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[bookmark: _heading=h.k6sevgwtunwt]Section 1: International Marketing Analysis of Zara in Spain and the host country, Germany 
[bookmark: _heading=h.fhd73nvr3eay]1. Introduction 
Zara is an affordable, trendy and high-quality fashion house founded in 1975 in Spain and operates under Inditex (Bureau, 2023). Roll (2021) has mentioned that Zara gained a tremendous level of success due to its dramatic focus on the “Fast fashion” and responsibility for passionate customers. The company also focused on its logistics and supply chain management for close proximity to its Spanish headquarters. The competitive advantage of the company lies in its ability to quickly interpret, produce, and distribute various popular trends, making it one of the most successful retailers. Ahmad (2024) has stated that Zara is the pioneer of fast fashion in Spain for a long time, and thus, has a fully integrated supply chain with over 3000 stores in over 96 countries. Its global presence creates a significant benefit for it as the flagship brand of the Inditex group. 
[bookmark: _heading=h.yeh118ajp1l]2. Company Background
The company also has a robust focus on its target audience and caters products according to the tastes and needs of its customers. It can be seen in Figure 1 that the company has a robust business model with a diverse focus on its partners, activities, value proposition, channels, and consumer segments (Ahmad, 2024). Through a robust analysis of Zara, it can be concluded that the company is a leading force in the global fashion industry and mitigates challenges effectively, including inflation, declining quality, and more. This report will analyse Zara, in its home country, Spain, and host country, Germany, covering sections of PESTLE analysis, Hofstede's model of cultural dimensions, STP analysis, and marketing mix (7Ps). This analysis will also analyse the issues faced by the company, including the strategic and ethical issues. Various recommendations will also be provided for the company, which will be aligned with the operations and analysis of Zara. A reflective account will be mentioned in this report using Gibbs’s Reflective Cycle. 
[image: ]
Figure 1: Business Model of Zara
(Source: Ahmad, 2024)
[bookmark: _heading=h.imhph2kffb2q]3. PESTLE Analysis 
Spain - Political (Favourable): The political landscape of Spain is favourable for the fashion industry in Spain. Membership in the European Union provides stable trade regulations for the international markets and reduced operational risks (ISEM, 2026).  The Spanish fashion industry is becoming increasingly prominent and standing alongside the global industry (Deni̇z, 2025).
Germany - Political (Unfavourable): The industry in Germany faces significant issues in its sustainability demands, along with geopolitical risks, where 82% of the geopolitical tension impacts the supply chain. The geopolitical conflicts cause significant disruptions in logistics and supply chain management (Al-amin et al. 2025).
Spain - Economic (Unfavourable): The Inflation rate of the country is significantly high, reaching upto 5.5% in 2024 due to decreased consumer purchasing power (FashionUnited, 2022).  The inflation rate of Spain has a decrease of 7.3% in October 2022, from the highest value at the beginning of 2021 [Refer to Appendix 1] (González, 2023).  This decrease in the revenue rate significantly affects the fashion industry in Spain, influencing its growth and resilience.
Germany - Economic (Unfavourable): This factor is significantly unfavourable, as the country faces high production and labour costs due to economic uncertainty. The inflation rate has also increased due to a 12% decline in its revenue (Mjikane, 2024).
Spain - Social (Favourable): The country has a strong focus on its fashion and a high concentration of consumer-driven demand.  In 2023, the government of Spain focused on promoting sustainable fashion practices, leading to a market size of $15 billion (Refer to Appendix 2) (Ken Research, 2019). Cities of Spain, such as Madrid and Barcelona, have a significant dominance in the Spanish cultural and economic hubs.
Germany - Social (Favourable): The fashion industry in Germany faced a fashion revolution, due to a global campaign based on this revolution, influencing society significantly (United Nations, 2026). It has initiatives such as the “Green Button” that promote social responsibility, transparency, and high-quality products.
Spain - Cultural (Favourable): The cultural factors are significantly favourable for the country, since it has a robust focus on tourism, heritage, perceptions, regional differences and other factors. The model by Hofstede also depicts the regional differences in the country (The Culture Factor, 2020). People in Spain suffer from low self-esteem, while also having less motivation for success than in Germany. Spain focuses on creating a hierarchical society with inequalities. Spain has a high level of uncertainty avoidance, as the people in these countries like to have a rule for everything and have a significant knack for change. Spain focuses on the prioritisation of society, while it often prefers, and is comfortable with, democratic and sometimes chaotic processes. 
Germany - Cultural (Favourable): The cultural factors of Germany are significantly mixed yet favourable since it has a bigger focus on work culture, economy, society, environmental awareness and more factors. Thus, the model by Hofstede depicts the rigid and tight structure in the country (The Culture Factor, 2020). The power distance in Germany is quite large due to the cultural differences. Germany focuses on direct and participative communication. Germany is significantly more individualistic than Spain, as Germany has an affinity for self-image. Germany is quite decisive and focuses mostly on competition and achievement.  Germany has a high level of uncertainty avoidance due to its philosophical approach. Germany focuses on pragmatism for its long-term orientation, while preferring structured, planned approaches for indulgence. 
Spain - Technological (Favourable): The fashion industry of Spain faces significant environmental challenges, focusing on textile waste, fast fashion dominance, carbon footprint, and greenwashing as a sustainability barrier. Significantly, price and lack of availability become a barrier for buying and promoting smart fashion in the fashion industry (Riesgo et al. 2022). There are also regulatory and industrial shifts in the waste management initiatives, EU regulations, and circular economy goals.
Germany - Technological (Favourable): The country has a robust focus on high innovation and digitalisation for managing footprints in the fashion industry. Even though the current fashion strategies are unsustainable, they still have a sustainable focus, while implementing AI, AR, 3D Simulation and other technologies (Mesjar et al. 2023).
Spain - Environmental (Unfavourable): The fashion industry of Spain faces significant environmental challenges, focusing on textile waste, fast fashion dominance, carbon footprint, and greenwashing as a sustainability barrier. Significantly, price and lack of availability become a barrier for buying and promoting smart fashion in the fashion industry (Riesgo et al. 2022). There are also regulatory and industrial shifts in the waste management initiatives, EU regulations, and circular economy goals.
Germany - Environmental (Unfavourable): The companies of the fashion industry put significant pressure on the fashion industry of Germany, as it emits 38 million tons annually. This factor is connected with the technological factor as it can mitigate the environmental challenges, such as sustainability issues (Colasante et al. 2025).
Spain - Legal (Unfavourable): The fashion industry faces significant challenges from the labour and environmental regulations of Spain. The fashion industry is significantly facing challenges in implementing the circular economy, second-hand clothes, and marketplaces (Paiva, 2025).
Germany - Legal (Unfavourable): Even though the country has consumer protection laws, it still faces challenges in strict compliance, requirements for labour laws and environmental standards. Germany had an initiative that aligned with the values of European Union efforts and holds the producers of the companies accountable for waste management (Yuvraj, 2026).
Both Pestle analyses depict several similarities in terms of society and culture in both countries, yet the rest of the factors are both favourable and unfavourable depending on the country. Mathilakath (2021) have stated that most of the macro-environmental factors are similar in both Spain and Germany, the only exception being the political factor, since unlike Germany, Spain has communities that have significant cultural differences. 
[bookmark: _heading=h.z0i4vhiop44z]3. Cultural Analysis 
Culture is favourable in both countries, but Germany has a structured and quality-focused culture requiring Zara to emphasise durability and sustainability. Spain is higher on power distance, and Germany is lower, following more equality in their fashion stores. The differences and similarities can be seen in Figure 2. 
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Figure 2: Comparison of Culture Between Spain and Germany through Hofstede’s Cultural Dimensions
(Source: The Culture Factor, 2020)
The Cultural Model by Hofstede is significantly useful since it provides a structured framework for various countries and facilitates global business analysis (Mohammad, 2025). However, it also has significant disadvantages since it generalises the analysis and stereotypes the people and culture of a country, while also using dated and specific context. 
[bookmark: _heading=h.qn2qzd3f9qo4]4. STP Strategy 
The key to Zara’s success is its hard-nosed data-driven approach to localised STP marketing, which conceals its inflexibility in its fast fashion standardisation process. In using its livestock data to inform its 'democratized fashion' concept, it can segment its offer to meet the impulse-buying behaviour in Spain or quality-focused buying in Germany (Härkönen and Särmäkari, 2023).
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Figure: STP Framework 
Source: (Business Research Methodology, 2023)
Segmentation
The process of dividing a wide market into a group of consumers is called market segmentation. Zara uses various factors for its segmentation, and these factors are: demographic factors, geographic factors, and behavioural factors. Zara's target demographic is likely to be ages 18-40, interested in purchasing fashion they can afford (Marsasi and Yuanita, 2023). Furthermore, Zara’s primary demographic groups will consist of university students and young professionals from around the globe, as well as in Spain. Young people from around the globe want to purchase fashion, but are not able to afford the high-priced luxury labels that are already part of Spain and for which they have a great deal of brand loyalty. This is a huge market for Zara because it was founded in Spain. Similarly, in Germany, the demographic factors for Zara are almost the same (Daquila, 2024). However, German consumers are more concerned about product quality.
Zara uses geographic segmentation as one of their main marketing strategies by concentrating on areas like metropolitan cities and urban neighbourhoods, where trends spread much faster, and where the population has more disposable income (Ruan et al., 2022). Zara has stores in Spain's major cities (Madrid, Barcelona, and Valencia) and Germany (Berlin, Hamburg and Munich), which indicates that these areas have a higher-than-average demand for international fashion than other types of global economies.
Psychographic segmentation is also another major factor when it comes to the impact of Zara's marketing strategy (Prakasa and Wandebori, 2024). Zara has created their target market so that they are able to identify their strengths, needs, behaviours, etc. Zara focuses on those consumers who, at the very minimum, have an affinity for fashion/styling and trends. When it comes to the Spanish market vs. the German market, Spanish consumers can be considered to be very expressive and enthusiastic about fashion and trends. In contrast, German consumers can be more practical and want to wear something that is not only fashionable but also environmentally conscious. 
Zara's capacity for global market dominance can be attributed to their detailed knowledge of the local psychographics of various regions. Using the VALS (Values, Architectures and Lifestyle) method as a comparative tool for Spanish and German markets shows how Zara's "fast fashion" characterisation varies between Spain and Germany due to the differing psychological motivations behind purchasing decisions (StudySmarter, 2019).
	Market 
	Primary VALS Type 
	Core Driver 
	Zara’s Marketing Focus 

	Spain 
	Experiencers
	Self-expression 
	Trend-speed, social aesthetics, and novelty (Zhang, E., 2024).

	Germany 
	Thinkers 
	Ideals 
	Sustainability, practical utility and ethical value (Blazquez et al., 2020).



Behavioural segmentation is also employed by Zara to target consumers who regularly update their wardrobe and are in search of new fashion trends (Józefowiak, 2023). The fast-fashion business model adopted by Zara, where new collections are introduced from time to time, attracts consumers who love to buy new things regularly and are in search of new fashion trends. Both Spanish and German consumers value the ability of Zara to deliver fashionable clothes promptly, although German consumers might be a bit more conservative in their buying habits because of environmental awareness.
Targeting 
Zara follows a selective targeting strategy for urban-based middle-income consumers who are fashion-conscious and seek trendy clothing. Although Zara enjoys a high level of brand loyalty and a wide demographic turnover in its home Spanish market, it adjusts its targeting strategy for international consumers (Ruan et al., 2022). In Germany, for instance, Zara adjusts its targeting strategy to incorporate sustainable fashion that is long-lasting and produced in an ethical manner. By doing so, Zara secures a robust market presence in various regions in Europe. 
Differences between Spain and Germany in the STP approach
Zara uses a differentiation targeting approach to target various groups of customers with different methods of reaching those groups instead of trying to reach them all at once with one approach.
In Spain, Zara's target market includes their customers who want to stay on-trend and affordable, as well as those who purchase on a regular basis.
For example, when Zara is targeting potential customers in Germany, they focus more heavily on targeting those who are conscious of sustainability and high quality (Ruan et al., 2022).
Positioning
[image: ]
Figure: Growth in fashion and luxury retail is expected to remain low around the world as macroeconomic uncertainty persists
Source: (McKinsey & Company, 2024)
It is found that Zara is exploiting the affordable fast fashion segment as luxury retail is expected to remain low due to macroeconomic uncertainty (McKinsey & Company, 2024). Zara's behavioural marketing strategy is to cater to trend-driven fashion shoppers who continually refresh their wardrobes based on Zara's rapid turnover of the latest fashion collections. Zara caters to these shoppers who want to wear new styles when they shop for clothing by providing them with the latest fashion trends (Józefowiak, 2023). Both the German and Spanish consumer groups have a very positive appreciation of the fast, trend-driven delivery from Zara; however, the German consumer is generally conservative with respect to purchasing new clothing due to higher levels of environmental concerns compared to the Spanish consumer's conservativeness. Zara has been successful in leveraging the need for 'scarce' types of clothing products to achieve both sales volume and consumer loyalty (Tafolli, Qema and Hameli, 2025). Zara's strategy has been extremely successful in urban areas, targeting consumers who have a desire to purchase the latest fashion trends in clothing, largely comprising the under 30 age group with an interest in clothing fashion.
[image: ]
Figure: Positioning Map of Zara
Source: (Self-Developed)
Zara maintained its uniqueness compared to rivals such as H&M and Shein by setting its product lines at a higher price point and keeping them within a premium range. Its rival Gap focuses its products on basic design, whereas Zara’s product designs are of a highly “eye-catching” quality, which psychologically creates “Masstige” market appeal. Furthermore, Old Navy’s products are value-based models which are often associated with the likelihood of higher status as well as quality that both cumulatively assimilate with runway trends without luxury price tags.
Similarities and Differences in Positioning 
Positioning refers to the way the consumer views a brand compared to its competitors. Zara has branded itself as a "premium affordable fast fashion brand" and a "masstige" brand by providing consumers with quality fashion at affordable prices (Tafolli, Qema and Hameli, 2025).
Zara has positioned itself as a distinct alternative to less expensive fashion brands like Shein by providing better quality products. It offers consumers fashion and style options to fit any budget.
Generally speaking, how a brand is positioned will vary by market:
In Spain, Zara is a trendsetting fashion brand; it has clothing styles that reflect current social trends.
In Germany, Zara will position itself as having ethical fast-fashion clothing and provide clothing that is environmentally sustainable and durable.
[bookmark: _heading=h.8m3p7prdh14b]5. Marketing Mix 7Ps 
Businesses use the 7Ps Marketing Mix, which consists of 7 components (product, price, place, promotion, people, process and physical evidence) to provide value and have a competitive edge when entering international markets (Astuti, 2022).
 [image: ]
Figure: 7Ps of Marketing
Source: (Tech, 2025)
Zara utilises the 7P's of Marketing to create an internationally consistent and globally reputable brand. Zara offers a standardised marketing mix across all countries; however, it adapts its product offering and marketing mix depending on consumer behaviours and purchasing patterns, as well as economic and cultural conditions within each of the countries in which it operates (over 90 different markets) (Eze, Inyang and James, 2024). Examples of countries where these conditions have been considered include Spain and Germany.
[bookmark: _heading=h.anml98v4e2wi]5.1 Product 
Product refers to the product’s quality, design, and characteristics that are provided to the customers. The main offering by Zara is the ability to provide the latest fashion trends at reasonable prices, plus introduce customers to new styles. Zara provides many different styles and pieces of clothing, providing a collection that caters to everyone, whether they be male, female or children (Wang, 2024). Fashion is extremely important in Spain, and the people are constantly searching for the newest trends available each season. Therefore, Zara will continue to provide their customers with stylish pieces that fit the current lifestyle. In addition, German consumers tend to be very brand loyal if that brand is committed to sustainability and creates quality products (Disqover Agency, 2024).  
Depth And Width Of The Product 
Zara has adopted a strategy that is heavily focused on fashion products based on current trends, so its designs are very quick to respond to change (Wang, 2024). Zara produces thousands of new designs each year to provide customers with a wide variety of styles, colours and sizes of clothing for men, women and children, resulting in a very deep and broad range of product offerings.
Zara has chosen to focus on producing quickly changing products and fashionable products that match the wants of consumers. 
Currently, in Germany, the concentration of product strategies is just starting to shift toward product quality and includes a focus on sustainable fast fashion with product lines such as Join Life (Jalu et al., 2024).

[image: ]
Figure: Zara’s Production Processes
Source: (Zara, 2025)
Germans possess a high sense of environmentally friendly brands that are durable and sustainable. “Join Life” is the major initiative taken by German consumers to maintain a sustainable approach towards clothing manufacturing and the sustainable production process (Jalu et al., 2024). This adaptation by Zara helps it to meet the expectations of German consumers while retaining its fast fashion identity. In terms of product categories, Zara fundamentally targets men, women and kids by launching thousands of annual designs based on products with varied colours and sizes (Zara, 2025). In Germany, the “Join Life” segments deliberately address Germany’s psychographic attachment towards establishing a deep variety in sustainable materials like organic cotton to meet high eco-standards. 
[bookmark: _heading=h.cujes6ajtngu]5.2 Price
Spain: Due to the high customer loyalty of the Zara brand it is possible to keep stable prices (since they will get repeat purchases of items at the same cost), also because of this fact, Zara is able to continue selling at a consistent price point (Yang, 2025). Germany: Customers are willing to pay more for products that are eco-friendly and sustainable due to the emphasis on value pricing (Narayanan and Singh, 2023).
An effective pricing tactic will influence consumer perception toward a brand significantly. Zara has a mid-price level positioning strategy in which they create a middle level of price points for the company's offerings between long-established luxury fashion brands and low-priced, inexpensive clothing retailers. Since Spain is Zara's home country, the company has a high level of brand recognition and therefore, strong customer loyalty (Yang, 2025). Many Spaniards visit Zara stores frequently to view the latest fashions, which are at very reasonable price points, providing an incentive for consumers to shop and make frequent purchases. 
Zara uses similar pricing structures within Germany but considers how German consumers have different expectations compared to their counterparts in Spain. German consumers believe in high-quality and ethical standards of products that they consume (Narayanan and Singh, 2023). Thus, Zara proves to German consumers that its products have value by emphasising design quality, durability, and sustainable materials used in its products. Although in most cases, it can be noted that the price charged by Zara for its products may be considered high compared to other fashion retailers in the same category, German consumers will still be willing to consume fashion products from Zara. Thus, Spanish pricing is more trend-driven and affordable, while German pricing is more focused on creating value.
[bookmark: _heading=h.d9uqd41w3u9e]5.3 Place
Zara has both an ideal physical store location and a robust online presence to maximise exposure and accessibility to customers (Quinones et al., 2023). In Spain’s top cities, including Madrid, Barcelona, and Valencia, stores are located in prime areas that allow maximum exposure to potential customers.  
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Figure: Zara’s flagship store in Spain 
Source: Zara expands presence in Valencia with opening of new flagship store - FashionNetwork 
However, in Germany, ZARA stores are still located in city centers but tremendous resources have been directed at e-commerce due to Germany being one of the largest markets for online shopping. 
[image: ]
Figure: Zara Germany retail 
Source: Largest Zara flagship store in Germany – Inditex and Unibail-Rodamco-Westfield extend partnership at Westfield Centro - ACROSS 
The objective of Zara’s strategy is to serve the local market by offering the most convenient way to connect with the company through whatever medium they choose. Zara utilizes a direct distribution method by controlling how products are distributed and by efficiently delivering the products to their customers. The ability for Zara to be flexible with their distribution method based on the way customers purchase items indicates the efficiency of Zara's distribution methods.
[bookmark: _heading=h.qq64k7cu7va3]5.4 Promotion
Integrated Marketing Communications (IMC) is an organized strategy in which all aspects or tools of marketing (advertising, public relations, and direct marketing) are combined to convey a consistent, clear, and persuasive message regarding a product.
[image: ]
Figure: Top 10 most mentioned fashion brands by influencers in 2023.
Source: (Baena, 2024)
Inditex, the company behind Zara, takes an untraditional marketing approach to advertising, as Baena (2024) revealed that Zara is the most mentioned fashion brand in the world among influencers. Instead of focusing on advertising as a way to get customers excited about new products or to remind customers about past purchases, they focus primarily on the in-store experience and on how frequently they refresh their products (Alkhafagi, 2023). They maintain their basic concepts of Fast Fashion and Affordable Fashion, but adjust them based on the needs of the consumer in the market where they operate. In Spain, for example, they focus on the use of social media and the placement of their displays to help create urgency among the younger demographic about purchasing their product(s) immediately. 
In Germany, they have changed their marketing approach by utilising sustainability and consumer influencers because of their consumers' desire for sustainability. In both locations, Zara considers reputation and location to be more important than advertising in order to drive sales by tailoring their fast fashion model to be more relevant to its consumers.
[bookmark: _heading=h.6v14d6wwtucp]5.5 People 
In Germany, Zara operates through 5,046 number of staff and spain the highest concentration of employee at 47,761 as of 2023 (Inditex, 2023). Zara is one of the many retail chains owned by the Inditex Group. However, one way that Zara sets itself apart from competitors like H&M and other clothing stores is by having a much lower advertising cost than most of these other retailers (Jiang, 2022). Additionally, rather than relying on conventional advertising techniques (such as newspapers or radio), Zara primarily focuses on creating an overall experience for the customer. In addition, the way that they promote their products through visual merchandising provides customers in Spain with a strong feeling of urgency to buy products. 
However, in Germany, the company's advertising strategy focuses on meeting consumer needs related to environmental issues. Accordingly, to meet this need, Zara has initiated PR advertising campaigns that promote the eco-friendly clothing line it sells and the recycling of clothing (Silva and Saraiva, 2025). Although the company's fundamental approach to promote fast fashionable styles at low prices remains unchanged, the German strategy utilises digital methods of marketing to leverage the power of influencer marketing to increase the company's level of brand recognition amongst consumers (Sandra, Indrayanti and Suryana, 2024).
[bookmark: _heading=h.sgeljim0yvkg]5.6 Process
Zara's well-known and highly advanced supply chain systems have allowed for a great deal of technological advantage over other companies, which have enabled them to quickly change and adapt their processes to meet market trends (Yang, 2025). Their proximity to their logistics centres located in Spain allows for fast product movement from the design phase until they are in-store, which gives them a distinct advantage over all other efforts within the fast fashion industry. 
This has been able to also happen on a global scale, which allows for the ability to restock and maintain product availability across multiple countries, such as Germany, encouraging customers to regularly visit the stores of the brand.
[bookmark: _heading=h.ie78vq2qidas]5.7 Physical Evidence
[image: ]
Figure: Zara’s Official Site 
Source: (Zara, 2026)
Zara employs strategic physical elements and uses modern and organised store displays. The location of the stores in Spain has been selected for their iconic status and an interior that matches the brand's high-end fashion status, while in Germany, there is an emphasis on environmental friendliness through the use of eco-friendly lighting. In these locations, the brand is able to establish itself as the authentic choice for customers in Spain or Germany that align with the current local market trends as well as the brand's continuing reputation for sustainability (Nascimento and Loureiro, 2024).
In general, Zara's marketing mix reflects a combination of both global and local adaptations (Lin, Xiaoyu and Jianqiang, 2023). While there is a uniform fast-fashion identity for Zara in Spain and Germany, other factors within the marketing mix, like sustainability programs and providing good customer service, partly reflect local markets' needs. 
The Ansoff Matrix is an effective tool used by Zara in order to help keep their competitive edge in the industry (Le et al., 2023). The use of Market Penetration at Zara involves quickly and efficiently replacing inventory to maintain product viability, while the use of Market Development is to have products available globally. In Product Development Zara has created a product line called “Join Life,” and through the use of Diversification in Digital Fashion is helping to keep up with changing consumer behaviors.
[bookmark: _heading=h.3nrmqqxxq28q]6. Strategic Issue in Germany
[image: ]
Figure: Where Renewables are poised to reduce Russian Gas Dependency 
Source: (Armstrong, 2022)
Another challenge that Zara has to face in Germany is that there is an increasing demand for sustainable and ethical fashion products. This is because the German consumer is very aware of environmental issues and wants a higher level of transparency in supply chain management  (Armstrong, 2022). As a result, Zara will have to adapt its fast-fashion concept to fulfil these ethical requirements. Because of the geopolitical environment, the ongoing German effort to wean itself off of Russian gas supplies, and the transition to using renewable energy sources, there has been an enormous increase in the cost of all forms of energy. Consequently, the potential for some businesses to experience a decline in profit is a serious concern in terms of the long-term viability of those businesses. This is particularly true for small- and medium-sized enterprises that constitute the backbone of the economy in Germany (Rapaccini et al., 2023). 
The rise in the cost of production will also encourage businesses to look for alternatives in other foreign countries that have low-cost energy and/or labour, which would again negatively affect the German economy in all aspects (i.e., manufacturing productivity, growth rate, and employment) in the long term. A major strategic challenge for Zara in Germany is the conflict that arises between the fast fashion strategy of the organisation and the growing importance in German society of being sustainable and engaging in ethical consumption. German consumers are very environmentally conscious, making sustainability and ethical consumption a high priority when they shop.
[bookmark: _heading=h.oelepumb2f2f]7. Ethical Issues in Germany
There exist labour concerns in the supply chain, with environmental challenges of fashion in the country (Sweet, 2023). Thus, Zara in Germany needs to integrate the "Join Life" collection for sustainable production measures with recycling programs. 
For example, Hofmann et al. (2022) have stated that the fashion industry has implemented several sustainable strategies; however, these strategies have caused significant challenges, including labour exploitation, wage issues, greenwashing, misleading claims, supply chain complexity, and more. The rise of fast fashion is also a growing concern due to the increase in environmental and social miseries (Hofmann et al. 2022). The fast fashion model is criticised for massive production, leading to excessive textile waste and pollution, causing textile production to be responsible for 20% of the global water pollution. The wage and labour issues mentioned before need significant ethical awareness, and this causes the corporations to fail to provide wages to labourers. 
On the other hand, Baena (2024) has mentioned as an example that there is a dire need for change from fast fashion to sustainable fast fashion. Therefore, the democratisation speaks for the unprecedented social class blending, enabling individuality among the consumers. The fashion environment of Zara has already been criticised by the citizens for causing environmental, issues and social, and ecological issues (Baena, 2024). Many consumers of Zara are considered to be sustainably aware and place importance on sustainable clothing. While 49% of German consumers consider sustainability important when shopping, only 25% actually purchased more sustainable clothing in the past year, as of 2023. Thus, this inflation causes high prices for sustainable products, reducing customer spending. Overall, Zara also needs to focus on cultural appropriation, body image, inclusivity and more. 
[bookmark: _heading=h.xc8271wkokhp]8. Recommendations  
Germany
To tackle sustainability challenges faced by Germany, Zara must enhance its eco-strategy through improved supply chain transparency (and using recycled materials, organic cotton and environmentally friendly materials) and implementing garment recycling programs at its stores. These improvements will help to create a sustainable environment in Germany. Zara should also invest in green technologies to lower carbon emissions, which will enhance their reputation and build consumer trust within Germany (Papadopoulou, Papasolomou and Thrassou, 2022). Moreover, Zara should shift from mass production strategies to limited production strategies, which will create an increased brand value and develop customer loyalty in Germany.
Spain 
Zara will need to continue following the pattern set by H&M and other global retailers in order to remain the leader in Spain and that includes implementing artificial intelligence-based forecasting and digital fashion which facilitate faster refresh cycles. In addition, launching environmentally friendly lines at lower price points will attract affordability-conscious customers, while also building brand loyalty through interaction with customers via mobile personalization (Dona et al., 2025).
STP Approach 
To support the recommendations made above, Zara should enhance its STP strategy. In Spain, Zara should target price-sensitive city living consumers who want inexpensive and fashionable styles; whereas, in Germany, Zara should provide a more premium, sustainable, and ethical shopping experience for quality-conscious customers  (Dona et al., 2025).
[bookmark: _heading=h.fu66mfu57ii6]Section 2: Reflective Account Using Gibbs’ Reflective Model 
Through this reflection, I will be using the six stage model created by Gibbs in 1988 for reflection on my project completion about Zara’s latest issues it faced in Germany, to evaluate what progress/vanagement acheived throughout the course of this undertaking; as well as providing a way to assess how much I’ve grown professionally and academically through working on real-world strategic data analysis projects like these (Zara) thus giving me a clear roadmap towards pivotal growth moving forward/into the future from these personal experiences.
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Figure: Gibbs’ Reflective Strategies
Source: (Dutta et al., 2023)
Description 
The purpose of this assignment was to investigate Zara's overall strategic position in relation to the German fashion market. This included looking at Zara's business model, as well as any external environmental influences, and if/how Zara's sustainability obligations will impact its fast fashion strategy (Ruan, Sang and Zeng, 2022). The researcher had to gather information from multiple sources, and then use strategic analysis tools to identify the challenges that Zara faces as it tries to find an equilibrium between its fast fashion strategy and its sustainability obligations. The researcher had to have strong research skills, critical thinking ability, and writing skills in order to complete this assignment successfully (Suteja and Setiawan, 2022). The researcher also had to work independently to gather information and develop a logically-connected strategic recommendation on how to enhance Zara's strategic position in the market.
Feelings
At the start of the project, I had both a lot of interest in the project itself and a great deal of uncertainty as well. I found sustainability in fast fashion an interesting topic due to its relevance today in global business. However, I felt uncertain on how to frame the analysis and apply theoretical approaches to the analysis (Pilcher and Cortazzi, 2024). At the beginning of my research project, I had a lot of reservations about what sources I would use to support my connection between sustainable practices and the strategic planning for fashion retail companies. The longer I worked on my project, the more comfortable I became with my ability to analyze and present the results or findings of my project.
Evaluation
My participation in this project has provided me with valuable experiences: some were very enlightening, while others were quite difficult. A significant benefit derived from this project was that my understanding of global fashion sustainability increased significantly. Through my analysis of Zara's methods and practices, I now have an increased appreciation for how large multinational companies adapt to the demands of the marketplace as well as environmental regulations (Papadopoulou et al., 2022). In addition, I gained new skills in terms of evaluating the credibility of different sources of academic literature and understanding how multiple perspectives exist on any given topic. My biggest challenge has been retaining a critical approach towards studying the effectiveness of Zara's methods while instead focusing on simply describing what those methods are. Another challenge during this project was the sheer volume of data that required careful consideration and examination before conducting a thorough analysis. It has still been a positive learning experience for me, both in terms of developing my analytical and writing skills.
Analysis 
The assessment of the Zara business model has provided a great deal of useful information for understanding how to combine fast fashion production and sustainable production methods. Incorporating sustainability as an integral part of the business was one of the key areas studied; however, incorporating it into a competitive edge strategy is a very important process of identifying ways to improve the company’s competitiveness. Thus, affecting their long-term future success. In addition, it has also become evident that sustainability is rapidly becoming part of a growing demand from the market. Thus, developing a strategy that considers the importance of incorporating sustainability and making it a capability is detrimental to the company’s success, as well as affecting how the company is perceived or viewed within the industry and society as a whole. 
Comparing the focus on quality and sustainable practices in German culture compared to the expressive fashion consumption style associated with Spanish culture shows how Hofstede's Cultural Dimensions Theory (CDT) is a valid comparison (Lorenzo Romero et al., 2026). However, CDT's generalisations limit its application; therefore, the effect of changing global consumer behaviour is not addressed. Conversely, Zara's ability to maintain its core fast fashion model can be explained by the application of the 7Ps.
Conclusion
Overall, I have benefited from this project in the areas of developing my research, critical thinking, and academic writing abilities. I can now evaluate complex business issues and apply/use theoretical concepts to solve real-life problems. This project has assisted me with developing my skill in recognizing key literature and using empirical research to support arguments. Moving forward, I will focus on analytical evaluation rather than descriptive evaluation and conduct my research earlier in order to have more time for reflection and editing. Overall, I have learned from this fruitful experience, and I will draw on these skills to help advance my long-term career.
Action Plan
Upon reflection, I can enhance my academic performance through doing research sooner, improving my time management and developing my critical and analytical style of writing as compared to the descriptive style of writing that I have been using up until now. I will be further developing my strategic analysis skills by continuing to stay current with the latest business trends around the globe, specifically through my focus on sustainability, digitalization and ethical supply chains. The application of Gibbs' reflective cycle has proven to be very useful in regards to evaluating my experiences throughout this project. This project has allowed me to develop my research, writing and analytical skills, as well as my understanding of how to build a sustainable fashion business.
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Figure: Annual Inflation Rate of Spain
(Source: González, 2023)
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Figure: Market Size of the Spanish Fashion Industry
(Source: Ken Research, 2019)
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