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[bookmark: _Toc227484289]Section 1
[bookmark: _Toc227484290]1. Introduction to the Report
One of the most ancient and economically significant industries in France, which had contributed to domestic and foreign labour and foreign trade, was the textile and clothing industry. France has always been a fashion and design country, also a centre of production of high-value textile materials, in the mixture of traditional crafts and modern technology. The modern global economy is placing increased demand on the industry due to global competition, the need to be sustainable, and changes in technology. The aim of this report is to analyse the French textile industry in the context of an international business, its structure, competitiveness and appeal to multinational corporations. This is especially noted given the presence of global fast-fashion retailers such as Zara and H&M that boast of an incredible standing in the French market. Using the application of the Porter's Diamond Model and the broad business models internationally, this report compares the influences of industry performance areas, and the impact of strategic thinking on the operation of multinational companies in France.
[bookmark: _Toc227484291]2. Industry and Country Overview 
[bookmark: _Toc227484292]2.1 Overview of the Textile Industry in France
The French textile industry is bound to the history of the French economy and culture, in particular, because of its affiliation with the culture of fashion and luxury items and the high quality of workmanship. Girard (2024) believes that the rise of France as a textile industry has changed the traditional production to one centred on designs and innovations. According to recent industry reports, the French textile and apparel sector employs over 120,000 people and generates an annual turnover of approximately €13–15 billion. Additionally, France accounts for nearly 3–4% of total European textile production, highlighting its continued relevance within the EU market (Karahan et al., 2023). Exports also play a vital role, with textile and fashion-related exports exceeding €35 billion annually, largely driven by luxury brands and high-end products.
[bookmark: _Toc227484293]2.2 Size, Scope, and Economic Importance
In France, the textile and clothing sector is massive with regard to production output and export. According to Aghion et al. (2023), contemporary manufacturing capital is crucial in sustaining the labour demand and production both in France and in the industries related to textiles. The industry sub-sector is not exclusive to the traditional production, which is founded on the creation of clothes but includes technical textiles, green materials and computerised production systems. Karahan et al. (2023) confirm that the technical textiles are increasingly becoming relevant due to their value addition and application in other industries such as health care, automobiles and construction industries.
On top of that, sustainability has been incorporated as a key growth factor. As Curran and Joltreau (2026) observe, the business model of a textile can change in accordance with policies of a circular economy in France, which presuppose recycling, reusing and sustainable production. This conversion is in accordance with the European Union sustainability aims and strengthens the sustainability of the industry on a long-term basis. Mostly, the industry may not compete on cost with the emerging economies; however, it is a great economic player with its innovation, branding and sustainability-based plans.
[bookmark: _Toc227484294]2.3 Major Firms and Competitive Positioning
The French textile and apparel market is characterised by a mixture of local companies and multinational companies. The domestic firms are usually more likely to segment their market accordingly into high-end and luxury, and capitalise on the fact that France is known for its quality and design. On the other hand, the mass market is driven by multinational mass-fashion companies, such as Zara and H&M. The type of fast fashion that Zara is operating with is typified by short product lifecycle, supply chain management, and responsiveness to trends (Zara, 2025). It enjoys a competitive advantage due to its vertically integrated supply chain that helps it to swiftly adapt to the taste of the consumer.
Rather, H&M has a somewhat different focus, concentrating on affordability, its sustainability endeavours, and a broad line of its products (H&M, 2025). The circular fashion projects and sustainable sourcing have resulted in the company incurring a significant amount of money to address the dynamic needs of consumers. On positioning, Zara is usually considered to be a more trendiest and high-class brand in the fast-fashion industry, whereas H&M is seen as the more accessible and sustainable one. Both firms are competitive in France since it is one of the countries where the number of fashion-conscious consumers is high.
Performance-wise, the effectiveness of the supply chain employed by Zara can guarantee the competitive edge, but H&M is more inclined towards being environmentally friendly, which is much more appropriate to the current trends in regulations and consumer behaviour in France. This results in a dynamic competition world where the market leadership is based on innovativeness, responsiveness and sustainability.
[bookmark: _Toc227484295]3. Porter’s Diamond Model Analysis
[bookmark: _Toc227484296]3.1 Factor Conditions
France enjoys very high factor conditions, which facilitate the competitiveness of its textile industry. Through specialised education and special training schools, the country has a highly skilled workforce that is well trained in fashion design, textile engineering and creative industries. The availability of a modern infrastructure and technological abilities supplements this human capital. Recent advances in Industry 4.0 systems, such as automation and digital production systems, have further stimulated productivity and innovation in the industry (Haque et al., 2025). However, these advantages are accompanied by quite high labour and operating costs as compared to the new economies. This will lead to French firms specialising in differentiated and high-value goods as opposed to being low-end price competitors. This shift towards innovation-based competitiveness reflects the transformation of the country based on the innovative demands of global competitiveness.
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Figure 1: Porter’s Diamond Model Analysis
(Source: Self-Developed)
[bookmark: _Toc227484297]3.2 Demand Conditions
The local market in France is extremely advanced, and this is pivotal in affecting competitiveness in the market. The French customers are quite fashion-conscious, and they place lots of emphasis on the quality, design and sustainability. This keeps the firms in a consistent strain to innovate, enhance the quality of their products and respond swiftly to the changes. The element of sustainability is quite a concern, in particular, in the conditions of demand. Among the facts noted by Moreira et al. (2023) is the reality that consumers are shifting towards environmentally friendly products, and this urges firms to shift towards sustainable production processes. This is in line with other values and laws in Europe that add extra weight in relation to sustainability as a competitive mechanism.
In the meantime, the domestic market is very demanding, and thus companies aspire to be very standard; this has made them well placed to compete in the global marketplace. It, however, also makes it difficult to meet consumer expectations of the different types.
[bookmark: _Toc227484298]3.3 Related and Supporting Industries
The French textile industry is supported and has an adequate network of industries and partners, hence enhancing its productivity and creativity. Other significant ancillary industries include the fashion designing sector, luxury goods, retail, logistics and marketing. These areas have a close interdependence that constitutes a dynamic ecosystem and supports the distribution and manufacture of textile products. In this, global value chains are important, whereby production processes are interconnected with design, branding, and distribution processes in various regions (Fernandez-Stark et al., 2022). The competitive advantage of France, in particular, is in the upstream and downstream aspects of such value chains, i.e. design and branding, but not mass-manufacturing.
It is a well-established industrial network, and it provides firms with specialised inputs, knowledge and services, which can add to their competitive edge. However, relying on the global supply chain can also expose firms to external risks, such as disruptions and geopolitical uncertainties as well.
[bookmark: _Toc227484299]3.4 Firm Strategy, Structure, and Rivalry
The textile sector in France is very competitive, loaded with both local and multinational firms involved in the sector. Companies have been devising different books to keep afloat, and these books may include branding of luxury and positioning as up-market, quick development of fashions, and green manufacturing. This is because international entrants such as Zara and H&M, which are very significant in their operations, particularly in the mass market, have entered (Frederick and van Nederveen Meerkerk, 2023). This competitive nature promotes unremitting innovation and strategic distinctions. Business formulations are in constant transition, and businesses must adapt to the changing consumer preferences and regulatory provisions. According to Fabrizi et al. (2024), environmental regulations in Europe play a major role in shaping the strategies of companies since they promote innovation and sustainability.
On the one hand, intense rivalry can probably result in efficiency and innovation, whereas on the other hand, it takes a toll on the profit margins and the businesses must invest heavily in branding, technology and sustainability to offer.
[bookmark: _Toc227484300]3.5 Government and Chance Factors
The policies of the government in France and the European Union, in general, are also important factors that affect the competitiveness of the textile industry. Sustainability policies, such as the circular economy policies, encourage businesses to go green and devise additional dimensions of resource consumption, such as recycling and resource use efficiency (Curran and Joltreau, 2026). These policies enhance competitiveness in the long term, although they may impose cost pressures on firms in the short run. In addition to government factors, the industry has other chance factors that sway it; they are changes in consumer behaviour, technological development and globalisation. The application of e-commerce and digital technologies is evolving in connection with the booming digital technologies and transforming the approach to marketing and selling of textile products, offering a new opportunity and a challenge (Arefiev et al., 2023).
Overall, the interaction of both governmental policies and outside forces will create a dynamic business environment that will be subject to changes. The Diamond Model of Porter shows that France has good national advantages, particularly in regard to innovation, institutional support and demand sophistication, which have been observed to make the textile industry more competitive in the world.
[bookmark: _Toc227484301]4. Evaluation of H&M in France
[bookmark: _Toc227484302]4.1 Introduction to H&M in France
H&M is prevalent as one of the most drastic multinational fast-fashion retailers operating in the French textile and apparel market. The company has created an excellent position in France, where many physical stores are in operation, yet there is an increasingly emerging e-commerce platform that can aid in changing consumer purchasing behaviour (Curran and Joltreau, 2026). Its primary line of business is based on the offering of those stylish and trending outfits at a comparatively low price, which enables it to win a broad audience of target markets.
Over the past few years, H&M has progressively geared towards incorporating sustainability in its business, both due to the trends in the global industry and the necessity inferred by the European market. The corporate identity has integrated sustainable sourcing, recycling efforts, and circular fashion strategies into its corporate identity. However, France is a difficult location that comes with high consumer demand, harsh regulatory conditions and met-at-all-costs competition that requires an unceasing strategy (Karahan et al., 2024). As such, to determine whether H&M has performed successfully in France, the performance of H&M in France must be assessed through a meticulous scrutiny of the political, economic, legislative and cultural environments that govern the market, and the industry in general.
[bookmark: _Toc227484303]4.2 Political Factors
Considering that France offers a stable business environment that is well-regulated, it is otherwise favourable to multinational businesses such as H&M. Political stability eradicates uncertainty and presents an easy model of long-term investment and strategic decision-making. Secondly, as a European Union member, France has been able to access the market more and facilitate trade in a very large integrated economic zone. However, some difficulties related to the political environment also exist (Hu et al., 2025). The French government has good labour protection laws that govern working conditions, wages, and workers' rights. Despite these social welfare policies and labour stability, they can significantly increase the operating expenses to multinational firms, and it is all the more relevant to multinational firms that handle a cost-sensitive business model, such as fast fashion.
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Figure 2: Political shifts and government majority in right-leaning France
(Source: Fondapol, 2022)
Not only that, but government policies of being more sustainable and a better steward of the environment are also being considered in the work of the business. Policies that are associated with the circular economy make it mandatory that companies use environmentally friendly practices, such as waste management, recycling, and sustainable sourcing. For instance, France benefits from access to a single market of over 450 million consumers, while attracting more than €1.5 trillion in annual foreign direct investment stock, reflecting strong investor confidence (Curran and Joltreau, 2026). Additionally, France consistently ranks among the top 10 globally in the World Bank’s ease of doing business indicators in recent years, reinforcing its attractiveness to multinational enterprises.
[bookmark: _Toc227484304]4.3 Economic Factors
France is an enveloping and possibly the wealthiest consumer market in Europe; therefore, the interest of the multinational retailers such as H&M is exceptional since there is a stable demand for apparel products due to the degree of disposable income and fashion culture in the country. These preconditions are well-suited for the fast-fashion segment companies. The economic climate is a great challenge as well. The expensive labour costs and the cost of conducting business in France can potentially reduce profit margin, particularly for companies which rely on a competitive pricing strategy. France has a GDP of approximately €2.8–3 trillion, with GDP per capita exceeding €40,000, and household consumption accounting for nearly 52–55% of GDP. The apparel market alone is valued at over €30 billion annually. As Aghion et al. (2023) remember, the French manufacturing sector (and thus the retail and distribution sector) can remain competitive with the help of productivity and investments in capital infrastructure.
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Figure 3: France GDP 
(Source: Statista, 2026)
The changes in the economic conditions, including inflationary pressure, and changes in consumer behaviour in spending, may also be used to determine demand. In case of economic uncertainty, the consumers may shift to less expensive alternatives or cut down on discretionary consumption of fashion products (Hu et al., 2025). This puts further strain on H&M to be affordable and, at the same time, be cost-effective. Moreover, given the global nature of the supply chain of H&M, the enterprise is exposed to external economic risks, such as currency changes and disruptions in production. These aspects have the potential to affect pricing and profitability. 
[bookmark: _Toc227484305]4.4 Legal Factors
The French laws are characterised by widespread labour laws, environmental laws and consumer laws (Velluti, 2024). These regulations are used to ensure the market quality and ethical standards of high quality and render the compliance process much more complicated and costly to multinational companies. France has fallen laws, which deal with matters concerning working hours, benefits of employees and job security due to its labour laws, which are some of the strictest laws in Europe. Strict employment policies in the case of H&M, and this comes at the cost of additional operational costs in comparison to a country that has more relaxed labour market policies.
Environmental regulations are another aspect of the legal environment that is significant. Fabrizi et al. (2024) are focused on the benefits of environment-related policies available in Europe to boost innovation and shift towards sustainable activities of the firms. In H&M, it is consistent with its more general sustainability objectives, such as recycling materials and decreasing its environmental footprint. In line with the Anti-Waste Law for a Circular Economy (AGEC Law), France aims to achieve 100% recyclable plastic packaging by 2025 and reduce landfill waste by 50% by 2030, requiring firms to adopt recycling and waste-reduction practices (Velluti, 2024). Non-compliance can result in fines reaching up to €100,000 depending on the violation. Generally, there are opportunities and challenges in the legal environment in France. Though it is quality-driven and sustainable, other companies like H&M end up spending a lot on compliance and adjustment of operations.
[bookmark: _Toc227484306]4.5 Cultural Factors
These cultural aspects play a very significant role in determining the operations and success of H&M in France. France is generally considered a world fashion capital, with consumers being very learned, fashionable and discriminating (Atik et al., 2022). The market has been a very challenging one, and their expectations have been high in quality, design and brand identity. The parameters of aesthetics and individuality are highly valued by the French consumers, and this requires H&M to continually develop its products to meet the local preferences. On the one hand, the global fast-fashion model enables the company to quickly adapt to trends; on the other hand, the company has to make sure that its designs appeal to the cultural sensitiveness of the French market.
Sustainability has also been taking the form of cultural consideration. Growing concern about environmental issues has seen consumers opting to use brands that are ethical and sustainable (Khan, Varaksina and Hinterhuber, 2024). The trend justifies the fact that H&M must become more sustainable and puts the requirements of transparency and authenticity at a higher level. Meanwhile, there is a shift towards greater consciousness of consumption; consumers have grown more concerned with quality and durability, and have ceased to be concerned with fast fashion. France’s fashion market is valued at over €150 billion, with clothing alone accounting for more than €30 billion in annual consumer spending. This would be a potential menace to the H&M traditional form of business, which is reliant on high turnover of products. 
[bookmark: _Toc227484307]4.6 Market Attractiveness
The French apparel market and textile industry are highly attractive due to their size, sophistication and global impact. France is both a large fashion market in the world and has immense opportunities for multinational retailers. The high number of consumers who are fashion-conscious, and a large population contribute towards a high demand for apparel products. Nonetheless, the market is very competitive as well. In addition to the domestic luxury brands, there are an increasing number of multinational fast-fashion retailers in France, such as Zara, that provide large-scale competition in the mass-market segment (H&M, 2025). The competitive advantage of Zara, which is a well-run supply chain and quick reaction to fashion trends, poses a formidable competition to H&M's market position.
Furthermore, the increased importance of sustainability and digitalisation adds to the complexity of the competition. In order to remain relevant, companies must make investments in innovation and technology. The market implies great opportunities, but strategic adaptability needs to be ongoing in order to stay competitive. Overall, the French market is desirable, but the prevailing competitive nature of this market and the fluctuating consumer expectations are balanced by the high level of competition.
[bookmark: _Toc227484308]4.7 Opportunities and Challenges
The French market has numerous opportunities that H&M can take advantage of (Jangid, 2022). The rising need for sustainable fashion represents one of the major opportunities. The customers are becoming more demanding of a sustainable product, and with the efforts put in this respect, H&M can differentiate itself. E-commerce is also growing, thereby opening new avenues of growth. The personalisation of the online shopping and online marketing of the company enables H&M to reach more customers and enhances their interactions with their customers. Efficiency in the supply chains and informed decision-making is also facilitated by the use of technology.
The company however, also has its share of problems. The regulatory sustainability and labour pressure on operations are the added complexity and cost of operations. The reality that competition among both local and foreign corporations is intense also implies that one has to be ever innovative and distinguishable. Curran and Joltreau (2026) note how the policies of the circular economy affect the business models, and firms should be able to respond to the evolving regulations. In the case of H&M, this entails reorganising production, sourcing strategies, as well as managing the product lifecycle. The key problem is that it is necessary to find the balance between affordability and sustainability, since implementing environmentally responsible practices may be more expensive. The success of H&M in France is going to depend in the long run on its capabilities of capitalising on the opportunities as well as managing these threats.
[bookmark: _Toc227484309]4.8 Strategic Implications
To succeed in the long-term in the French market, H&M must create a strategic plan aligned with the local context and the world trends. They should also sustain the aspect of sustainability since careful attention should also be accorded to it because it should continue investing in the production of circular fashion products, sustainable materials and transparent supply chains. Innovation, particularly with regard to digitalisation and supply chain management, is also essential. The efficiency and customer experience may be improved with the help of new technologies and by improving the e-commerce opportunities.
An additional crucial aspect is that the product offerings are to be localised. The brand repositioning and the rivalry of H&M will have an opportunity to entrench designs and marketing strategies to the tastes of French consumers by modifying layouts to suit them. At the same time, cost management should be closely considered by the company in order to proceed with its value proposition (H&M, 2025). This has led to a need to balance investments in sustainability and innovation, and there is a need to introduce low-cost products. To sum up, the success of H&M in France is conditioned by its readiness to adjust its international strategy in accordance with the characteristics of the local market and stay close to the importance of such issues as sustainability, innovation, and working efficiency.
[bookmark: _Toc227484310]5. Conclusion 
The French textile industry is a major world sector that is highly innovative, sustainable and greatly culturally affected. Despite the competition and regulatory pressures that the industry is experiencing at the global level, the industry has been able to maintain its competitive advantage through high-value production and developed capabilities. As evidenced by the use of the Porter's Diamond Model, France has very good determinants of national competitiveness, which include, but are not limited to, skilled labour, advanced demand, and favourable institutional frameworks. These features render the industry a powerful agent and have an impact on the planet.
The opportunities and challenges of multinational corporations in France are singled out in the case of H&M. Although the market has a huge potential in terms of its size and level of consumer sophistication, companies have to contend with sophisticated regulatory environments and stiff competition. Overall, without being strategic on sustainability, innovation and adaptability, the French textile industry will not be able to reach success. There is an increased opportunity of success in the long run in companies where the multinational finds it easy to relate with local market dynamics and global trends.
Through this experience, it is possible to make several improvements with the assistance of which the further assignments can be enhanced. First, one could think of dedicating more time to the preliminary research phase discussing the existing resources in greater detail and becoming even more discriminating towards the contents. Secondly, they will give more emphasis on critical analysis and not description, and they should justify the arguments given, evaluate and interpret. Formulating a proper plan prior to writing will also enable one to stick to the track of the entire report and make it coherent. As well, time management will have to be managed more efficiently to have enough attention to all the aspects of the assignment.


[bookmark: _Toc227484311]Section 2
[bookmark: _Toc227484312]Description
To complete this international business report, several steps of work were planned, with the first being a decision on which state to talk about, France and which industry to target, textile. The possibility of finding the related academic literature and the role of France in the world in the field of fashion and the creation of the textile was also one of the factors which promoted the choice of such an option (Wingender et al., 2024). The research stage involved close interaction with the given scholarly materials, with which only the given sources were taken into consideration to be analysed. Following this, the report was subdivided into a structured format of the required models, key international business such as Porter's Diamond Model and PESTLE analysis. The special emphasis was laid on the analysis of operations of the multinational corporations such as Zara and H&M in the French market.
[bookmark: _Toc227484313]Feelings
In order to complete this international business report, several steps of work were planned, with the first being a decision on which state to talk about, France and which industry to target, textile. The possibility of finding the related academic literature and the role of France in the world in the field of fashion and the creation of the textile was also one of the factors which promoted the choice of such an option. The research stage involved close interaction with the given scholarly materials, with which only the given sources were taken into consideration to be analysed (Velluti, 2024). Following this, the report was subdivided into a structured format of the required models, key international business such as Porter's Five Forces Model and PESTLE analysis. The special emphasis was laid on the analysis of operations of the multinational corporations such as Zara and H&M in the French market.
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Figure 4: Gibbs Reflective Cycle
(Source: Self-Developed)
[bookmark: _Toc227484314]Evaluation
Clinton felt that at the first level, the task was both formidable, as it involved a large number of words, and followed a rigorous number of sources. This had left one at a crossroads as to whether they could get deep enough in the analysis. Moreover, initially, implementing a theoretical framework in a practical industry could be challenging. However, with the progress of the research, these reservations had vanished (Ozdemir, 2024). This boosted confidence with familiarity with the sources, and it was easier to find links between theory and practice. Structuring the report also helped to bring a sense of clarity and control. Afterwards, the task proved to be more interesting, particularly in the studies of the strategic positions of multinational firms. 
[bookmark: _Toc227484315]Analysis
There were strengths and weaknesses in the general process of accomplishing the report. One of the key strengths was a well-defined and coherent structure, which helped to organise ideas in a logical structure and provided uniformity throughout the report. The use of the established models, like the Diamond Model by Porter, allowed carrying out a thorough review of the competitiveness of the French textile industry. Also, by targeting real-world businesses like Zara and H&M, the practical relevance of the analysis was boosted. Nevertheless, some significant limitations existed, as well. The lack of references was a limitation, which placed the option of additional discussions and similarity with other points of view in a tight spot. This necessitated a critical interpretation of the sources available so as to provide a depth of analysis to the necessary extent. 
[bookmark: _Toc227484316]Conclusion
When exploring the process further, we find that it yields a number of learning outcomes. One big realisation was that sustainability and innovation were the most crucial in the present-day textile industry. The analysis revealed how environmental regulations and policies of a circular economy affect business policies, and, in particular, in developed nations, such as France. This compounded the increasingly growing feeling that affordability is no longer applied as the sole criterion of international competitive edge, as more factors come to play in the guise of sustainability, technology and brand positioning. Moreover, the discussion had raised concerns about the fact that it is very hard to conduct business in the international set-up. The MNCs such as Zara and H&M have to balance global standardisation versus localisation, taking into consideration the cultural orientations, regulatory and market forces. 
[bookmark: _Toc227484317]Action Plan
To sum everything up, the procedure of making this report was quite difficult and rewarding. It provided a couple of very valuable pieces of information about the workings of the global textile industry as well as the strategic considerations to be made when engaging in international business. This experience has reinforced the topicality of applying theoretical knowledge to a practical environment and the expediency of systematic models of analysis (Velluti, 2024). It also observed some points of improvement, in particular, a better balance in description and critical evaluation. Overall, the assignment has assisted me in many ways to develop research writing, analytical and writing
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Questions: “52.5% of voters in the country did not vote in the first round of the legislative elections. Did you yourself vote in
the first round on Sunday 12 June 2022?"; “53.8% of voters in the country did not vote in the second round of the legislative
elections. Did you yourself vote in the second round on Sunday 19 June 2022?"
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