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ABSTRACT

Upon the improvement of technology, the isolation is vanishing in cash flow, goods,
human resource, and information. Individual economics are connected to one another
more closely because of globalization. For enterprises, globalization impact their
original production and business:modelr Ccompanies can take advantage of resources
from other countries but facing competition all-over the world at the same time.

The ranking of one hundred top“brands in 2007, anhounced by U.S. Business Week,
ZARA is no. 64 and her brand value isup-t0'5.165 billion which is even higher than
Hermes, Prada and Burberry. An apparel brand located in a remote town of Spain
expands its business to worldwide market by using international resources to establish
robust supply chain and flexible organization.

Taiwan is known for high-tech industry, especially in computer, semi-conductor and
TFT-LCD. Under the pressure of product diversity, short life cycle, and worldwide
competitors, Taiwan’s high-tech industry must now think of its long-term strategy to
get a greater position in the world. By analyzing ZARA’s business model, we can see
how it allocates resources, establishes global supply chain, uses flexible business
model, and increases product value. In conclusion, this research provides some
worthy principles for Taiwan’s industry in facing globalization issues through ZARA’s
successful experience.
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