10.1108/MD-10-2019-1495/full/html
https://fgvcelog.fgv.br/sites/gvcelog.fgv.br/files/artigos/camargo_pereira_scarpin_ijrdm-04-2019-0133.pdf
https://fgvcelog.fgv.br/sites/gvcelog.fgv.br/files/artigos/camargo_pereira_scarpin_ijrdm-04-2019-0133.pdf
https://webofproceedings.org/proceedings_series/ESSP/ICEMEET%202020/ICEMEET20089.pdf
https://webofproceedings.org/proceedings_series/ESSP/ICEMEET%202020/ICEMEET20089.pdf
https://bimskol.org/pdf/E-copy-BIMS-Journal-Management-Kolkata-Vol5-Issue-1-July-2020.pdf#page=26
https://bimskol.org/pdf/E-copy-BIMS-Journal-Management-Kolkata-Vol5-Issue-1-July-2020.pdf#page=26
https://fourweekmba.com/horizontal-vs-vertical-integration/
https://www.atlantis-press.com/article/125955039.pdf
https://www.atlantis-press.com/article/125955039.pdf
https://www.researchgate.net/profile/Johannes-Woertge/publication/338514046_The_role_of_packaging_in_omni-channel_fashion_retail_supply_chains_-_How_can_packaging_contribute_to_logistics_efficiency/links/5e1888754585159aa4c36878/The-role-of-packaging-in-omni-channel-fashion-retail-supply-chains-How-can-packaging-contribute-to-logistics-efficiency.pdf
https://www.researchgate.net/profile/Johannes-Woertge/publication/338514046_The_role_of_packaging_in_omni-channel_fashion_retail_supply_chains_-_How_can_packaging_contribute_to_logistics_efficiency/links/5e1888754585159aa4c36878/The-role-of-packaging-in-omni-channel-fashion-retail-supply-chains-How-can-packaging-contribute-to-logistics-efficiency.pdf
https://www.researchgate.net/profile/Johannes-Woertge/publication/338514046_The_role_of_packaging_in_omni-channel_fashion_retail_supply_chains_-_How_can_packaging_contribute_to_logistics_efficiency/links/5e1888754585159aa4c36878/The-role-of-packaging-in-omni-channel-fashion-retail-supply-chains-How-can-packaging-contribute-to-logistics-efficiency.pdf
https://www.researchgate.net/profile/Johannes-Woertge/publication/338514046_The_role_of_packaging_in_omni-channel_fashion_retail_supply_chains_-_How_can_packaging_contribute_to_logistics_efficiency/links/5e1888754585159aa4c36878/The-role-of-packaging-in-omni-channel-fashion-retail-supply-chains-How-can-packaging-contribute-to-logistics-efficiency.pdf

0%

/The-role-of-packaging-in-omni-channel-fashion-retail-supply-chains-How-can-packaging-

contribute-to-logistics-efficiency.pdf
Friedman, M.S. (2022). Don’t Let These 10 Legal Myths Stop Your Doing Business In The

USA: Myth #3 - There are so many methods of market entry that it is impossible to know which
is best for my company. | European American Chamber of Commerce New York [EACCNY] |
Your Partner for Transatlantic Business Resources. [online] European American Chamber of
Commerce. Available at: Don't Let These 10 Legal Myths Stop Your Doing Business In The

USA: Myth #3 - There are so many methods of market entry that it is impossible to know which

is best for my company. | European American Chamber of Commerce New York [EACCNY]

| Your Partner for Transatlantic Business Resources [Accessed 12 Jan. 2023].
Gabrovsek, K., (2022). INTERNATIONALISATION PROCESS AND ENTRY
STRATEGIES ACCORDING TO SUN TZU'S THE ART OF WAR. https://www.katoliski-

institut.si/public resources cache/files/original/original/9/906/Katja-Gabrovsek.pdf

Lopez, T., Riedler, T., Kéhnen, H. and Ftterer, M., (2022). Digital value chain restructuring
and labour process transformations in the fast-fashion sector: Evidence from the value chains
of Zara & H&M. Global Networks, 22(4), pp.684-700.
https://onlinelibrary.wiley.com/doi/pdf/10.1111/glob.12353

Mahardika, 1.P.D. and WayanSantika, 1., (2021). Strategies For Creating Competitive

Advantage Through Product Development, Design And Quality (Case Study on the ZARA
Brand in Badung Regency). American Journal of Humanities and Social Sciences Research
(AJHSSR), 5(1), pp.279-282. https://www.ajhssr.com/wp-
content/uploads/2021/01/ZK21501279284.pdf

Mrad, M., Majdalani, J., Cui, C.C. and El Khansa, Z., (2020). Brand addiction in the contexts
of luxury and fast-fashion brands. Journal of Retailing and Consumer Services, 55, p.102089.
https://westminsterresearch.westminster.ac.uk/download/564faae7391bfb2fccfa6358b0c4890
2f07ba745fe6419ba0085377bc7b6ff63/1695260/Mrad_Majdalani_Cui_Khansa%20JRCS%2
0Accepted%20version%2029.02.2020.pdf

Nambisan, S., Zahra, S.A. and Luo, Y., (2019). Global platforms and ecosystems: Implications

for international business theories. Journal of International Business Studies, 50(9), pp.1464-

1486. https://www.researchgate.net/profile/Satish-

Nambisan/publication/332241987 Global platforms and ecosystems Implications for inte
rnational business theories/links/5d3e3b60a6fdcc370a694ade/Global-platforms-and-

ecosystems-Implications-for-international-business-theories.pdf

16



https://www.researchgate.net/profile/Johannes-Woertge/publication/338514046_The_role_of_packaging_in_omni-channel_fashion_retail_supply_chains_-_How_can_packaging_contribute_to_logistics_efficiency/links/5e1888754585159aa4c36878/The-role-of-packaging-in-omni-channel-fashion-retail-supply-chains-How-can-packaging-contribute-to-logistics-efficiency.pdf
https://www.researchgate.net/profile/Johannes-Woertge/publication/338514046_The_role_of_packaging_in_omni-channel_fashion_retail_supply_chains_-_How_can_packaging_contribute_to_logistics_efficiency/links/5e1888754585159aa4c36878/The-role-of-packaging-in-omni-channel-fashion-retail-supply-chains-How-can-packaging-contribute-to-logistics-efficiency.pdf
https://eaccny.com/news/member-news/dont-let-these-10-legal-myths-stop-your-doing-business-in-the-usa-myth-3-there-are-so-many-methods-of-market-entry-that-it-is-impossible-to-know-which-is-best-for-my-company/
https://eaccny.com/news/member-news/dont-let-these-10-legal-myths-stop-your-doing-business-in-the-usa-myth-3-there-are-so-many-methods-of-market-entry-that-it-is-impossible-to-know-which-is-best-for-my-company/
https://eaccny.com/news/member-news/dont-let-these-10-legal-myths-stop-your-doing-business-in-the-usa-myth-3-there-are-so-many-methods-of-market-entry-that-it-is-impossible-to-know-which-is-best-for-my-company/
https://eaccny.com/news/member-news/dont-let-these-10-legal-myths-stop-your-doing-business-in-the-usa-myth-3-there-are-so-many-methods-of-market-entry-that-it-is-impossible-to-know-which-is-best-for-my-company/
https://www.katoliski-institut.si/public_resources_cache/files/original/original/9/906/Katja-Gabrovsek.pdf
https://www.katoliski-institut.si/public_resources_cache/files/original/original/9/906/Katja-Gabrovsek.pdf
https://onlinelibrary.wiley.com/doi/pdf/10.1111/glob.12353
https://www.ajhssr.com/wp-content/uploads/2021/01/ZK21501279284.pdf
https://www.ajhssr.com/wp-content/uploads/2021/01/ZK21501279284.pdf
https://westminsterresearch.westminster.ac.uk/download/564faae7391bfb2fccfa6358b0c48902f07ba745fe6419ba0085377bc7b6ff63/1695260/Mrad_Majdalani_Cui_Khansa%20JRCS%20Accepted%20version%2029.02.2020.pdf
https://westminsterresearch.westminster.ac.uk/download/564faae7391bfb2fccfa6358b0c48902f07ba745fe6419ba0085377bc7b6ff63/1695260/Mrad_Majdalani_Cui_Khansa%20JRCS%20Accepted%20version%2029.02.2020.pdf
https://westminsterresearch.westminster.ac.uk/download/564faae7391bfb2fccfa6358b0c48902f07ba745fe6419ba0085377bc7b6ff63/1695260/Mrad_Majdalani_Cui_Khansa%20JRCS%20Accepted%20version%2029.02.2020.pdf
https://www.researchgate.net/profile/Satish-Nambisan/publication/332241987_Global_platforms_and_ecosystems_Implications_for_international_business_theories/links/5d3e3b60a6fdcc370a694ade/Global-platforms-and-ecosystems-Implications-for-international-business-theories.pdf
https://www.researchgate.net/profile/Satish-Nambisan/publication/332241987_Global_platforms_and_ecosystems_Implications_for_international_business_theories/links/5d3e3b60a6fdcc370a694ade/Global-platforms-and-ecosystems-Implications-for-international-business-theories.pdf
https://www.researchgate.net/profile/Satish-Nambisan/publication/332241987_Global_platforms_and_ecosystems_Implications_for_international_business_theories/links/5d3e3b60a6fdcc370a694ade/Global-platforms-and-ecosystems-Implications-for-international-business-theories.pdf
https://www.researchgate.net/profile/Satish-Nambisan/publication/332241987_Global_platforms_and_ecosystems_Implications_for_international_business_theories/links/5d3e3b60a6fdcc370a694ade/Global-platforms-and-ecosystems-Implications-for-international-business-theories.pdf

O BFV
Onyusheva, 1.V., (2020). Exploring Foreign Market Entry Strategies as a Way of International
Business Expansion. Becmuux ynusepcumema «Typany, (1), pp.9-14. https://vestnik.turan-
edu.kz/jour/article/download/1039/927

Pérez-Lara, M., Saucedo-Martinez, J.A., Marmolejo-Saucedo, J.A., Salais-Fierro, T.E. and

Vasant, P., (2020). Vertical and horizontal integration systems in Industry 4.0. Wireless
Networks, 26(7), pp.4767-4775. https://www.researchgate.net/profile/Magdiel-

Lara/publication/329111116 Vertical and horizontal integration systems in Industry 40/li
nks/5bf74c1f458515a69e34aebf/Vertical-and-horizontal-integration-systems-in-Industry-

40.pdf
Peterdy, K. (2022). Ansoff Matrix- The Product/Market Expansion Grid. [online] Corporate

Finance Institute. Available at:
https://corporatefinanceinstitute.com/resources/management/ansoff-matrix/ [Accessed 12 Jan.
2023].

Ruan, T., Sang, D. and Zeng, Q., (2022), July. Research on ZARA’s Business Environment

and Marketing Strategies in China. In 2022 2nd International Conference on Enterprise
Management and Economic Development (ICEMED 2022) (pp. 659-672). Atlantis Press.

Research on ZARA’s Business Environment and Marketing Strategies in China

Seo, K. and Suh, S., (2019). A study on the characteristics and social values of vegan fashion
in H&M and Zara. Journal of Fashion Business, 23(6), pp.86-100.
https://koreascience.kr/article/JAKO201908662571283.pdf
Sirine, H. and Andadari, R.K., (2019). Value Chain and Industry 4.0: A Learning from Sritex
Experience.  International  Journal of Business  Studies, 3(3), pp.89-103.
http://ijbs.ipmi.ac.id/index.php/ijbs/article/download/64/61

Stanciu, L. and Stanciu, C.L., (2022). Effects of Globalisation on the Internationalisation and
Management of the Activity of the Multinational Companies. In International conference
KNOWLEDGE-BASED  ORGANISATION (Vol. 28, No. 2, pp. 75-80).
https://sciendo.com/pdf/10.2478/kbo-2022-0052

Su, Y.Z., (2020). The Internationalisation Strategies of Fast Fashion Clothing Retailer Brands:
A Cases Study of ZARA, H&M, UNIQLO, and Gap.
https://c030.wzu.edu.tw/datas/upload/files/2020%E 7%95%A2%E6%A5%ADY%E 7%94%9F
%E8%AB%9I6%E6%96%87/108GP 1105209030 %E8%98%87%E7%BE%BD%E7%94%

84.pdf

17



https://vestnik.turan-edu.kz/jour/article/download/1039/927
https://vestnik.turan-edu.kz/jour/article/download/1039/927
https://www.researchgate.net/profile/Magdiel-Lara/publication/329111116_Vertical_and_horizontal_integration_systems_in_Industry_40/links/5bf74c1f458515a69e34aebf/Vertical-and-horizontal-integration-systems-in-Industry-40.pdf
https://www.researchgate.net/profile/Magdiel-Lara/publication/329111116_Vertical_and_horizontal_integration_systems_in_Industry_40/links/5bf74c1f458515a69e34aebf/Vertical-and-horizontal-integration-systems-in-Industry-40.pdf
https://www.researchgate.net/profile/Magdiel-Lara/publication/329111116_Vertical_and_horizontal_integration_systems_in_Industry_40/links/5bf74c1f458515a69e34aebf/Vertical-and-horizontal-integration-systems-in-Industry-40.pdf
https://www.researchgate.net/profile/Magdiel-Lara/publication/329111116_Vertical_and_horizontal_integration_systems_in_Industry_40/links/5bf74c1f458515a69e34aebf/Vertical-and-horizontal-integration-systems-in-Industry-40.pdf
https://corporatefinanceinstitute.com/resources/management/ansoff-matrix/
https://www.atlantis-press.com/article/125975543.pdf
https://koreascience.kr/article/JAKO201908662571283.pdf
http://ijbs.ipmi.ac.id/index.php/ijbs/article/download/64/61
https://sciendo.com/pdf/10.2478/kbo-2022-0052
https://c030.wzu.edu.tw/datas/upload/files/2020%E7%95%A2%E6%A5%AD%E7%94%9F%E8%AB%96%E6%96%87/108GP_1105209030_%E8%98%87%E7%BE%BD%E7%94%84.pdf
https://c030.wzu.edu.tw/datas/upload/files/2020%E7%95%A2%E6%A5%AD%E7%94%9F%E8%AB%96%E6%96%87/108GP_1105209030_%E8%98%87%E7%BE%BD%E7%94%84.pdf
https://c030.wzu.edu.tw/datas/upload/files/2020%E7%95%A2%E6%A5%AD%E7%94%9F%E8%AB%96%E6%96%87/108GP_1105209030_%E8%98%87%E7%BE%BD%E7%94%84.pdf

o

Tokés, G.E., (2022). The Digital Brand Identity of Fast-Fashion Brand Zara. A Case Study.
Acta Universitatis Sapientiae, Social Analysis, 12(1), pp.131-154.
https://sciendo.com/pdf/10.2478/aussoc-2022-0007

Wren, B., (2022). Sustainable supply chain management in the fast fashion Industry: A

comparative study of current efforts and best practices to address the climate crisis. Cleaner
Logistics and Supply Chain, 4, p.100032.
https://www.sciencedirect.com/science/article/pii/S2772390922000051

Xuejie, C., Chang, Q. and GuangHao, Z., (2019), August. Research on Innovation supply chain
Management in Fast Fashion Industry——A comparative analysis of ZARA and H&M. In
2019 3rd International Conference on Education, Culture and Social Development (ICECSD
2019) (pp. 7-16). Atlantis Press. https://www.atlantis-press.com/article/125916550.pdf

Yi, J., Forrest, L., Liu, Y., Golden, J., Sissoko, Y. and Li, Q., (2020). A reformulated value
chain framework useful for different kinds of markets. Journal of Business and Economic
Studies, 24(1), pp.33-53. https://jbes.scholasticahg.com/article/13155.pdf

Yide, S., (2021). Value Creation Strategy Analysis of ZARA since Internationalization.

Academic Journal of Business & Management, 3(11), pp.13-19. https://francis-
press.com/uploads/papers/UcxOatfXKVRECYixpaXPPbT2wKSUz3Rg9f3hKz4n.pdf
Yin, Z., (2022), July. How Fast-Fashion Brands Went Viral—Taking Zara as an Example. In

2022 2nd International Conference on Enterprise Management and Economic Development
(ICEMED 2022) (pp. 538-542). Atlantis Press. https://www.atlantis-
press.com/article/125975489.pdf

Zhu, T., (2022). International Business Strategy of fast fashion Brands (On the example of

Zara). Journal of Education, Humanities and Social Sciences, 4, pp.221-227.
https://drpress.org/ojs/index.php/EHSS/article/download/2770/2660

18



https://sciendo.com/pdf/10.2478/aussoc-2022-0007
https://www.sciencedirect.com/science/article/pii/S2772390922000051
https://www.atlantis-press.com/article/125916550.pdf
https://jbes.scholasticahq.com/article/13155.pdf
https://francis-press.com/uploads/papers/UcxOatfXKvREcYixpaXPPbT2wKSUz3Rg9f3hKz4n.pdf
https://francis-press.com/uploads/papers/UcxOatfXKvREcYixpaXPPbT2wKSUz3Rg9f3hKz4n.pdf
https://www.atlantis-press.com/article/125975489.pdf
https://www.atlantis-press.com/article/125975489.pdf
https://drpress.org/ojs/index.php/EHSS/article/download/2770/2660

Appendices

CSR strategies

19




Profit

In 2021 Zara acquired a 12.2%
increase in the price of its
clothing items despite the
prevailing inflation in the

Global market.

It reflected a 5.6% increase
against its competitors H&M.

In the same year, Zara also
witnessed sales growth in the
US, increasing the dollar-
denominated revenue and
making the US the second
largest market (Lizarraga,
2022).

» Zara maintains transparency
with customers by regularly
publishing detailed information
keeping the related peoplein
the loop.

* However, it does not protect its
people from working in
facilities where toxic chemicals
and waste released during
clothing production harm their
health (Chana, 2021).
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Key ethical issues

Zara's business model is established on an unsustainable
high turnover rate.

& DRINKS IN

Yovens D
Since it claims to offer the latest fashion trends to its PR\
consumers every 13 days, it is a promoter of rapid pus = J S
consumption, inherently harming people and the planet. e

Zara does not comply with its animal welfare policy
associated with Five Freedoms and incorporates a strict ban
on angora, fur and stocking products tested on animals.

However, Zara uses wool, exotic animal hair and leather,
which can lead to traces of animal products used during the
first stage of production (Dockrill, 2022).
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