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INTRODUCTION



Through gathering information through primary and secondary resources, this portfolio 
will be proposing a new lingerie line for fast fashion high-street retailer, Zara. Research 
methods into the retailer, its competitors and the lingerie market itself  has highlighted a gap 
in the market for Zara to launch their own lingerie line, as this would be appropriate for the 
retailer and its target consumer to do so. Investigations into the design development process, 
potential raw materials and countries for production, the costings. product categorisation 
and promotional activity to in order to support this proposal of  a new business strategy. 

Zara started life as a small family run business in Spain. The first store was opened in 
1975 and is now renowned for being one of  the most successful and largest international 
fast fashion retailers in the world (Inditex, 2017). The company can owe their success 
to their unique approach to fashion, Zara is part of  the Inditex group, Inditex own 
several clothing companies, such as Pull&Bear, Stradivarious, H&M and Berksha. Zara 
has over 2,000 stores and operates in over 80 countries worldwide (Li, 2017). Zara 
uses advanced technology to differentiate which garments are most popular in certain 
geographic locations, this enables them to make more of  the products which are in 
high demand therefore is producing exactly what the consumer wants (Inditex, 2017). 
Fast fashion is a term in which refers to the production of  low cost clothing which has 
been replicated from luxury trends, typically attracting the younger, fashion forward 
demographic. With styles going out of  fashion as quick as they come in, fashion retailers 
must ensure they enable themselves to keep up with these ever-changing trends (Annama, 
et al, 2012). Zara amongst many other fast fashion retailers have been hugely successful 
in their ability to mimic high fashion styles, whether it be from street-style or runway 
fashion, Zara are extremely responsive to current and popular trend. High-end and 
haute couture styles are filtering down into the mass market, and retailers like Zara allow 
these styles to become accessible to the mass consumer (Grose, 2012). Zara’s ability to 
react to trends extremely quickly has been the key to their success and they can usually 
turn products around in two to five weeks (Roux, 2002). Additionally, retailing these 
imitation garments at a fraction of  the price, they are an extremely popular high street 
retailer. Zara are very especially savvy in their production as they ensure that they do 
not rely on one fixed product for each season. Additionally, they only sell products in 
small amounts, and if  a certain product is popular with their customer, they will simply 
sell more of  that particular product (Denning, 2015). The Zara customer knows the 
uncertainty felt about products not lasting long periods of  time in the store or on the 
website and this therefore encourages a strong pressure of  impulse buying (Roux, 2011). 





Zara stores, tactically placed in large and busy cities to be within reach of  their core target 
market, this market being fashion forward, middle class and urban women aged 20-30. 
The bigger flagship stores are placed in prestigious capital cities, such as New York, Japan, 
Mumbai and London (Baker and Diderich, 2017). Zara customers can purchase items 
online and on their mobile app as well as in their stores.  With the Inditex group being such a 
large presence in the fashion industry globally, they are very passionate about sustainability. 
“Sustainable Development Goals” is the partnership in which Inditex work alongside with 
in order to ensure they are protecting the environment and human rights within their 
production and distribution. Inditex and the SDG, aim to reduce poverty and inequality with 
their contributions to less fortunate countries and societies across the world (Inditex, 2017). 

Zara has several product lines such as, Zara Woman TRF, Zara kids and Zara Man, all of  
which follow a similar mock-up of  high-end luxury fashion. Zara is very customer conscious 
and sells a wide range of  products, such as footwear, workwear, outerwear, accessories 
and ready to wear styles. Their main collection being, Zara Woman which is aimed at the 
older female consumer, selling smart blazers, suits, structured jackets, blouses and jumpers. 
Alongside this, the TRF collection, or “trafaluc” as it often referred too, meaning “younger-
skewed” line (Morris, 2017). The garments found in this particular collection are trendier, 
very casual and fashion forward items such as day dresses and t-shirts the collection 
is generally considered as Zara’s inexpensive collection and is aimed at the younger 
consumer. Zara Studio Collection, is considerably the most high-end collection Zara has 
to offer and the collection only has small number of  pieces and with the use of  higher 
quality materials which adds to the exclusivity of  its products, (Block,2017). The garments 
in this collection have an average starting price of  £79 and ranges all the way up to £200, 
the line features a range of  oversized coats, smart dresses, skirts, shoes and accessories. 



MARKET 
SITUATION



The retail fashion market has changed dramatically over previous years. Things such as 
politics and weather are just some of  the ways the fashion market has been shaped into 
how we see it today. Uncertainty about future financial situations make people more keen 
to save money and therefore spend less on apparel and footwear (Daneshkhu.S, 2016). 
While menswear has increased with a 4.1% growth in 2010, womenswear is decreasing 
(Mintel, 2016). However, womenswear is still a huge part of  the fashion industry with it 
being valued at $621 billion of  the global industry in comparison with menswear valued at 
$402 billion (FashionUnited, 2016). In 2013 women’s underwear was the largest category 
in womenswear, as lingerie is more than a fashion need, it is a necessity (Lubitz, 2015). 
With over 2,200 stores across 88 countries (Figure 1), Zara is a brand that is constantly 
growing within the UK market, with its gross margin growing by 56.6% in the year 2015 to 
2016 (Business of  fashion, 2017) (Hounslea.T, 2016). In May 2017 Zara was valued at $11.3 
billion, with sales reaching $17.2 billion (Forbes , 2017). In the Brand Finance ‘Global 500’ 
Zara ranked in 90th place after a value increase of  43% in just a year (LaCornier, 2017).  
Zara currently have a womenswear, menswear, kids and home collection. The fast fashion 
brand produces mass market, as they use cheap fabrics and produce clothes on a large scale.

Figure 1- Map of  Zara stores worldwide



As a brand, Zara focuses on providing quick development between a new product 
and it being in store. (Forbes , n.d). Zara are able to get a product in store in three 
weeks, by sending smaller quantities to store so that they are able to stock shelves 
with new products more regularly (Mintel, 2017). By using Vertical Integration 
meaning that Zara are in charge of  everything from the factories to the store, Zara 
is able to adapt quickly to keep new products coming in quickly (Peeler, 2017). 
 Zara have two end of  season sales per year, which according to Mintel, avoiding heavy 
discounting has helped Zara to be one on the best performing brands (Mintel, n.d). By 
having few sales and only limited amounts of  stock, customers are more likely to buy 
the products they like rather than waiting for sales or deciding another time, as there is 
less chance of  the product still being there next time they visit the store. Mass market 
brands are doing better in the fashion industry than luxury brands (Fashion Network 
, 2017). As a mass market brand Zara offers fashionable clothes at more affordable 
prices, however like many Luxury brands Zara has limited stock. By limiting the 
availability of  their clothes Zara creates a similar affect as luxury brands, as customers 
feel the clothes are more exclusive than other mass market brands (Martin Roll , 2017) 

Zara which is owned by Inditex, was responsible for 66% of  the group’s total sales in 
2016. This shows the success of  Zara as a brand as they are able to bring in more 
sales than any of  the other brands owned by Inditex. 2016 saw Inditex net profit rise 
by 10% to €3.16 billion, which is a bigger rise than its competitors such as H&M, this 
is one of  the reasons it has become one of  the largest fashion retailers (Howland,, 
2017). Inditex has focused on quick delivery, leading them to being more successful 
than its biggest competitors, with an 8% increase in profits (Forbes , 2017). In May 
2017 Inditex was valued to be worth $112.1 Billion as they have a range of  customer 
audiences through selling different products in multiple brands and shops (Forbes, 2017).

Women account for ¾ of  the total underwear market and after outerwear, underwear 
is the second most common thing for women to buy (Mintel, 2016). Underwear 
is a way of  making a fashion statement as it is a common trend for people to wear 
underwear visibly, this is down to the fabric being sexier and prettier than it used to 
be (Pentalow.O, 2016). The lingerie market is currently worth $1.5 billion (Burgess,, 
2016). In 2016, underwear sales reached £2.9 billion as it grew by 2.2% (Sender ,2016). 
Since 2016, the underwear market has increased by 0.7% (Lingerie Insight, 2017)

Zara’s competitor brand H&M has more than 4,550 stores across 69 countries 
(H&M , 2017). With Zara’s group, Inditex, making sales in 27 countries Zara is able 
to reach more customers than H&M who only have online sales in 13 countries. 
(O’Leary. E, 2015). While H&M currently sell men’s and women’s lingerie both 
online and in store, Zara only sell men’s underwear meaning that competitor 
brands such as H&M are able to provide for more for its customers (H&M ,2017).

 





“The UK 
Underwear marKeT 

is an area ThaT 
is consTanTly 

growing and is 
esTimaTed To be 
worTh aroUnd 

£1.5bn.”
 (bUrgess, 2016))





Price is one of  the most important factors women focus on when buying new 
underwear, which is why high street brands are becoming more popular than specialist 
underwear stores which are usually more expensive (Mintel,2016). Customers are 
able to get clothes and underwear under one roof  making underwear more easily 
accessible. Zara’s competitors such as H&M and Topshop are just some high street 
brands that already have a successful lingerie collection (Barlow, 2017).  The graph 
below shows that more people are buying underwear from clothing retailers (figure 2).
Figure 2-

Zara has plans to open at least 400 new stores in five new locations, including Vietnam, 
New Zealand, Paraguay, Aruba, and Nicaragua. By creating a new presence in other 
markets means that Zara will be able to continue to create sales and profits (Shayon, 
2016). However Zara’s plans with in the markets they are already established in are 
to focus online rather than in stores (Fortune ,2017). Inditex have decided to slow 
down on expansion however still want to create bigger and better stores as a way to 
stay ahead of  their competitors. To do this, Inditex plan to close smaller stores and 
focus on the larger stores. This could also lead customers to begin to shop online 
as this is an area in which Zara are trying to improve sales. (Kowsmann, 2017).

Research suggests that by 2020 the growth of  menswear will outperform 
womenswear. (Geoghegan, 2017). The total fashion industry is valued at $2.4 
trillion, and it expected to continue to grow by creating more advanced and 
efficient products. Using technology to keep up with the needs of  the customer 
and focusing more closely on the sustainability of  clothes are just some of  the ways 
that the fashion industry is expected to change in the future (Thiruchelvam, 2017).



Predictions show that the period of  2016 and 2024 will see a CAGR rise of  6.4% 
(Transparency market research , 2017). In 2015 British shoppers spent £3,167 million on 
underwear, and the underwear market has shown growth in recent years leading to some 
of  Zara’s biggest competitors such as H&M realising an underwear brand (Fung Global 
Retail & Technology, n.d). The graph in figure 3 shows that Mintel predict the underwear 
market will continue to grow. Within the underwear market bras are forecasted to grow 
by 3.4%, briefs 3.6% and other lingerie by 6.5%  (Russel, 2017).

Figure 3- 



FASHION TRENDS



Trend predictions for AW18/19 show varied concepts, within these, aspects can be 
taken and interpreted into a concept that proves suitable for the Zara target market. 
A popular trend running throughout proved to lend itself  to a throwback scenario, in 
which elements from many predictions are evidently from the 20th century.   

The plunging bodysuit (figure 5) predicted for AW18/19 could be interpreted well for 
the Zara consumer, as ‘’Heading towards Christmas, seductive styles gain importance’’ 
(WGSN, 2017). For a high street store and a target market of  outgoing 20-30 year olds, 
this trend would be appropriate for the brands consumers. The Future Fetish trend 
(figure 4) would not be suitable for the likes of  Zara as this style of  design would fit in 
better with an Ann Summers target market in mind. However, certain aspects such as 
cutout details in half  moon bras (figure 6), could be taken into consideration when it 
comes to designing the range, as this would be appealing to Zara’s younger more daring 
consumers. This could also be combined with the future retro trend of  high apex cut 
bras (figure 5) as this would result in opening up the trend to a wider audience. A 1980’s 
throwback is also seen, with high-leg briefs (figure 6), this trend could add subtle sexiness. 
Chiffon frills and lace featured seam lines are predicted for AW18/19 (WGSN, 2017). 
The retro trend is apparent within future colours also (figure 8 & 9). 

Trendstop states that, 

‘’Getting colour right is critical to product success – 85% of  shoppers place color as a 
primary reason for why they buy a particular product.’’

This is why trend forecasting is just as important for colour as it is for the style of  the 
garment. This information was gathered from a number of  different sources. By looking 
at both Pantone and WGSN, this enabled an evaluation to be drawn as to what colours 
were appearing consistently. A colour described as Oxblood, appeared in WGSN’s trend 
predictions and similar colours elsewhere on the Pantone mood boards for AW18/19 
(figure 7). This colour would be suitable for Zara’s lingerie line as even though primary 
research concluded that neutral colours are the most popular across all market ages 
(personal survey, 2017), it is also apparent that colour within lingerie is a growing trend 
amongst the younger demographic (Mintel, 2017). Further colours apparent from the 
research concluded that Ultramarine Green, Mango, Purple Heather and Persian Red 
are going to be future trends (figure 8), these can be seen in the trend boards. However, 
it is important not to take too much of  a risk when creating the final colour palette, 
resulting in further colour research being carried out and mood boards being produced, 
this time focusing on warmer colours (figure 7). Go (2017), influenced the research into 
deep yellow shades, whilst Pantone (2017) lent itself  to ‘Earthy Texture with Vintage 
Shades’ (figure 8). WGSN’s palette of  bookish colours such as Oxblood and Dusted Jade 
carries through the vintage trend (figure 7).



AW18/19 trend predictions for graphics and print have come from WGSN (2017), as 
well as Pattern Bank (2017). The Thinker trend (figure 13) has been inspired by the early 
20th century, whilst Downtown Beats, takes influences from 1970’s street culture (figure 
12). The Delicate History (figure 11) and Universe Geology trends (figure 11) would be 
too bold for Zara’s target customers, as this is not the brands usual style. Moreover, the 
Paisley trend (figure 12) has too much of  a dull feel.  Due to a lot of  the colour predictions 
heading in a retro direction, it seems appropriate to focus on a vintage style pattern. 
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COMPETITION





The fast fashion industry is extremely competitive, with the assistance of  digital channels 
it has eased the process of  developing design ideas by being able to spot emerging trends 
through bloggers, influencers and street styles via the internet (Lieber, 2017). Zara appear 
to be untouchable when it comes to their competitors, due to their unique business 
model (Taylor, 2017). The likes of  H&M, GAP and Topshop have traditionally been 
Zara’s main competitors (Kalb, 2017). However, in the past few years, British “Ultra-fast 
fashion” online retail giants such as ASOS, Boohoo and Missguided are increasingly 
becoming a larger threat to Zara, especially with the younger consumers (Shannon, 
2017). The likes of  these online retailers, ASOS and Missguided are able to turnaround 
fashion trends even quicker than Zara can, typically only taking them 7 days to get 
products from concept to consumer and are retailing these garments at a very similar, if  
not lower price (Bain, 2017).

Zara’s competitors all of  which, are selling comparable garments such as ready to wear 
styles for both men, women children alongside accessories and lingerie. Zara’s direct 
competitors all own lingerie lines, something which Zara does not do and it would, this 
however would be beneficial to Zara and their customer base to do so. According to Mintel 
Reports, the lingerie market in the U.K has rose by 7.1% between 2011 and 2015, and in 
the UK, the underwear market is worth £1.5 Billion (Burgess, 2016) and has been found 
that younger women are more inclined to purchasing lower priced underwear from the 
high-street due to the motivation for women to spend a lot of  money on underwear being 
very low and is perceived as a less important task (Mintel, 2016). Within the underwear 
sector, M&S continue to be the strongest contender in the industry, but however are 
only popular with an older demographic (Mintel, 2016). M&S are ahead of  their fellow 
lingerie competitors such as Boux Avenue and Primark, this mainly due to M&S offering 
a whole experience for the consumer when it comes to lingerie shopping, this enables 
them to become more efficient as a retailer additionally, M&S measure over 50,000 
women per week across the country, this showing how successful they really are as a 
lingerie retailer (Weller-Davies, 2016). The younger demographic on the other hand, 
resort to purchasing underwear from the likes of  Primark, H&M, Missguided and Asos 
as these retailers all of  which are considerably low priced, therefore seeming affordable 
and more accessible to the consumer (Burgess, 2016). 



Through methods of  primary research (figure 14), it was found that 61% of  participants 
who took part in a survey, would buy their underwear from high-street retailers such 
as H&M, Primark and TopShop and only 3% would opt to spend more in high-end 
retailers, such as Victoria Secret.

Figure 14

Survey monkey.com
 
Through further methods of  primary research, looking at lingerie products in Zara’s 
competitor’s stores, it was found that the prices for a brief  was ranging averagely from 
£6 to £8.99 and £12 to £25 for a bra. High street retailers rely on the necessity of  
underwear purchases and they all successfully continue to incorporate stronger fashion 
focused styles into their collections, therefore making themselves appear more desirable 
and giving their audience a wider selection which encourages sales (Global Data, 2017). 
Zara’s competitors have a major online presence, and are very committed to maintaining 
vibrant and exciting platforms. With Zara’s competitor’s audiences, mainly being 
millennial based they are constantly in-touch with them via social media, something 
which Zara, unfortunately is lacking in (Lieber, 2017). Zara are still active across all 
of  their social media channels however, but they are not as intense with the volume of  
content in which is posted on a daily basis and they take a very different approach to how 
they use their social media platforms unlike their competitors. Missguided for example, 
post content on Instagram up to four times a day. Zara’s social media channels are still 
however successful in the fact that they have over 23 million followers on Instagram and 26 
million likes on Facebook, allowing them to be engaged and in touch with their customer 
base. A strong presence on social media allows the brand to generating excitement and 
the promotion of  new collections amongst their followers (Pratap, 2016). 





Zara, currently is ranked at number 24 on Interbrands “Best Global Brand 2017 Rankings” 
and they have a 4.10% share in the market (Netimperative, Authour not stated, 2017), 
unfortunately for Zara, one their major competitors H&M is ranked one place ahead 
of  them at number 23 (Interbrand.com, 2017). As for their online competitors, Asos 
currently have a 22.17% share in the market, Boohoo with 6.80% and Missguided with 
4.62% ((Netimperative, Author Not Stated, 2017) from these figures, it is recognisable 
how successful these retailers are becoming. Low delivery costs and regular discounts are 
extremely common within these online brands (Wood, 2016). However, this is something 
that Zara does not offer to their consumer. The Millennial generation are stereotypically 
impatient and are therefore opting to go to Zara’s online competitors instead as they 
are offering a typically quicker, and more efficient service (Howland,2017). However, 
these ultra-fast fashion digital retailers do not have customer loyalty like Zara does, all 
these fast fashion brands all own unique formulas in order for them to be successful 
(Schlossberg,2015). 

With very little and minimal advertising campaigns which are generally only found 
on Zara’s website, this is not however, seen as a downfall for Zara as it adds to the 
exclusivity of  the brand (Parekh, 2013). The visual merchandising in the stores replicate 
Zara’s minimalistic approach and they have adopted this consistently over all of  their 
social media channels. Zara sits in the middle market, as do their competitors, they are 
consistent in how they shoot and style the models and always ensure that they maintain 
a high-end aesthetic, the brand only spends 0.3% of  sales on their advertising campaigns 
(Payton, 2017) in comparison to their competitors this is extremely diminutive, as ASOS 
for example spend 16% of  sales on their advertising campaigns (Hobbs, 2015). Zara does 
not rely on the assistance of  endorsements or advertisements and typically they only rely 
on word-of-mouth, additionally they invest in opening new stores which appears to be 
working very well for brand (Author Not Stated, Agencia de Publicidad En Barcelona, 
2017). Zara’s competitors take different approaches when it comes to their advertising 
campaigns, Celebrity endorsements is a heavily used tool within high street retailers as it 
is an excellent way of  generating sales (Eytan, 2016). H&M is a typical example of  this, 
their collaborations with high profile celebrities and designers always result in being sell 
outs. H&M often collaborates with David Beckham to promote his line of  male “body 
wear” which includes underwear and ready to wear styles (Serba, 2016) this was a major 
success and was extremely popular with the H&M consumer (Sharkey, 2014). Additionally, 
for H&M’s female consumer, with the upcoming festive period approaching “Luxed-
Up” lingerie is one of  the current campaigns H&M have launched. This campaign 
promotes a luxurious edit of  bralettes, camisoles, and briefs which are considerably more 
elegant and classy, to what is usually expected from H&M’s lingerie line (H&M, 2017). 
Similarly Zara’s competitors use collaborations from influences such as T.V series and 
films. As of  recent, Topshop took advantage of  the popularity of  Netflix’s series “Stanger 
Things” and created their Stranger Things campaign, the collection debuted t-shirts and 
accessories with graphic prints and logos which, as predicted was a huge success (Dunne, 
2017). 



Competitor Anaylsis
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Personality and Lifestyle Segmentation 

The Zara consumer depending on her age is a student or working woman who has an 
interest in fashion and leads a digital life. They live in the City and their main form of  
transportation is the tube or other public transport such as the bus. Their income is rela-
tively low- average as they make their way up career ladder. They do not yet have a fami-
ly; therefore live either in a house share with other young professionals or rent a flat. Due 
to not having children they have a disposable income to spend money on themselves. 
The consumer has a mixture of  hobbies such as reading, shopping and travelling.  They 
take pride in their appearance so regularly go to the gym and eat healthy. The consum-
er shops at high street retailers such as Topshop, Mango and H&M, offering the latest 
fashion trends at affordable prices. They live a busy social life and regularly go out with 
friends shopping, or to fashion shows, cafes and bars. The consumer is an open minded 
individual and communicates with their contemporaries through social media, where 
she also publishes her fast paced life. They also find fashion inspiration on social media 
from bloggers such as ‘fashion mumblr’ and ‘Lydia Elise Millen’.
The consumer does not take holidays often due to work, but books last minute city 
breaks to cities such as Paris, Berlin, Milan and Budapest with friends when on offer. Her 
music taste varies from chart to indie pop.



Zara’s UnrelenTing focUs 
on The cUsTomer is aT The 

core of The brand’s sUccess 
and The heighTs iT has 

achieved Today (marTin 
roll, 2016). The Zara 

empire is bUilT on Two basic 
rUles: To give cUsTomers 

whaT They wanT, and geT iT 
To Them fasTer Than anyone 

else (marTin roll, 2016). 





Reasoning behind choice

Woman of  all ages are keen underwear buyers. Woman are significantly more likely 
than men to have bought underwear for themselves in the last 12 months, with 86% of  
females compared with only 69% of  males having self  purchased (Mintel, 2016). 
Underwear has tended to follow fashion trends less closely than womenswear or 
menswear, and there is gap in the market for retailers to introduce  more fashionable 
collections to get people to update their pants, bras and knickers more frequently (Mintel, 
2013). Mintel’s consumer research shows that under-35s tend to opt for fashionable 
styles of  underwear over classic ones (Mintel, 2013) this is also shown in results from a 
questionnaire carried out for the purpose of  Zara’s lingerie range (figure 15) in which 
the age range 20-25 was the biggest category to choose style as the most important factor 
when choosing what underwear to purchase. Which is why the Zara lingerie range is a 
targeting a 20-30 aged female. 

Figure 15- How Important is style when purchasing underwear

Zara aims to target a young, price-conscious consumer who is highly sensitive to the latest 
fashion trends. This will be reflected in the range plan with plunging bodysuits, thongs 
and fashionable high-rise pants to appeal to the right customer. A bodysuit in particular 
fits into the trend of  wearing underwear as outerwear (Pentelow, 2016), this will help to 
drive sales of  the lingerie range particularly among younger fashion conscious women 
(Mintel, 2013).



Demographics Segmentation

When considering Zara’s target demographic it is clear the company target customers 
with a mid to lower range income, as their strategy offers cutting edge fashion at 
affordable prices.  From primary research in form of  a questionnaire, it was discovered 
that consumers who shop in Zara tend to be females in the age range 20-30 and consist 
of  students, part time workers or full time workers, but earning a low/average salary. 
Therefore belonging in social grade E, D and occasionally C2 (figure 16). 

The consmer also tends to be in the Peacock stage of  the lifecycle, interested mainly in 
appearances. Therefore, people at this stage tend to invest more in fashionable clothing 
and vehicles, with impulsive buying being a common characteristic of  the Peacock stage 
(Bhasin, 2016). The lingerie range therefore will have to be priced so it is affordable 
to suit the consumer’s income but also in keeping with Zara’s current pricing for the 
retailers other lines and their competitors.

Figure 16 - NRS Social grade system

Underwear purchasing also peaks among young women who are the most body aware 
and fashion conscious (Mintel, 2013).  Primary research also suggests that the age range 
20-30 tend to buy the majority of  their underwear from high street retailers, such as 
Topshop, H&M and Primark, with trendiness and affordability being the most important 
factor rather than quality. The lingerie range therefore will have to fashion forward and 
affordable to appealing to the target consumer selected.



Geographical Segmentation

The location of  Zara’s flagship stores such as Oxford St. in London, suggests that their 
main consumer live an urban lifestyle. This is supported by the questionnaire carried 
out, as it highlighted the majority of  people in the 20-30-age band said they lived in the 
city or on the outskirts. Many within this age range may live in student housing, be in a 
house share or be renting a flat due to the stage in their life cycle and their income.



Psychology Segmentation

The typical Zara customer has a mixture of  interests, the main being fashion. When 
they shop at Zara they have the shopping pattern to browse and buy simultaneously.

Replacement stands out as the main reason for people buying underwear, with close 
to four fifths of  underwear shoppers buying new pieces to replace existing items. The 
high level of  replacement buying is holding back growth in the sector and retailers need 
to look to drive purchasing through innovation and more frequently updated ranges 
(Mintel, 2016). Which is why Zara lingerie will be a success, as Zara’s concept means a 
continuous stream of  new products, so that customers will keep coming back throughout 
the season to see what’s new. At the same time, the short shelf  life of  Zara products 
means that customers know they will have to buy them straight away or never see them 
again (The Economist, 2013). 

Convenience is also a big factor for the consumer when purchasing underwear, with 
almost half  of  shoppers citing it as one of  the most important factors when choosing 
one retailer over another. Clothing retailers such as Zara will therefore benefit from 
consumers wanting to buy underwear at the same time as shopping for clothes (Mintel, 
2016).



DEVELOPMENT 
OF A PRODUCT 

RANGE







Zara’s new range is a lingerie line consisting of  six pieces. The development of  the range 
has been created by well-informed knowledge on areas such as; market research on 
lingerie, the consumer, the competition, fashion trends and primary research. 

Sizes 

By looking at Zara’s competitors and the sizes they have on offer for consumers, it gave an 
idea of  what sizes should be available in the range. Topshop works as a good comparison 
as they sit within the same market level on the high street. Along with this, Topshop do 
not produce a plus size line (Topshop.com), this can also be said for Zara. Therefore, we 
took information from their sizes and applied some of  this knowledge. As it would not be 
suitable to offer Zara’s consumers a plus size range as they do not currently cater for this 
target market within the brands apparel section (Zara.com). H&M’s regular lingerie line 
was another market competitor to look at, as again similar, but cheaper than Zara. H&M 
have a plus size line, this however is separate (H&M). Moreover, the sizes from H&M’s 
regular lingerie line were taken into consideration also for the range plan. The sizes are 
going to include XS-XL, 6-16 and a bra ranging from 30a, 32a-32dd, 34a-34dd, and 
36a-36dd. 

Peoples feedback on lingerie shopping gave insight into consumers opinions. A survey 
carried out for the purpose of  Zara’s lingerie range, made it apparent that larger busted 
females prefer to shop in specialist bra stores/lines. From analysing the data (figure…. 
,personal survey, 2017), the conclusion drawn was that high street stores do not always 
have their size on offer. This consumer research can be backed up in a Business of  
Fashion article that states ‘’special patterns are needed for larger sizes, especially if  the 
bra cups are molded.’’ (Fernandez, 2017). This concludes why consumers cannot find 
their sizes in the likes of  H&M. Another popular reason, found by primary research was 
that the design and shapes are just not supportive enough (personal survey, 2017). Girald 
explains, ‘’you can’t just take a mold from a size 36D and scale it up and think that it’s 
going to hold,’’ (cited in Fernandez, 2017). With certain females falling into the larger 
bust category and already being aware that general high street stores cannot always 
provide for them, Zara would not necessarily be narrowing their reach to the market. 

It is a known fact that lingerie is not the cheapest item to purchase (Cheung, 2017), so 
it is important that the price point for Zara’s range is still in keeping with their current 
pricings of  other lines they produce. This therefore, informed the decision of  the sizes, 
as bigger sizing means every factor within the design and production process is costlier 
(Harrington, 2016). Producing bigger sizes would not be cost effective for Zara as it 
would reduce the profit margin due to the FOB price being so high. 



Start and Finish

The fashion calendar (BritishFashionCouncil) has to be taken into consideration when 
deciding when the range should start being sold and when it should end. It is going to 
launch the end of  August running through until mid-October. Even though the ever-
evolving fashion industry has created the ‘See Now, Buy Now’ business model (Hendriksz, 
2017), this will be the first lingerie range for Zara. That is why it is important to have an 
anticipating build up and get customers responses before being too confident in assuming 
that consumers are going to want to buy into the collection straight away (Grechko, 2016). 
Even though millennials take up a large proportion of  Zara’s consumer market and these 
being the generation that desire instant gratification (Anyanwu, 2017), this range will 
follow suit with how the brands apparel collections are brought out. Februarys Autumn/
Winter runway looks hit high street stores September and into October (Prescod, 2014). 
Whilst mark downs begin in December for a lot of  stores, Zara’s tactic of  making sure 
things sell out before having to be marked down in one of  the brands rare sales (Loeb, 
2013), means that running the range until mid-November should avoid any items falling 
into the December sales. This helps in keeping with the persona of  the brand.  

Product Selection

When it comes down to providing sizes for even the mass market, lingerie stills proves a 
difficult area with many women stating that they want better sizing (Fernandez, 2017). 
This puts pressure on high street stores that sell lingerie, as better sizing means better 
structure, meaning more expense (Apsan, 2012). However, recent research states, that 
the styles that are in demand with consumers are changing. Victoria Secret is a part 
of  ‘L Brands’ and with Foyle (2017) stating in April that, ‘’the pushup category was 
looking old’’ (cited in Fernandez, 2017), and eight months later Dye (2017) confirming 
that, ‘’Year-to-date, L Brands shares have fallen 25 per cent.’’, it supports the forecast 
that consumers are wanting styles to move into a different direction. Fernandez (2017) 
describes the lingerie consumer to be ‘’growing tired of  traditional, sexy lingerie’’. After 
analysing such information, it is apparent that now proves to be a better time than ever 
for Zara to enter the lingerie playing field providing the range plan follows suit with the 
latest fashion changes. These trend changes can be see within the trend research mood 
boards. 

The elements that have been drawn from the trend research for AW18/19 are structures 
and shapes that are simple to produce within the construction process. This makes the 
range attainable for Zara, as the fast fashion brand needs to get designs from concept 
through to consumer just as quickly as the apparel lines. These chosen styles also keep 
the cost down for Zara, as reduced complexity means cheaper production costs. Cheaper 
production costs will mean a cheaper selling price (M. Soares and Rebelo, 2012) for the 
range and with Mintel (2016) stating that, ‘’Women aged 16-44 (74%) are the most 
drawn to low prices.’’ (personal survey, 2017), this is relevant to the brands consumers 
target market. 



Zara’s current target customer is already looking for lingerie aspects that the popular fast 
fashion brand could adhere to. Mintel (2016) states that,  

‘’Older women aged 45 and over are the most drawn to high quality own-brands, while 
interest in this drops off among young women.’’

This supports that even though Zara is a fast fashion brand and therefore, can maybe 
not produce as good a quality products as specific lingerie own-brands are capable of, it 
can still produce lingerie and have a customer market base within younger consumers, 
as this aspect is not as high on their priorities (Mintel, 2016). 

Zara’s consumer profiles had to be massively taken into consideration when the style of  
the lingerie was being designed. If  the range is made without the consumer in mind, the 
chances of  a high revenue of  sale will be low (E. Belicove, 2013). The comparison between 
Zara’s customers and AW18/19’s predictions, shows that key elements are going to fit 
well for the already existing consumer base. The plunging bodysuits are perfect for the 
woman of  20-30 with a keen interest in nightlife, as this can be worn not just as lingerie 
but as the main aspect of  a complete attire, as can be seen in the mood board of  style 
icons (figure 10). The contemporary high rise has been designed with a stomach hold in 
as it does not change the appearance of  the garment, but does however give the piece 
a unique selling point and could make it more appealing to body conscious females. A 
thong is included as the majority surveyed stated that this style of  bottom would be the 
first option when purchasing. This is why this piece has been designed with an option of  
three colour ways. It can therefore, be bought with the three bra designs in mind. 

Furthermore, there is numerous colourways throughout the range plan. A report for 
Global Intimate Apparel Market 2017-2021 (2017) states that, 

‘’Intimate apparel is now not only an essential product but also a fashion apparel…. 
Intimate apparel is available in multiple colors, patterns, and designs because consumers, 
especially teenagers, prefer matching their daily clothes with complementary lingerie.’’  
      
Taking from this statement, lingerie is no longer just an essential but has taken on a new 
purpose, therefore to create a successful range plan, the idea of  consumer wants needs 
to be considered (T.Packer, 2016). This resulted in the range offering the bodysuit in two 
colourways, as well as the wrap bra with high rise knickers. By doing so, this opens up 
to a market, that when purchasing lingerie, considers it as an overall image alongside 
their apparel purchases. The half-moon cutout bra and Brazilian high leg are the only 
pieces within the range that is not offered in more than one colour way. This is due to 
primary research concluding that neutral colours such as nudes and blacks are most 
commonly worn on a day to day basis (personal survey, 2017). Consequently, these pieces 
are predicted to sell at a higher rate, meaning different colourways are not necessary. 



The overall range has taken influence from many different trend predictions, with the 
Brazilian high-leg lending itself  to the 1980’s feel and the contemporary high-rise coming 
from the same influential era. The apex cut of  the wrap triangle bra sees the retro style 
coming through. All the while, the handpainted print that is evident within the range, 
has come from the 20th century inspired trend, The Thinker. The colour palette bares 
close resemblance to a retro age, confirming that Zara’s lingerie collection has been 
inspired by future, past influential heavy, trends (figure 4-13).



THE RAW 
MATERIALS



When manufacturing lingerie the raw materials can be either ‘naturally-produced 
materials like cotton and silk, or they can be man-made materials like nylon, polyester, 
rayon and lucre.’ (Pritchard, 2017) This is dependent on the level of  the brand on the 
market sector, luxury brands such as Agent Provocateur will use cotton on silk where as 
high-street brands will use nylon, polyester and lucre. When sourcing materials for lingerie 
there are a number of  different countries that are reliable, including ‘China (Mainland), 
Turkey, and Taiwan, which supply 97%, 1%, and 1% of  lingerie respectively.’ (Alibaba.
com,2017) Although overall there are ‘424,411 lingerie suppliers, mainly located in Asia.’ 
(Alibaba.com,2017)

High-street retailers such as Urban Outfitters, H&M and Topshop already stock lingerie 
lines and are direct competitors for Zara therefore it was critical to investigate what 
countries these fast-fashion brands sourced their products and what materials were used. 

Urban Outfitters

Overall Urban Outfitters primarily stock bras and knickers ranging from £6 for knickers 
and up to £26 for Bras meaning that the materials used will be lower quality so that the 
product is accessible for their consumer. The key sourcing company for Urban Outfitters 
is China and the materials used in their lingerie line is mainly Nylon, Spandex, Rayon 
and Cotton. 

90% Nylon 

10% Spandex 

Croth lining- 100% Cotton

90% nylon 
10% Spandex

Embroidery- 100% Cotton



H&M

Unlike Urban Outfitters H&M offer a wider selection of  lingerie pieces in their collection 
as they offer full body suits as well as different variations of  bras and knickers. From 
looking at numerous different lingerie’s pieces it was found that they also use multiple 
different sourcing counties some including, Indonesia, China and Vietnam and the key 
materials being Polyamide, Elastane, Cotton, Polyester. 

88% Polyamide
12% Elastane 
Croth Lining- 100% 
Cotton 

91% Polymide 
9% Elastane 
Croth Lining- 100% 
Cotton



Topshop 

Furthermore, Topshop also offer a wide range of products in their lingerie collection 
and also offer a wide variety of designs using both simple and classical designs as well as 
delicately embroidered bodies. Topshop use to different countries of supply both for two 
key pieces in their line, for knickers numbers styles are manufactures in Sri Lanka where 
as bras are mainly manufactured in China. The key materials which are used in Topshop 
are, Polyamide, Elastane and Nylon.

84% Polymide
16% Elastane 

89% Nylon 
11% Elastane
Crotch Lining- 
100% Cotton



1. Hooks- Nylon and Metal- This guarantees strength of  the hook and comfort along 
the back.
2. Strap adjustment and ring sliders- Metal
3. Wing/band- Polyester/Cotton 
4. Frame- Polymide
5. Apex- Spandex/ Nylon
6. Upper cup- Spandex/Polyester 
7. Lower cup- Lace surface/ cotton lining 
8. Bridge- Nylon/spandex
9. Neckline- Stainless steal
10. Power bar/sling- Spandex/polyester 
11. Underwire- stainless steel
12. Underband- Spandex/polyester
13. Underarm- nylon/ elastane 
14. Strap front- lycra/nylon/polyester
15. Strap back- lycra/nylon/ polyester
16. Eyes- Metal

Full description of  padded t-shirt bra Raw Materials-



The key country for manufacturing and sourcing the Raw materials for Zara’s lingerie 
brand is Sri Lanka as they have ‘proven capabilities in working with multiple fabrications 
and producing multiple styles have not only generated an impressive product portfolio 
but have also resulted in extensive experience in handling and producing knit and 
micro-satin garments’ (Intimate Wear Suppliers, Manufactures & Exporters in Sri 
Lanka, 2017). This will assure that the range is made to the highest quality with the 
best designs to guarantee that it is in keeping with Zara’s aesthetic that they are heavily 
influenced from the catwalk. The materials of  the garments for the range will give the 
illusion and feel that the fabrics are silk and cotton to keep to Zara’s luxury influenced 
appeal. The main materials used for the Zara Lingerie range will be polyester, nylon 
and elastane this will make sure that the price point for manufacturing is at a low rate 
to ultimately generate a larger profit.

Bra- Cup: 76% Polymide 24% Elastane 
Lace detail: 90% Polymide 10% Elastane 

Thong- Main: 91% polymide 9% elas-
tane 





PROMOTION



As marketing is an extremely fast growing and developing sector of  the fashion industry, 
brands need to ensure they are keeping up to date with new and innovative promotional 
techniques to continuously keep engaged the particularly “market-savvy and digitally-
informed customer.” (Moore, 2012) A successful marketing or promotional strategy 
will generate ‘primary goals of  attracting consumers to retail locations and stimulating 
immediate sales.’ (Kaushal, 2011) These sales will indicate to the retailer that their 
marketing strategy has successfully reached their target consumer. 

As a retailer on the high street Zara in particularly stands out from both its direct 
competitors, Topshop, Uniqulo and H&M along with other fashion brands when it 
comes to their zero marketing strategy as ‘the company uses the money it would have 
used to advertise in opening new stores.’ (Basin, 2017) Zara is known for its products 
being highly influenced from the catwalk and these pieces generally always create a 
talking point. Consequently, this results in their biggest form of  marketing being word 
of  mouth from its 18-40 consumer demographic, it is said that ‘92% of  consumers 
believe recommendations from friends and family over all forms of  advertising.’ (Whitler, 
2014) Additionally Zara already obtain a strong presence on social media including 
23.6 million followers on Instagram, 26.2 million likes on Facebook and 19.7 thousand 
followers on Twitter.

Swot Analysis

Strengths-  Zara Has an active presence on social media including an Instagram account 
with 23.6 million followers, Twitter account with 19.7 followers and Facebook with 26.2 
million likes.

Weaknesses-  Zara has a ‘zero investment in marketing’ policy meaning that they are the 
only one from their competitors that do not pay for any form of  marketing. 

Opportunities- Start to invest more money into marketing strategy’s so that their ways of  
market do not become dated and they continue to compete with competitors. 

Threats- Social Media starts to become too similar and consumers become bored.



Social Media

For the launch of  the Zara lingerie line the first marketing strategy that will be used is the 
promotion on its three main social media channels, Instagram, Facebook and Twitter. 
Due to the large target consumer age range these are the three most appropriate social 
channels as it is proven that ‘Facebook continues to be the dominant SM platform, 
Younger Millennials in particular exhibit a propensity towards media sharing platforms, 
such as Instagram’ (Mintel, 2017).





Instagram

In 2017 Instagram ‘doubled its user base, to 700 million monthly actives in two years, 
fueled by Stories, web signups and better onboarding on low-end Android phones.’ 
(Constine, 2017) Due to its popularity and visual aesthetic this is the main channel that 
the Zara lingerie campaign will be promoted. Research has also shown that the main 
demographic of  users is ‘59% of  18–29 year olds use Instagram.’ (York, 2017) This 
guarantees that the campaign will reach Zara’s target consumer as ‘the visual nature of  
the platform means that brands aren’t just able to show off their products – they can also 
sell a lifestyle. It also stills consumers’ fear of  missing out.’ (Roderick, 2017) The editorial 
style photoshoot will be posted gradually over serval days through a jig-saw like pattern 
of  posting images. When the last image is posted the consumer will need to visit the Zara 
Instagram page to reveal the full image. By using this technique, it will help gain more 
followers to the Zara Instagram as well as a hype online due to the consumers having to 
wait over a number of  days before they are able to see the full image of  the lingerie line. 



Twitter

Along side this the campaign will also be promoted on Twitter where the campaign can 
be tracked through the use of  the hashtag #ZaraLingerie. Hashtags give the brand the 
‘chance to be noticed in such conversation and establish your company as a voice for 
certain topics.’ (MacDonald, 2017) This also helps to track the success of  the campaign 
as there is accessibility to view how many users have used this hashtag in their tweets. 

Coming Soon.... #ZaraLingerieEdit 



Facebook

With 1.15 billion daily users Facebook is the leading social platform which reaches 
the largest age demographic. Facebook now has its own business tool which states that 
‘Marketing on Facebook helps you find new customers and build lasting relationships 
with them.’ (Facebook Business, 2017) As Zara already has a large following on their 
Facebook of  26,202,274 likes and 25,847,385 followers they are already exposed to 
their target consumer but Facebook also allows new consumers to be introduced to 
the brand. For the Lingerie range, similarity to Instagram and Twitter the photoshoot 
images will be posted daily leading up to the release, this allows Facebook users to 
share the posts to reach a wider audience and generate large sales on the release date. 

Coming Soon.... #ZaraLingerieEdit 



Fashion Show 

In 2016 Zara opened its new flagship store on Oxford Street in London with ‘a total area 
of  48,400 sq ft spanning four floors, this is a big store and a substantial investment by 
parent business Inditex.’  (Ryan, 2017) As a result of  this, to promote both the new store 
and the new lingerie line the launch event will be held in the Oxford Street Store. For 
the launch there will be models showcasing the new range on a catwalk and influencers, 
press and celebrities will be invited to view the collection. The leading model for the 
catwalk will be Blanca Padilla, a Spanish model who has walked at the Victoria Secret 
Fashion Show twice. Taking inspiration from the Victoria Secret Fashion Show is only a 
natural progression decision for the Zara lingerie range launch as the VS show ‘elevates 
them above every other brand in the intimates business.’ (Garcia, 2017) As Zara is going 
to be new to the lingerie market the Victoria Secret Fashion Show style of  promotion is 
a key way of  marketing to ensure that the rage is successful from the start. 



Influencers 

Along with the rise of  social media there has also been a growing popularity with social 
media fashion and beauty influencers who are being used to be ‘sought out by advertisers 
who want to use their reach online to help sell products.’  (Marsh and readers, 2017) 
Influencers are also known to ‘represent a new type of  independent third party endorser 
who shape audience attitudes through blogs, tweets, and the use of  other social media.’ 
(Freberg et al., 2011) Zara’s main competitors such as Topshop and H&M use social 
media influencers regularly by sending key pieces for them to post on social channels 
or Youtube videos which are paid advertisements. ‘A recent survey revealed 84% of  
marketers plan on executing at least one influencer marketing campaign during the next 
12 months.’ (Agarwal, 2017) As a result of  this it is Zara may be at risk of  losing sales if  
they do not use this marketing technique for the launch of  the Lingerie range. 

On the other hand, although Zara does not use social media influencers they still 
continue to buy into the brand and promote their clothes on social media platforms. 
For the Lingerie range social media influencers will not be paid to advertise but however 
will be invited to the Fashion Show Launch party and be sent the full collection prior to 
the event where they can then decide whether to promote it or not over their multiple 
social channels. This strategy is not crucial to the success of  the collection as it is proven 
that Zara has never needed to do this in the past to be successful but only an additional 
method to push sales. 

Lindsey Holland
Fashion Blogger and Influencer- 
Ropesofholland.com



Lizzy Hadfield
Fashion Blogger, Youtuber and 
influencer- Shotfromthestreet.com



COSTINGS















Costing Sheets Working

Garment 1 (Z1) – Bodysuit
Direct Materials – $6
Direct Labour – ($6 × 2) × 0.20 = $2.40 
Overheads – ($6 × 2) × 0.20 = $3.60 
FOB Price – $6 × 2 = $12
Rate of  Exchange – 1.22 dollars to the pound     12 ÷ 1.22 = £9.84 
Freight (Lingerie) – 0.08 
Duty and Clearance % (Sri Lanka) – 12%     12% + 2.5% = 14.5%
                                                                             9.84 + 0.08 = 9.92 
                                                                             (9.92 ÷ 100) × 14.5% = £1.44  
Landed Price – 12 ÷ 1.22 = £9.84
                           (9.84 + 0.08) + 14.5% = £1.44
                           £9.92 + £1.44 = £11.36 
Selling Price – £27.99 
Margin – (27.99 ÷ 1.20) – 11.36  × 100 = 51.29%
                 (27.99 ÷ 1.20)

Garment 2 (Z2) – Bralette
Direct Materials – $6
Direct Labour – ($6 × 2) × 0.20 = $2.40 
Overheads – ($6 × 2) × 0.20 = $3.60 
FOB Price – $6 × 2 = $12
Rate of  Exchange – 1.22 dollars to the pound     12 ÷ 1.22 = £9.84 
Freight (Lingerie) – 0.08 
Duty and Clearance % (Sri Lanka) – 9.84 + 0.08 = 9.92 
                                                                (9.92 ÷ 100) × 14.5% = £1.44  
Landed Price – 12 ÷ 1.22 = £9.84
                           (9.84 + 0.08) + 14.5% = £1.44
                           £9.92 + £1.44 = £11.36 



Selling Price – £19.99 
Margin – (19.99 ÷ 1.20) – 11.36  × 100 = 31.80%
                 (19.99 ÷ 1.20)

Garment 3 (Z3) – High Waisted Brief
Direct Materials – $3  
Direct Labour – ($3 × 2) × 0.20 = $1.20
Overheads – ($3 × 2) × 0.20 = $1.80
FOB Price – $3 × 2 = $6
Rate of  Exchange – 1.22 Dollars to the Pound    6 ÷ 1.22 = £4.92 
Freight (Lingerie) – 0.08  
Duty and Clearance % (Sri Lanka) – £4.92 + 0.08 = 5 
                                                                (5 ÷ 100) × 14.5% = £0.73
Landed Price – 5 + 0.72 = £5.72
Selling Price – £9.99  
Margin – (9.99 ÷ 1.20) – 5.72  × 100 = 31.27%
                 (9.99 ÷ 1.20)  

Garment 4 (Z4) – Thong
Direct Materials – $3  
Direct Labour – ($3 × 2) × 0.20 = $1.20
Overheads – ($3 × 2) × 0.20 = $1.80
FOB Price – $3 × 2 = $6
Rate of  Exchange – 1.22 Dollars to the Pound    6 ÷ 1.22 = £4.92 
Freight (Lingerie) – 0.08  
Duty and Clearance % (Sri Lanka) – £4.92 + 0.08 = 5 
                                                                (5 ÷ 100) × 14.5% = £0.73
Landed Price – 5 + 0.72 = £5.72
Selling Price – £7.99
Margin – (7.99 ÷ 1.20) – 5.72  × 100 = 14.10%
                 (7.99 ÷ 1.20) 



Garment 5 (Z5) – Lace Brief
Direct Materials – $3  
Direct Labour – ($3 × 2) × 0.20 = $1.20
Overheads – ($3 × 2) × 0.20 = $1.80
FOB Price – $3 × 2 = $6
Rate of  Exchange – 1.22 Dollars to the Pound    6 ÷ 1.22 = £4.92 
Freight (Lingerie) – 0.08  
Duty and Clearance % (Sri Lanka) – £4.92 + 0.08 = 5 
                                                                (5 ÷ 100) × 14.5% = £0.73
Landed Price – 5 + 0.72 = £5.72
Selling Price – £8.99
Margin – (8.99 ÷ 1.20) – 5.72  × 100 = 23.62%
                 (8.99 ÷ 1.20)

Garment 6 (Z6) – Half  Moon Bra
Direct Materials – $6
Direct Labour – ($6 × 2) × 0.20 = $2.40 
Overheads – ($6 × 2) × 0.20 = $3.60 
FOB Price – $6 × 2 = $12
Rate of  Exchange – 1.22 dollars to the pound     12 ÷ 1.22 = £9.84 
Freight (Lingerie) – 0.08 
Duty and Clearance % (Sri Lanka) – 9.84 + 0.08 = 9.92 
                                                                (9.92 ÷ 100) × 14.5% = £1.44  
Landed Price – 12 ÷ 1.22 = £9.84
                           (9.84 + 0.08) + 14.5% = £1.44
                           £9.92 + £1.44 = £11.36 
Selling Price – £23.99 
Margin – (23.99 ÷ 1.20) – 11.36  × 100 = 43.18%
                 (23.99 ÷ 1.20)



Costing sheet Rationale

Garment 1, 2 and 6 are priced at a mid-market value, following Zara’s original pricing 
strategy (Zara.com 2017). Therefore, the FOB Cost for the mid-market value is $12. 
Zara is a high street store with competitors such as H&M and Topshop, therefore staying 
around the mid-market value will help keep them in line with their competitors.
However, garments 3, 4 and 5 are priced at value level. Although unconventional for this 
brand, as a mid-market high-street retailer, the deduction of  costs from direct materials, 
direct labour and overheads is needed in order to increase the margin. Because of  this, 
the FOB Cost for these garments is $6, as oppose to $12.    
 
Fabrics used include Polyamide, Polyester, Elastane and Cotton. When researching 
fabrics for the range plan, it was apparent that these fabrics are being used by competitors 
to make similar products. (H&M.com, 2017) This indicates that the fabric choices are 
cheaper, as oppose to silk and lace, therefore allowing Zara to charge competitive prices 
in line with competitors such as Topshop and H&M. Supplying in Sri Lanka means the 
fabric is relatively cheaper than if  we sourced it from the UK, prices being as high as 
£16.95 per 147cm in the UK (wolfintextiles.co.uk, 2017) compared to $3.25 per KG of  
cotton fabric from a Sri Lankan supplier (fibre2fashion.com, 2017).      
The chosen Country of  origin is Sri Lanka for all 6 garments. Sri Lanka is very well 
known for manufacturing niche products with more added value, including women’s 
lingerie, therefore for Zara, Sri Lanka is a practical option for manufacturing their 
lingerie range. (Sri Lanka Business, 2017) 

When thinking about selling prices, I looked at H&M and Topshop’s prices for their 
lingerie ranges, as they are two of  the main competitors of  Zara. 
I looked at the price ranges for Bras (£6.99 - £29.99), Bodysuits (£12.99 – £29.99) 
and Knickers (£4.99 - £17.99) and based the selling prices around these, as Zara are a 
mid-market high street brand, who should stay level with competitor prices, whilst also 
providing quality product. 



The final selling prices are:

Plunging Bodysuit - £27.99
Bodysuits from competitors range from £12.99 - £29.99, therefore basing this price at 
£27.99 seemed practical, as it keeps in line with competitors but doesn’t promote the 
product as being too cheap, resulting in customers going elsewhere. This garment is 
the most expensive within the range, resulting in the margin for this product being the 
highest at 51.29%.

Triangle Wrap Bra - £19.99
I originally looked at bralette prices to price up this garment, which tend to be cheaper. 
However, after reassessing the costings and thinking about Zara in relation to their 
competitors, it was decided that the price should be raised, in order to keep the up 
market high-street USP. 

Contemporary High Rise Knickers - £9.99
Flouncing Frilly Thong - £7.99
Brazilian High Leg Knickers - £8.99
The knickers and thongs within our range are set at similar prices, fluctuating depending 
on the style. 
The high-rise knickers contain a tummy control panel, therefore more fabric is needed 
and are as a result, more technical to produce. Consequently, after looking at competitor 
prices, £9.99 is both affordable, meaning Zara customers would be willing to pay this 
for a pair of  knickers, and practical, for the brand to get a reasonable Margin on the 
garment.

The thong and the Brazilian knickers fluctuate by £1 each way. The thong being cheaper 
because of  the simplicity and less fabric, and the knicker being mid-way because of  the 
fact that it’s our core garment, that most customers would pick up as their first choice.
Half  Moon Cut-out Bra - £23.99
Bras from competitors are priced between £6.99 and £29.99, the more expensive ones 
being made with more complex designs or added extras such as the push up feature. 
The half-moon bra is half  padded with added lace detail, therefore pricing it at the 
higher end without being too expensive for the Zara customer allows us to create a 
higher margin, after considering the FOB price. Also, research shows that women don’t 
tend to spend more than £25 on one bra, therefore this price fits well with the target 
customer.       
   
  



Sales Forecast



Sales Forecast Rationale

The 6 garments that make up Zara’s lingerie range are as follows; 
Z1 - Plunging Bodysuit in Ox Blood, and Meditative Teal.
Z2 - Triangle Wrap Bra in Ox Blood and Marble Teal.
Z3 - Cotemporary High Rise in Ox Blood and Marble Teal. 
Z4 - Flouncing Frilly Thong in Ox Blood, Marble Teal and Black.
Z5 - Brazilian High Leg in Black. 
Z6 - Half  Moon Cut-out Bra in Black.

Sizing will range from small to extra-large, 6 to 16 and 30A to 36DD, depending on 
the garment. These sizes will allow Zara to target a wider range of  customers, of  all 
shapes and sizes. However, due to Zara’s customer being a young 20 – 30 year old 
female, who generally likes to exercise and look after herself, more sizes from small to 
medium and 6 to 12, will be ordered, as these sizes will be more popular for this type 
of  consumer.

The new lingerie range will only be sold in the UK due to the customer demographics 
and needs being known better in this country as oppose to the European or Worldwide 
markets. This will also allow for the sizing and prices to stay the same throughout each 
store. Every store in the UK will stock the range, meaning it will be distributed to 64 
stores across the country.

For lingerie, the general rate of  sale is 2 garments, per store, per week, of  which this 
range will be sold for 6 weeks. The sales forecast reflects this within the quantities 
ordered for the Contemporary High Rise, Flouncing Frilly Thong and Brazilian High 
Leg, following the calculation ‘number of  stores × ROS × weeks on sale’.
It is shown that 768 units of  the knicker style garments will be ordered, when following 
the general lingerie ROS.
However, although these calculations are correct for the sales of  knickers, Zara will 
change the quantities depending on the garment. 
For example, the number of  knickers ordered would be significantly higher than 
the number of  bra’s ordered, due to the fact that women tend to own more pairs 
of  knickers than they do bra’s. Research shows that the ratio of  bra’s to knickers of  
which a woman owns is 1:4. (Personal survey, 2017)  It would therefore be practical to 
decrease the rate of  sale for bra’s and bodysuits to 1 garment, per store, per week. As 



COUNTRY OF 
SUPPLY



A supply chain is comprised of  all the businesses and individual contributors involved 
in creating a product, from raw materials to finished merchandise (Farfan, 2017). Zara 
produces over 450 million items and launches around 12,000 new designs annually, which 
means it is critical for the retailer to have an efficient supply chain to ensure constant 
refreshment of  store level collections goes smoothly (Martin Roll, 2016).

Zara currently have 6,959 factories spread across suppliers in 53 countries such as Spain, 
Portugal, Morocco, Turkey, India, Pakistan, Bangladesh, Vietnam, Cambodia, China, 
Brazil and Argentina (Inditex, 2017). When making decisions about which suppliers 
to work with, the following must be considered: lead times, communication and costs 
involved to the retailer, as well as reliability, ability and flexibility. Different products 
require different types of  supplier; it is not a case of  ‘one size fits all’ (Grose, 2012).
Sri Lanka apparel industry is known for producing lingerie and is currently supplying 
lingerie for reputed lingerie retailers such as La Senza, Marks & Spencer, H&M, Etam, 
Lane Bryant, George and many more (Sri Lanka Business, 2017), some of  which will be 
Zara’s competitors for the lingerie range. 

Sri Lanka lingerie manufacturers and suppliers’ have proven capabilities in working with 
multiple fabrications and producing multiple styles (Sri Lanka Business, 2017), which is 
why Sri Lanka has been chosen as the country of  origin for Zara’s lingerie range. The 
country also has an international reputation as a reliable and a quality manufacturer 
with a highly competent, skilled and literate workforce with three decades of  experience 
(Sri Lanka Business, 2017), these are all important factors needed for a successful supply 
chain.



Advantages of  using Sri Lanka as the country of  supply include: 

• Innovation focused factories which offers superior product development and design 
resources (Sri Lanka Business, 2017).
• Investment friendly government policies and strategic shipping advantage (Board 
of  Investment of  Sri Lanka, 2016), this will help the supply chain run smoothly and 
effectively.
• Focus to improve, the Sri Lankan government has launched an ambitious program of  
physical infrastructure development to completely upgrade the sea, air, road, power and 
telecom backbone of  the country (Board of  Investment of  Sri Lanka, 2016).
• Sri Lanka is well geared to meet global market demand for fast, high quality ethical 
fashion products (Sri Lanka Business, 2017); this is an advantage over Zara’s competitors 
who do not manufacture ethically.
• Environmental friendly factories – world’s first LEED certified Platinum rated production 
facility (Sri Lanka Business, 2017), this will add a certain value to the finished lingerie 
range as it is an advantage over competitors who have used an unethical factory. 
• Ethical practices–known to the world as a producer of  “Garments without Guilt” 
under the principles of  Ethical working conditions, free of  child labour, free of  forced 
labour, free of  discrimination on any grounds and free of  sweatshop practices (Sri Lanka 
Business, 2017). This gives the country an edge over its regional competitors because of  
its stringent adherence to child labour laws and endorsement of  gender equality (Board 
of  Investment of  Sri Lanka, 2016).



Disadvantages of  using Sri Lanka as the country of  supply include:

• The time shipment over seas will take factoring in delays, this is big difference com-
pared to Zara’s in-house factories in Spain, a Country of  supply Zara regularly use 
(Martin Roll, 2016). 
• Shipping costs, changes in export or import tariffs, fuel costs and fluctuations in cur-
rency rates – all of  which affect the cost price of  a garment (Grose, 2012) and therefore 
affect Zara as the retailer.
• Goods are at risk of  being damaged or stolen in transit (Grose, 2012), however this is a 
risk no mater which Country you supply from.
• Unforeseen delays in delivery due to weather conditions and natural disasters – this 
can be anything from flooding or snow to severe problems such as earthquakes (Grose, 
2012). Sri Lanka have a monsoon season between May and September this could cause 
flooding’s to factories and roads, which then could cause delays. 
• Labour shortages, this is a problem heightened by the fact that many graduates prefer 
“white collar” jobs to labourer or semi-skilled positions in the manufacturing sector. 
Workers’ reluctance to work nights has proved a major constraint on the overall produc-
tion scale, forcing many factories in Sri Lanka to have only one shift of  workers. This 
contrasts sharply with factories in China, where two or three shifts are typically deployed 
(Board of  Investment of  Sri Lanka, 2016).



The positives to manufacturing in Sri Lanka outweigh the negatives, however to negate 
the impact of  the risks mentioned in the disadvantages such as a natural disaster, it 
makes sense for retailers to have a spread of  different suppliers in different regions as well 
as the appropriate skill set (Grose, 2012) so not all their supply chain is affected. Which 
is why Sri Lanka would be a suitable choice as Zara are currently not manufacturing 
any of  their products there, they also have a skilled workforce that is needed in order to 
compete with competition.

Retailers are now also being forced to pay closer attention to the ways in which their 
goods are produced and consider their global impact: bad publicity surrounding ethics 
is not good for business. The ethics of  local and global supply, associated labour issues 
and their impact upon local communities are increasingly important. Zara ensure their 
suppliers and manufacturers all over the world follow their Code of  Conduct, which 
applies the highest standards for the protection of  human rights and the promotion of  
international labour rights, health and safety, and environmental aspects (Inditex, 2017). 
Sri Lanka is a suitable choice of  country to supply from because of  their ethical working 
conditions and environmentally friendly factories (Sri Lanka Business, 2017).

Though speed plays a big factor in Zara’s supply chain so does reliability, a key determinate 
of  logistics performance (World Bank, 2016). World Bank rated each region on their 
infrastructure, ICT and airports, which generally rated high with South Asia being the 
highest rating with 65% (World Bank, 2016). The Sri Lankan government is also making 
an effort to upgrade the sea, air, road, power and telecom backbone of  the country, with 
aims to develop the country as a leading regional aviation, navigation and trading hub 
in South Asia (Board of  Investment of  Sri Lanka, 2016). Therefore, the development of  
maritime & aviation transportation is at the forefront of  the government’s infrastructure 
development agenda. The focus of  these developments is to expand the capacity and 
improve the efficiency of  existing ports through modernisation and construction of  new 
ports (figure...) and airports in strategic locations (Board of  Investment of  Sri Lanka, 
2016). These plans for improvement show why Sri Lanka is a suitable choice as the 
Country will only improve throughout time. 

Board of Investment of Sri Lanka (2016)



Accounting for $4.4 billion of  its exports, Sri Lanka’s apparel sector outperforms 
other South Asian countries in terms of  quality, lead time, reliability, along with social 
compliance and sustainability (World Bank, 2016). Which is why Sri Lanka was chosen 
above other countries such as Bangladesh and India. 

The number of  textile and apparel companies operating in Sri Lanka has expanded 
massively due to the fact the country is a consistent and reliable supplier of  good quality 
garments and their literate workforce. Sri Lanka’s core garment manufacturing strength 
lies in its ability to produce high quality goods at competitive prices, combined with an 
industry structure that is flexible and uniquely capable of  servicing leading international 
brands.

Zara is known for being a fast fashion brand and been able to get a new product from 
a sketch to store in four to six weeks (Gorrepati, 2016). Zara commits six months in 
advance to only 15% to 25% of  their season’s line, compared to other retailers who 
can commit up to 40% to 60% in advance of  their seasonal lines (Stevenson, 2012).  
This means that 50% of  Zara’s clothes are designed and manufactured in the middle 
of  the season (Stevenson, 2012). Shorter lead times allow Zara to ensure that its stores 
stock clothes that customers desire at that time while many retailers try to forecast what 
customers might buy months in the future (Martin Roll, 2016).  However, Zara do have 
longer-lead products, in which they use foreign factories such as China and Bangladesh 
and not their inhouse factories in Spain, to keep costs down (Stevenson, 2012). Longer 
lead-times are suitable for the lingerie range as underwear tends to follow fashion trends 
less closely than womenswear or menswear (Mintel, 2013).  

Production time in a factory in Sri Lanka is unique to what manufacturer you use and 
also depends on the volume ordered, however an average time is 1.5- 4 months (Clothing 
Manufacturers Asia, 2017). The Zara lingerie will only be sold in UK stores and not 
online, therefore the volume order will not be too high. Zara can also afford to pay for 
quicker production if  needed because they do not regularly discount their products or 
hold sales (Chettupalli, 2016). It will then take up to 2-3 days after leaving the factory to 
reach the port, taking into account possible delays. 



Sri Lanka has a strategic location being situated at the crossroads of  a major trade route 
between Asia and Europe (figure 17) this places Sri Lanka in an advantageous position 
compared to many other South Asian nations when it comes to connectivity with many 
markets in Europe and the Middle East (Board of  Investment, 2016). It also allows 
substantial cost savings in terms of  logistics, as well as shorter delivery times compared to 
those manufacturers whose supply chains extend across the East and West (Chan, 2015).

Figure 17 -
Board of  Investment of  Sri Lanka (2016)



With Sri Lanka being located in the middle of  the Indian Ocean they have access to a 
deep-water port that enables direct shipping to the EU (figure 18), the sea freight transit 
time from Sri Lanka to the UK is around 25 days (Mercator Cargo Systems ltd, 2015).

Figure 18 -

Daily news (2016)

Although apparel prices are higher than competitors such as China (World Bank, 2016), Sri 
Lanka produces more sophisticated products, which the lingerie range will reflect. This along-
side the ready supply of raw materials and its expanding resource base is why Sri Lanka has 
been chosen to supply Zara’s lingerie range.





prodUcT & 
promoTion 

(criTical paTh) 





Promotion Critical Path

Instagram Promoting the New Range

From Thursday the 7th of  June, the range will begin to be promoted via Instagram. 
The Instagram posts will be teasers on the new collection focusing on the model that 
will be the face of  the it, Blanca Padilla. Posts will continue to be added to the Zara 
Instagram account throughout the process, revelling what the collection will look like 
as well as backstage images from the photoshoot. By posting regularly on the Instagram 
page allows the customer to constantly be remind of  the new collection, and creates 
constant talk and publicity around it. 

Set up contracts with models to advertise the collection

Throughout May, contracts will be signed with Blanca Padilla to make her the face of  
the new lingerie collection. This will be done in advance so that everything is organised 
in time for the launch, and plans can be made to arrange the photoshoot. This will 
also allow time for samples to be made in Blanca Padilla’s size ready to be worn on the 
photoshoot.   

Organise Studios and Photographers for Photoshoot

Also during May the photoshoot will be arranged. This will include finding a suitable 
Photographer to fit in with the photography style of  Zara, a Make Up Artist and Hair 
Stylist for the model and also finding an appropriate location to shoot the collection. In 
organising the photoshoot in advance, we have enough time to rectify anything that may 
go wrong. It also means that the photoshoot should run smoothly as everything has been 
well prepared and organised. 

Photoshoot of  whole collection with Blanca Padilla

The photoshoot will take place on Saturday the 16th of  June, and will be completed 
within a day. The photoshoot will be done early on in the promotion process so that 
the new collection can be advertised effectively. As the collection only consist of  eleven 
items, the photoshoot will be able to be completed in a short time frame. By organising 
the photoshoot in advance to when the photos are released means that there is time to 
make any last minute changes or fix any problems.  



Edit Photos for Photoshoot

Editing the images from the photoshoot will take place over two days, Sunday the 17th and 
Monday the 18th of  June. This will allow time for the photographer to edit the photos in an 
appropriate style for the Zara website and Instagram. It also means that the photos can be 
released with plenty of  time before the collection arrives in store to create more publicity and 
get people talking about the collection. 
Launch Blanca Padilla as face of  the brand on the website and Instagram

On Friday the 20th of  July, Blanca Padilla will be announced as the face of  the new collection. 
This will be done through Instagram posts and also on the website. Announcing the model 
before releasing the collection will create a hype around the upcoming new collection. 

Advertise the Collection Online but for In Store only

On Friday the 10th of  August, the new lingerie collection will be able to be seen on the website, 
even though it can only be sold in store. By showing the collection online before it is available to 
buy will create interest in the collection and get people talking about it in preparation for when 
it is released. Showing the collection online will mean that it is seen by a range of  customers, 
and therefore lead to more sales.

Launch Party
 
The launch party will take place on Saturday the 25th of  August, less than a week before the 
collection is available to buy. This will continue to get people to talk about the new collection 
to create more interest in the release. The party will also create attention before it takes place 
as people will begin to talk about the upcoming event. After the launch party people will be 
talking about the event, and this will create more hype and attention for when the collection is 
released. 

Snapchat 

Snapchat will be used to advertise the collection during the photoshoot on Saturday the 16th of  
June. By snapchatting images of  behind the scenes from the photoshoot, this creates attention 
around the collection early on in the promotion process. It will give customer a preview into 
the collection and create publicity around it. On Monday the 30th July, Snacpchat will be used 
to keep customers interested in the collection this will also be a day where Instagram is used 
to promote. On Friday the 24th and Saturday the 25th of  August snapchat will be used to 
promote the launch of  the collection so that it can be seen by a range of  customers. The day 
before the launch will be snapchatted, giving the customer inside knowledge on what will be 
happening on the day. Finally, the launch party will be snapchatted so that the customer can 
feel they are at the event. By using social media before, during and after the launch will create 
attention around the collection to help promote it.  





Product Critical Path Analysis

Generate and Secure Ideas

From 4th June to 6th June, ideas for the range will be generated and a final proposal will 
be secured. This gives 3 days for the idea to be finalised, ready to be pitched to the heads 
of  departments and for designers to think about their own ideas. 

Market Research and Trend Research

From 1st June to 7th June, market and trend research will take place in order to gain 
inspiration for the designs, and an insight into the current market and trends, but also 
future trends that customers will buy into in Autumn/Winter 18. This will take 5 days, 
enough time to be thorough with the research, for the design team. Mood boards will be 
created including future trends and customer profiles.
Design Range

6 days have been allocated to the design team from 7th June to 12th June. This time will 
be used to create the lingerie range plan, using trend and market research from previous 
days. This will also include the colour ways each garment will be available in, the sizing 
and the fabrics. This will need to be completed in time for Zara to move on and get 
samples made.

Manufacture and Approve Samples and Fabrics

The manufacturing of  one of  each garment will commence on 13th June, and will be 
completed by 14th June. These samples will be made to the size specifications of  Blanca 
Padilla, the face of  the collection. These six garment samples will then be approved and 
finalised by a buyer who is in Sri Lanka at the factory, in order to make the process quicker. 
This therefore follows Zara’s strategy of  working quickly from design to manufacture.  
(Peeler. K, 2017)

Generate Costings

The costing sheets and sales forecasts will be generated throughout the design process. 
This will start on 7th June for 7 days until 13th June. These will need to be done in 
order to establish budgets for manufacturing and raw materials, therefore ensuring a 
respectable margin for each garment. The costings would need to be completed before 
manufacture of  the whole range, therefore there is a practical insight into how much the 
new product development will cost.



Research and Secure Suppliers and Manufacturers

Researching for suppliers and manufacturers with commence on 6th June and will 
continue throughout the design and costings process for 8 days, until 13th June. This 
will ensure that the design team and the finance team can work coherently with the 
manufacturers and suppliers to link the products with the fabrics, resulting in practical 
costings.

Shipping Raw Materials

Raw materials will be dispatched from suppliers and sent to manufacturers on 15th June. 
This will take a day at the most; therefore, the manufacturers can make a prompt start 
at producing the whole range according to the quantities specified on the sales forecast. 
This will commence after the samples and fabrics have been approved, therefore giving 
the go ahead for the whole range to be produced.

Manufacture

Manufacture of  the entire range at full quantities will commence on 16th June, straight 
after fabrics have been delivered, again keeping with Zara’s quick turnaround. This will 
take 6 weeks and 2 days due to Sri Lankan manufacturing rates being 1.5 months as the 
shortest amount of  time (Clothing Manufacturers Asia, 2017). Manufacturing will be 
completed on 30th July, ready to be packaged and prepared for shipping. 

Shipping to Warehouse

On 31st July, all garments will be shipped from Sri Lanka to the UK. This will take 25 
days, docking in the UK on 24th August (mercatorcargo.co.uk, 2017). All stages before 
manufacture and shipping have short time scales in order to compensate for the vast 
number of  days it takes to make and ship the garments, therefore the range could be in 
the UK before launch date in stores. 

Distribution to Stores

The final stage of  the production process commences on 25th August. Products will be 
distributed to every Zara store in the UK, and all stores will have the garments by 30th 
August. This allows 5 days for delivery, taking into account disruptions during transit 
such as the weather, traffic etc. This therefore lets stores plan for the official launch date 
of  the lingerie range on Friday 31st August, pay day for most UK workers, therefore a 
day in which sales will be high.      
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