
 

 

Sustainability Challenges and Ethical Concerns in the Fast Fashion Industry: A case 1 

study. 2 

  3 

Abstract 4 

Fast fashion has become a major force in modern consumer culture because of rapid 5 

production and availability of affordable, trendy clothes. However, fast fashion industry 6 

because of its unsustainable practices has caused significant environmental impact. The 7 

industry is the second biggest consumer of water and is responsible for ten percent of global 8 

carbon emissions. The case study critically examines sustainable business model of Zara and 9 

addresses the question of whether fast fashion companies can ever become environmentally 10 

sustainable and ethical.  The findings emphasise the critical need for ethical accountability 11 

and organisational transformation in the fast fashion industry to strike a balance between 12 

economic development, environmental sustainability, and social justice.  13 
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Introduction:  15 

The current world in which market retailers are operating can be described in one 16 

simple word: dynamic
1
. Due to changing consumer habits, demands, and buying patterns, it is 17 

crucial for the fashion apparel industry to have the ability to follow and adapt to new trends 18 

as fast as possible. Zara is a global fashion brand that is part of the Inditex Group, a Spanish 19 

multinational clothing company headquartered in Arteixo, Galicia. Founded in 1975 by 20 

Amancio Ortega and Rosalía Mera, the company has since grown to become one of the 21 

world's largest fashion retailers, with over 2,000 stores in 96 countries
2,1

. 22 

Zara is known for its fast-fashion business model, which allows the company to 23 

quickly respond to changing fashion trends and produce new collections in a matter of weeks. 24 

This is achieved through a vertically integrated supply chain, which includes in-house design, 25 

production, and distribution
2
. The company's success is attributed to its strong focus on 26 

customer feedback and market research. Zara's designers and merchandisers are constantly 27 

gathering data on consumer preferences and using this information to inform product 28 

development and store layouts. The company divides its product lines into women‟s, men‟s, 29 

and children‟s, with a further segmentation of the women‟s line, considered the strongest, into 30 

three sets of offerings that varied in terms of their prices, fashion content, and age targets
3
. 31 



 

 

In addition to its physical stores, Zara also has a strong online presence and operates 32 

an e-commerce platform that is available in most countries. The company went under a 33 

digital transformation in 2019, which led to an increase in the total revenue of 14%. During 34 

the Covid- 19 pandemic when 90% of Inditex‟s stores were closed, e-commerce sales 35 

increased by 50% in the first quarter. and by 95% in April 2020
4,5

.  36 

The 2.5 trillion-dollar fashion industry is responsible for 2-8% of total global carbon 37 

emissions and is the second biggest consumer of water
6,7

. The business model lacks 38 

recyclability and encourages overconsumption for consumers to remain fashionable and the 39 

industry to be profitable. Over the course of a year, Zara alone produces about 840 million 40 

garments for its 6,000 stores worldwide
8
. About 85% of all the textiles go to the dump each 41 

year
9 i.e.

, 21 billion tons a year, and washing some types of cloth materials sends significant 42 

amounts of microplastics into the oceans
10

. 43 

In recent years, Zara has taken steps to improve its sustainability and ethical practices
. 

44 

For example, the brand introduced a "Closing the Loop" program in 2015
11

, which aimed to 45 

reduce waste by collecting used clothing from customers and either reselling or recycling it. 46 

Additionally, the brand has also set a goal to use 100% sustainable cotton, linen, and 47 

polyester by 2025
5,3

. 48 

However, one of the key features of Zara's fashion production process is its ability to 49 

quickly respond to changing fashion trends. The brand can design, manufacture, and 50 

distribute new clothing styles in as little as two weeks, which is much faster than traditional 51 

fashion brands. Thus, with the rapid growth of Inditex and its unique business model, 52 

including the coinage of vertical integration, this research paper explores the sustainable 53 

business model of Zara and addresses the question of whether fast fashion companies can 54 

ever become environmentally sustainable and ethical. 55 

Methodology 56 

This research study relies primarily on secondary information sources in the form of 57 

academic literature. It involves collecting and analyzing data that has already been collected 58 

by other researchers. The secondary data for this research comes from a variety of sources, 59 

including government agencies like the United Nations, academic research institutions, 60 

Inditex‟s annual and ESG reports, news outlets, and course-specific literature. Additionally, 61 

via, a systematic literature review, scientific research papers are examined, related to the fast 62 



 

 

fashion industry and sustainability (SGDs 5,7,8,12, 13, and 14), to answer the potential 63 

research question. 64 

Further, the research paper presents a case study to analyze the situation and to 65 

demonstrate whether the proposed recommendation could apply to the industry. A qualitative 66 

analysis of the company is also conducted to help us understand the current positioning and 67 

explore improvement opportunities.  68 

In addition to research papers, Google Scholar has been used in combination with 69 

keywords such as fast fashion, vertical supply chain, sustainability, circular economy, SDGs, 70 

reusability, closed loop, and competitors in the apparel industry. Statista and the United 71 

Nations official website regarding the updates of new regulations under SDG for fashion and 72 

economic statistics are also referred to understand the crucial phenomenon of the case under 73 

study. The conclusion is driven by critical analysis of the industry and through self-reflection. 74 

Results and Discussion 75 

Company Analysis 76 

Swot Analysis 77 

SWOT analysis involves identifying the key factors that affect the organization and 78 

evaluating them in terms of their impact on the organization's performance. The analysis 79 

helped to gain a better understanding of the internal and external environment of Zara and 80 

helped develop strategies to take advantage of opportunities and minimize threats. 81 

Strengths of Zara 82 

Zara has several strengths that have contributed to its success as a fast fashion retailer. 83 

Zara has revolutionized the fashion industry with its fast fashion business model. The 84 

company is known for its ability to quickly respond to new trends and bring new designs to 85 

the market in a matter of weeks
12

. With a team of hundreds of designers and stylists, the 86 

company selects the most popular styles for its buyers and modifies them to be more 87 

affordable. This allows Zara to stay ahead of its competitors and keep up with changing 88 

consumer preferences. 89 

Further, the company produces most of its clothing in-house, which allows the 90 

company to have greater control over the quality and production of its products. About 80% 91 

of Zara's products are produced in Europe, and half of the production is done in its owned 92 



 

 

factories or the factories under its control
13

. This strategy also allows Zara to be more agile, 93 

reduce the risk of inventory overstocking, and respond more quickly to changes in customer 94 

demand. Additionally, the company's distribution centers are located close to its stores, which 95 

allows for faster delivery of new products. 96 

Weakness of Zara 97 

Like any other fast fashion company, the biggest weakness that Zara currently faces is 98 

the damaging effect on the environment. The production of clothing has a significant 99 

environmental impact, and Zara's fast fashion model contributes majorly to the problem. In 100 

2023, Inditex total water consumption was around 1,767,463 cubic metres
14

. According to the 101 

World Bank, the apparel and textile industry is a major polluter of water at all stages of its 102 

value chain and given the number of apparel produced by the company, Zara is facing a lot of 103 

challenges in being one of the biggest contributors to the world water crisis. Due to lengthy 104 

supply chains and energy-intensive production, the apparel industry generates about 2-8% of 105 

carbon dioxide emission
6
. 106 

Zara has faced criticism for its treatment of workers in its supply chain. The 107 

production facilities of Zara in Spain, Greece, Bangladesh, Tukey, and Morocco
15,16 

have 108 

dangerous and unhealthy working conditions. Some workers have reported poor working 109 

conditions and low wages, which has led to concerns about worker exploitation. The 110 

company has also faced criticism for its use of toxic chemicals in its clothing production, 111 

which has negative health effects on workers and consumers. Further, according to the 112 

Gender pay gap report 2020 by Zara, women have been reported to pay about 16.2% lower 113 

than men
17

 and many of the decision-making positions are still held majorly by men. 114 

Lastly, Zara faces problems with overexpansion of scale due to high dependence on 115 

customers and fashion trends. ZARA has a high expansion rate in the world, with 2,200 116 

franchised stores in 56 countries and regions, 90% of which are ZARA direct sale stores
12.

 117 

The company‟s business model is heavily dependent on trends and consumer preferences. 118 

Hence, if the company is unable to accurately predict which trends will be popular, it could 119 

result in excess inventory or lost sales. 120 

Opportunities for Zara 121 

Despite its already impressive success, there are several opportunities for Zara to 122 

further grow and expand its business in the coming years. Zara has already established a 123 



 

 

strong presence in Europe, Asia, and the Americas
18

. However, there are still many untapped 124 

markets, such as Africa and the Middle East, where the company could expand its retail 125 

operations. By entering new markets, Zara could increase its customer base and generate new 126 

revenue streams. 127 

Investment opportunities in AI would be a great way for Zara to leverage the use of 128 

modern-day technology. The third generation of AI algorithms has opened up new 129 

possibilities for its application in clothing styling, clothing color matching, garment sampling, 130 

and virtual fitting
19

, which Zara could invest to further enhance the customer experience. 131 

Additionally, personalization is becoming increasingly popular in the fashion industry, and 132 

Zara could offer more customization options for its customers. For example, the company 133 

could allow customers to design their clothes or offer more options for altering the fit of their 134 

clothes. 135 

The most important opportunity is the shift towards more sustainable practices. In 136 

recent years, there has been a growing demand for sustainable fashion, and Zara has already 137 

taken steps towards more sustainable practices, such as its "Closing the Loop" program
11

.  138 

The program, launched in 2015, involves collecting used clothing from customers in Zara 139 

stores and then sorting and recycling the garments. The recycled fibres are then used to 140 

produce new clothing, creating a closed-loop system. However, specific statistics regarding 141 

the success of the Closing the Loop program may not be readily available and hence, the 142 

company could further invest in sustainable materials, such as organic cotton, and more 143 

sustainable production processes. 144 

Threats for Zara 145 

 Zara operates in a highly competitive market and faces competition from both 146 

traditional brick-and-mortar retailers as well as online retailers. As more and more companies 147 

enter the fast-fashion market, Zara will need to continue to innovate and differentiate itself to 148 

stay ahead of the competition. H&M, a Swedish fashion brand, poses the greatest threat to 149 

Zara as it shares many similarities with Zara's business model. With prices typically, 20-30% 150 

lower than Zara's
12

, H&M competes directly with Zara in the fast-fashion market. 151 

Zara's supply chain is complex and involves sourcing materials from around the 152 

world. Any disruptions to the supply chain, such as natural disasters, political instability, or 153 

transportation issues, could impact the availability and cost of materials, and ultimately 154 

impact Zara's ability to deliver products to its customers. During the Covid-19 pandemic, net 155 



 

 

sales drop 44% to €3.3 billion in the first quarter of 2020 and the gross profit of the company 156 

also fell by 45% to €1.9 billion, indicating that the company is heavily dependent on its 157 

supply chain operation. 158 

Zara has faced criticism over its labour practices, particularly concerning its suppliers. 159 

The company has been accused of using sweatshop labour and failing to pay workers a living 160 

wage in some of its supplier factories. Further, some critics have argued that the company 161 

needs to do more to disclose information about its suppliers and the conditions in which its 162 

products are made. Additionally, as a fast-fashion retailer, Zara has been criticized for its 163 

environmental impact and has been accused of contributing to textile waste and pollution 164 

through its production processes, fast-fashion business model, and shipping practices.  165 

Better Business Scan and CSR Strategies 166 

With the growing concerns regarding environmental degradation, sustainable business 167 

models need to consider long-term environmental, social, and economic impacts, rather than 168 

focusing solely on short-term profits
20

.  According to the latest Inditex sustainability report, 169 

the company aims to reach net zero emission by 2040
21

 and 100% more sustainable linen and 170 

recycled polyester. However, sustainability was never the intended motivation for Zara as the 171 

business model is more driven by providing fashionable, quality, and affordable clothes to 172 

people. Hence it can be stated that the company‟s both primary and secondary motivation that 173 

drives its attitude to pursue sustainability can be linked to short-term tactical challenges 174 

(triggering a reactive attitude). Further, the company is believed to overstate its sustainability 175 

goals and considers it as a threat and a necessity to remain competitive
22

. Hence, the 176 

sustainability approach taken by Zara can be classified as Relatively Reactive.  The barriers 177 

Zara faces in adapting to a more radical and systemically integrated approach to sustainability 178 

are due to the market model (highly competitive industry), ambiguity on the desirable 179 

direction of change, cost, time, and lack in the supply of „green‟ materials.  180 

Inditex Sustainable Initiatives 181 

In 2015, Inditex launched the “Closing the loop” initiative aimed at reducing waste, 182 

recycling textiles, and promoting circularity in the fashion industry
11

. Under this, Zara 183 

partnered with several organizations to collect used clothing and textiles, which are then 184 

sorted and processed for reuse or recycling. Partnerships with Maersk, Atlas Air, Repsol, 185 

Renfe and Cepsa helped Inditex to thrive on environmental sustainability and business model 186 

resilience in the changing world of evaluative, uncertain, large-scale, long-term, and complex 187 



 

 

grand challenges.  The company also introduced clothing collection bins in its stores, making 188 

it easier for customers to recycle their old clothes. As a part of the initiative, Inditex 189 

implemented measures to reduce waste in its operations, particularly, in stores and 190 

warehouses, by using recycled cardboard and plastic and reducing the use of paper in its 191 

packaging
23.

 192 

The program was well-received and was recognized as an important step towards 193 

creating a more sustainable fashion industry. Inditex obtained a score of 75 out of 100 on the 194 

S&P Global Corporate Sustainability Assessment in 2021 (score date: 12 November 2021), 195 

ranking Inditex in the 98th percentile in the retail sector
2
. However, overall, the specific 196 

statistics regarding the success of the Closing the Loop program are not readily available, 197 

indicating that although the program has been successful in raising awareness and making 198 

progress toward a more sustainable fashion industry, the ambiguity regarding the 199 

incorporation of a more sustainable business model continues. 200 

Zara is also taking steps to reduce its carbon footprint. The company has set a goal to 201 

net-zero greenhouse gas emissions by 2040. To achieve this, Inditex is investing in renewable 202 

energy sources, such as wind and solar power, to power its stores and distribution centres. 203 

The brand has also set a goal to use 100% sustainable cotton, linen, and polyester by 2025
24

. 204 

For this, Zara is investing heavily in its Sustainability Innovation Hub, to find sustainable and 205 

environmentally friendly alternative fabric materials, approaches, and processes
5,7

. 206 

The company has also undertaken actions to make a positive impact on more than 207 

three million people working at non-exclusive suppliers and factories for Inditex
.
 Since the 208 

company has always been criticized for unhealthy working conditions and insufficient 209 

information about the production facilities, Inditex has partnered with organizations such as 210 

IndustriALL
25, 

the international trade union organization to achieve strong worker satisfaction 211 

and industrial relations. 212 

As evident, Inditex is actively working towards sustainability with a focus on SDGs 7, 213 

8, 12, 13, and 14 to remain competitive and be compliant with the growing environmental 214 

and social concerns. Further, Inditex is planning to invest more heavily in long-term 215 

collaboration with the Ellen MacArthur Foundation for the development of a circular 216 

economy and sustainable materials.  The circular design approach aims to maintain a 217 

product's highest value for as long as possible through effective maintenance and repair, 218 

while its subsequent journey downhill involves strategies to "retain value" through practices 219 



 

 

such as reuse, redistribution, refurbishment, remanufacturing, and recycling.  The „Closing 220 

the loop‟ program was launched with the intended mission of pushing Zara towards a circular 221 

economy.  222 

However, the core business model, which is producing clothes swiftly with the 223 

changing fashion trends, adapting to customer demands, and providing affordable fashion 224 

remains unchanged. Even if Inditex tries to undertake several initiatives as a reactive 225 

response to the environment, it is difficult for it to be highly sustainable given its core 226 

business model. Limited statistics on the impact of the initiatives undertaken by Zara support 227 

the argument. 228 

Conclusion 229 

To sum up, fast fashion can never be sustainable because it relies on a business model 230 

that prioritizes speed and volume of production over ethical and environmental 231 

considerations. Fast fashion brands like Zara produce clothing in large quantities, using cheap 232 

materials and labour, and selling them at low prices to consumers who are encouraged to 233 

frequently buy new clothes to keep up with constantly changing trends. This results in an 234 

unsustainable cycle of overconsumption, exploitation of workers, and significant 235 

environmental damage, including excessive waste and pollution. 236 

Furthermore, in the fast fashion industry clothes are quickly discarded and end up in 237 

landfills or incinerators, contributing to the growing problem of textile waste. Therefore, fast 238 

fashion can never be sustainable because its entire business model is based on 239 

overproduction, overconsumption, and the human psychology tendency of keeping 240 

themselves updated with the latest trends around them. 241 

Additionally, fast fashion companies have incorporated sustainability goals to create a 242 

set of standards for evaluation purposes. Although these standards have the potential to drive 243 

change, they often result in hollow promises from companies. Sustainability reporting has 244 

been criticized for being 'greenwashing' - a corporate practice that lacks coherence between 245 

rhetoric and action. This disparity between reporting and actual sustainability practice is 246 

concerning. Instead of using reporting as a means to enhance their image, as seen in the case 247 

of Inditex, there should be a significant shift towards action-oriented measures. Inditex 248 

should strive to make a long-term impact on the environment by being more transparent and 249 

vigilant of its operations and business model. 250 



 

 

Recommendation 251 

For Inditex/Zara to be part of the greater environment good, there has to be a shift 252 

towards a more sustainable business model which is, the “Degrowth of Fast Fashion”. The 253 

degrowth of fast fashion is important for several reasons. Firstly, the fast fashion business 254 

model has a significant environmental impact, from the production of textiles to the disposal 255 

of clothing in landfills. Therefore, reducing the amount of clothing produced and consumed 256 

would help to reduce this impact. 257 

Secondly, fast fashion is often associated with poor working conditions and low 258 

wages for workers in developing countries. The degrowth of fast fashion would help to 259 

reduce the demand for cheap labour and promote more ethical and sustainable practices in the 260 

fashion industry. 261 

Finally, the degrowth of fast fashion could help to promote more sustainable and 262 

durable clothing options, such as second-hand and vintage clothing, which are already 263 

produced and do not require additional resources to be manufactured. Thereby, unless Inditex, 264 

incorporates in its mission to make a long-term shift to this business model, no matter how 265 

many sustainable initiatives it targets, the company or fast fashion industry can't be ethically 266 

and environmentally sustainable. 267 

References 268 

1. de Lemos, M. J. M. (2013). ZARA‟S case study. Zara‟s case study: The Leader in the Fast 269 

Fashion Concept, 2–15. 270 

2. Inditex Annual report 2021. (2021). Inditex Annual Report. 271 

https://static.inditex.com/annual_report_2021/en/documents/annual_report_2021.pdf 272 

3. Sitaro, T. D. (2020). Fast Fashion and Sustainability - The Case of Inditex-Zara, 18–34. 273 

4. Leal Filho, W., Dinis, M. A. P., do Paço, A., Herédia-Colaço, V., Veiga Avila, L., Dennis, 274 

K.,  & Liakh, O. (2023). COVID-19 and sustainability in textile, apparel and fashion use: 275 

an assessment of trends. Textile research journal, 93(3-4), 674-690. 276 

5. Shabir, S. and AlBishri, N. (2021) Sustainable Retailing Performance of Zara during 277 

COVID-19 Pandemic. Open Journal of Business and Management, 9, 1013-1029. 278 

6. Environmental sustainability in the fashion industry. Geneva Environment Network. 279 

(n.d.) https://www.genevaenvironmentnetwork.org/resources/updates/sustainable-fashion/ 280 

https://static.inditex.com/annual_report_2021/en/documents/annual_report_2021.pdf
https://www.genevaenvironmentnetwork.org/resources/updates/sustainable-fashion/


 

 

7. Poland, E. J. (2021). Fashioning Compliance: The Fashion Charter for Climate Action 281 

and Strategies for Forming a More Effective Fashion Industry Agreement. Ga. J. Int'l & 282 

Comp. L., 49, 407. 283 

8. Virani, F., Vardami, T., & Rajawat, D. (2022). A Review of Sustainability in the Fashion 284 

Industry. Sankalpa, 12(2), 61-71. 285 

9. Juanga-Labayen, J. P., Labayen, I. V., & Yuan, Q. (2022). A review on textile recycling 286 

practices and challenges. Textiles, 2(1), 174-188. 287 

10. Gaylarde C, Baptista-Neto JA, da Fonseca EM 2021. Plastic microfibre pollution: how 288 

important is clothes' laundering? Heliyon. 2021 May 25;7(5): e07105. 289 

https://doi.org/10.1016/j.heliyon.2021.e07105 290 

11. Esbeih, K. N., Molina-Moreno, V., Núñez-Cacho, P., & Silva-Santos, B. (2021). 291 

Transition to the circular economy in the fashion industry: The case of the Inditex family 292 

business. Sustainability, 13(18), 10202. https://doi.org/10.3390/su131810202 293 

12. Duoyan, Hu (2021):  Research on ZARA Strategy from the Perspective of SWOT 294 

Analysis Method. Proceedings of the 2021 6th International Conference on Social 295 

Sciences and Economic Development (ICSSED 2021). Atlantis Press 201-205, 2352-296 

5398. https://doi.org/10.2991/assehr.k.210407.041 297 

13. Toivonen, T. (2016). Overview of fashion industry's production networks and possibilities 298 

of shorter supply chains (Master's thesis). 299 

14. https://annualreport2023.inditex.com/en/medioambiente 300 

15. Safaa Kasraoui (2021). Secret Textile Factories in Morocco Supply Zara, Mango 301 

https://www.moroccoworldnews.com/2021/02/334933/secret-textile-factories-in-302 

morocco-supply-renowned-european-brands 303 

16. Turker, D., & Altuntas, C. (2014). Sustainable supply chain management in the fast 304 

fashion industry: An analysis of corporate reports. European management journal, 32(5), 305 

837-849. 306 

17. Zara (2020).  Gender pay gap report 2020. https://static.zara.net/static/pdfs/UK/gender-307 

pay-gap-report/gender-pay-gap-report-20211007.pdf 308 

18. Smith, P. (2022). Number of Zara and Zara Home Stores, by region worldwide 2022. 309 

Statista. https://www.statista.com/statistics/674434/number-of-zara-stores-worldwide-by-310 

region/ 311 

19. Jenefa, L., Ramanathan, K., Mishra, N., Vishnu, V., Jayakumar, M., & Ashok, S. (2025). 312 

Future of the Ready Made Garments Industry in Real-Time Data: An Application of AI. 313 

https://doi.org/10.1016/j.heliyon.2021.e07105
https://doi.org/10.3390/su131810202
https://doi.org/10.2991/assehr.k.210407.041
https://annualreport2023.inditex.com/en/medioambiente
https://www.moroccoworldnews.com/2021/02/334933/secret-textile-factories-in-morocco-supply-renowned-european-brands
https://www.moroccoworldnews.com/2021/02/334933/secret-textile-factories-in-morocco-supply-renowned-european-brands
https://static.zara.net/static/pdfs/UK/gender-pay-gap-report/gender-pay-gap-report-20211007.pdf
https://static.zara.net/static/pdfs/UK/gender-pay-gap-report/gender-pay-gap-report-20211007.pdf
https://www.statista.com/statistics/674434/number-of-zara-stores-worldwide-by-region/
https://www.statista.com/statistics/674434/number-of-zara-stores-worldwide-by-region/


 

 

In Real-Time Data Decisions With AI and ChatGPT Techniques (pp. 127-148). IGI 314 

Global. 315 

20. Tulder, R.J,M.van; Mil, E. van. (2023). Principles of sustainable business frameworks for 316 

corporate action on the sdgs. Routledge. Chapter 9. 317 

21. Matuszak-Flejszman, A., Preisner, A., & Banach, J. (2024). Transport-Related Emissions 318 

and Transition Strategies for Sustainability-A Case Study of the Fast Fashion Industry. 319 

Sustainability, 16(17). 320 

22. Mu, M. (2024). Sustainability in Business and Design of ZARA. The Frontiers of Society, 321 

Science and Technology, 6(4). 322 

23. Tulder, R.J, M.van; Mil, E. van. (2023). Principles of sustainable business frameworks 323 

for corporate action on the sdgs. Routledge. Chapter 12.  324 

24. Frigerio, D. (2020). Fashion Industry: is a Sustainable Future possible? A deep analysis of 325 

the Fashion Industry Supply Chain (Doctoral dissertation, Politecnico di Torino). 326 

25. Inditex Partnerships (n.d.) https://www.inditex.com/itxcomweb/api/media/a48470f0-327 

8192-42c7-bbfc-a2c16181cb76/partnerships.pdf 328 

 329 

 330 

 331 

 332 

 333 

https://www.inditex.com/itxcomweb/api/media/a48470f0-8192-42c7-bbfc-a2c16181cb76/partnerships.pdf
https://www.inditex.com/itxcomweb/api/media/a48470f0-8192-42c7-bbfc-a2c16181cb76/partnerships.pdf

