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Abstract

Fast fashion is a new trend and it rapidly
sentative, ZARA has been in China for moreéjtifan tei’years, but it's now in dilemma. In this paper,
we firstly study the Fast Fashig ARA. Considering the competition environment in Chi-

na now, we give our suggesti @

Fast Fashion, Chin ma

Keywords

ot

HI % RRIB)REH

Weks Hi: 20164F2H3H; FAHW: 20164F2H17H; KA HW: 20164F2H24H

=

PRI AR —AME LTS HO R R, RS RS E N RATHET HEE, ZARARFHKIRA
F, RXELEHI T ZARARRE MERX, REE&EHEERRNESHE, HNZARABEE S BTG

EFIFH: £, R ZARA BB B TE b E KRR D). W E IS A, 2015, 5(4): 37-44.
http://dx.doi.org/10.12677/etw.2015.54006



http://www.hanspub.org/journal/etw
http://dx.doi.org/10.12677/etw.2015.54006
http://dx.doi.org/10.12677/etw.2015.54006
http://www.hanspub.org
http://creativecommons.org/licenses/by/4.0/

BRI T RRTTR

XKigid
Rt i, PETE, HE

1. 51§

ARk, 16 & KT B, UNIQLO. H&M F1 ZARA ()5 1 L HE Hi 3l
Bl R AR N PN ) 2RI o VRN T RS T AR B, IR R () AR ok [V

JRE. SRR . BT MR, R E AR R AT AR
RURF B AR N o ZEARATTI0 S R B, AR mT ARG BR A A S
AT AT AR I R ARG R 5| T At S E Ok, T
N OISR DELL” WA AR A e AR T AR 5T T (R
R, TRIFEERAS T AN S
T E A A FE R . BRI S T A 4, CRARA IR IRE B T AT T AT 198 200 & i R e
B, ASE GBS BGE IR RS & iz
RSO SR T R B R T T TSR ZARA (s 7 AR ) 2 AT TIRANIIEINT, ARG
%ﬁ¢ﬁ%ﬁ%ﬁ%%%ﬁymAE¢EmH@?-

2. TRAT IR B RO R SR ELA
@ I ELE ™ 2 (0 — PR 2B, — A i S DB L W 24

AT BT () B 0T PR B i B RS B B A RS, XS B A AT RESR A W 753, i RSB 2 Tl
N B AL T [3]

PRBF R B FRIGR I T TR P s N,  CL4 G 1R 22 B 70 v 7 3 P PRsk s 7 e R st
I K S 2 £ i SRR LG 25 Ak [4] [5] o 3X SEHIF FT AR B DRI s SEATL 1) P DAsl A S R0 575 3R 2 TA] (R AN DL S
il AT DAE e B B (B R it T SR DA EISRIR > B CL AR 7= ol A7 DT B8 T (438 B 0] B i P 3 sz
N, Cachon and Swinney (2009)38 ixf 5256 A TR, AR A 1 ik S P R s AT AN b 1 (36 2 AT 75 3R 2 TR



: [=EE]
I%v rH

ANUCECPE, 1y H 2 A5 B 7 2 B AR ESRAT i D BRI SR [6] o X LERT TR, PRI (v dl i 7T LA Bl
AV RS R A, JF BAEAS B SR iR 1R — 2 A KT

A ORI TE MBS i LA RN B SR S5 07 T A T IR T ZARA S R IE E R [ A T
FC I AE RIS P A ORI 78 ) it b 7k v B R e Ak iR 7= [ 7] [81. T BB v 1B H 2 5 KA 225756 7,
PRI 1 it AR N . 1 7 o R AT 3 A SR o A o [ 208 DR i ot R PR B B R 2, T SE 2SS %
AHETBERIAE T, AbATIE ] 7L PR S5 T SGZ AR ok, T A ST P 0 TE A i R

3. ZARA HYIRAT IR
ZARA B IR A LV B2 — AN B, (EZ AP | RS

1) BtAMEE
I = A Inditex BT I A [ A BRIE 2542 0

IR, 5% R N ) AL A b A T 11 % S
17, Inditex A7 fi RAE F SRR T L 520 X S T RERS
. REGSEVEAN(E B AE ] 2 7] i < i i T PR 20 B A AR 2 ROBURISR R 5E 1 O T L 1% 4%

THOR L 7= J
T
itk
T[] R 1)
R0i0h
/] 71T
Hh A I HRAFE T 1R o
RIHRTE AT A
P e e ) P2 i 44
p s [ 5%
SRR 2 R
AL TR

W 774

Figure 1. Vertical integration of ZARA
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