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[bookmark: _Toc227758733]Section 1: Comparative Market Analysis of Zara in France and Italy 
Zara is a Spanish fast-fashion apparel brand owned by Inditex (Simpson, 2025). It operates in 96 countries including France and Italy (Forbes, 2025). The study will compare the macro-environment of France and Italy using the PESTEL framework (Peterdy, 2025) analysing the way these factors influence the retail fast-fashion market and marketing strategies of Zara. The report will conduct a detailed comparative analysis through applying STP strategy and Internal marketing mix. The directional development strategy of Zara in France will also be described in this report along with the ethical issues. Several recommendations will also be provided in this report that can help Zara to improve their operations in the foreign market. A reflective account will also be presented in this report. 
Background Information about the company
Zara was founded in 1975 by business enthusiast Amancio Ortega and his wife Rosalía Mera with the mission to offer affordable and high-quality fashion items to customers. The vision Zara follows is to become a global leader of ethical and sustainable fashion. 
[bookmark: _Toc227758734]A. Compare and contrast the macro-environment using PESTEL Framework
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Figure 1: PESTEL Analysis
(Source: ESG News, 2025)
It refers to the structured framework through which businesses can access the external environmental impact on the business operations and performances. The Framework consists of multiple external factors such as political, economic, social, technological, environmental, and legal.
1. Political Factors
In France, the policymakers have taken a strict stance against fast-fashion for environmental concern. The legislations are targeting fast-fashion companies including eco-taxes and advertisement restrictions to reduce environmental damage caused by mass-clothing production (ESG News, 2025).
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Figure 2: Restrictions for fast fashion brands
(Source: ESG News, 2025)
These policies reflect the French government’s focus on sustainability and responsible consumption.
In Italy, the government has implemented policies to protect its domestic fashion industry. It has considered the introduction of levies on low-value imports from international e-commerce platforms to support the local manufacturers and maintain the commitment of “Made in Italy” goods (Withersworldwide, 2023). 
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Figure 3: Made in Italy bill
(Source: Withersworldwide, 2023)
Such political environment strengthens the value of domestic talents and high quality fashion.
Zara can operate in these two countries aligning with the European sustainable. Political stability and EU trade regulations are favourable for Zara, as they decrease the barriers of trades. But, strict eco-regulations of France and Italy’s protection of domestic industry are unfavourable for the company because of extra compliance pressure.
2. Economic Factors
France is one of the largest fast-fashion markets in Europe. The French apparel market to rebound by 2.2% (Safaya, 2024) showcasing strong customer demand. The French fashion industry generates €153 Billion in annual revenue contributing 2% of the national GDP (Park, 2026). 
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Figure 4: Rebound of Market
(Source: Safaya, 2024)
This strong economic foundation supports the presence of global fashion brands like Zara. 
Italy’s apparel market generates $70.6 Billion in revenue (IMARC Group, 2025) with household expenditure on clothing and footwear is increasing. The Italian fashion retailers experienced an 11% increase in gross merchandise value in fashion purchases (Apparel Resources News-Desk, 2025).
[image: ]
Figure 5: Growth in Italian fashion market
(Source: Apparel Resources News-Desk, 2025)
Both the markets are of similar sizes but the customer spending pattern is different as Italian customers spent high for each item with high annual per capita spending. French customers are price conscious for economic pressures and the growth of second-hand markets. This economic difference means Zara should maintain competitive pricing and offer frequent collections to increase appeal to the price sensitive customers in France and address the quality expectations in Italy.
Economic factors are favourable for the company due to strong market growth and high revenue in both countries.
3. Social Factors
The social factors include culture, lifestyle, and customer attitude towards fast fashion which are significant for Zara.


Fashion culture
France hosts various luxury brands and fashion houses and this industry contribute 3% to its national GDP (Accuracy, 2024). French customers are typically sensitive to their lifestyle, elegance, style and timeless fashion against short term trends. Currently the customer behaviour in France is evolving as increased number of buyers preferring second-hand fashion for sustainability commitments and cost savings. In 2025, the second-hand clothing accounted 16.30% of France’s total apparel sales increasing 10.9% from FY2024 (Houghton, 2026). 
In Italy there is a strong tradition of talented craftsmanship and design excellence aligning with the “Made in Italy” tag (Naef, 2025). The Italian customers generally prefer high quality, exclusive design, and authenticity. The fashion sector benefits from this strong domestic parent culture an international reputation for luxury fashion.
Customer behaviour
French customers prioritise sustainability and affordability while purchasing fashionable clothes. The young demographics are aligned towards resale platforms and sustainable fashion. The fast-fashion is popular due to its accessibility and frequent product updates in real-time.
The Italian customers show different behavioural patterns as research indicates that 65% of Italian shoppers analyses fashion brands or social media like Instagram before purchasing (Hubstyle, 2026).
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Figure 6: Customer behaviour in Italy
(Source: Hubstyle, 2026)
36% customers make purchases online through e-commerce platform and 58% of them are check sustainability claims made by the fashion brands (Rawshot, 2025). Italian customers give time for research and analysing the products before purchasing a fashion item. It shows that the Italian customers are more involved in decision making compared to the French customers who make faster purchase according to market trends and affordability.
Cultural factors: Cultural differences mentioned by the Hofstede model can explain the segmentation patterns. France shows higher individualism which means customers express personal identity with the help of fashion. Italy on the other and score is low in uncertainty avoidance that customers in the country often research products before purchasing and they frequently prefer trusted brands.
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Figure 7: Comparison of culture
(Source: Theculturefactor, 2026)
The cultural factors are favourable for Zara. Individualism of France supports self-expression through fashion. In contrast, Italy’s brand preference builds loyalty. One disadvantage of Hofstede model is it oversimplify the cultures. But one advantage is it provides useful market insights for segmentation and strategy.
Implications for Zara
This social difference impacts Zara’s marketing strategy. In France, Zara focuses on fast-changing collections and accessible pricing to meet demand for affordable clothing. In Italy, Zara focuses on design quality, style inspiration, and digital engagement in social media to attract more fashion-conscious customers.
Social factors are favourable for the company because of consumer interest in fashion. This supports demand.
4. Technological Factors
In France, there is a rapid growth in ecommerce with online fashion sales reached $23.66 billion in 2025 (Coherentmarketinsights, 2025). However, after COVID-19 pandemic, many consumers have returned to physical stores to do in-person shopping, reflecting the importance of Omni channel retail strategies.
In Italy, there can be also a strong digital growth can be witnessed.  In the country, online fashion sales has increased significantly with €85.4 billion and projected to grow at a CAGR of 8.46%.
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Figure 8: E-commerce market in Italy
(Source: Landmarkglobal, 2025)
Additionally, almost 50.9% of Italian consumers preferred to buy fashion products online (Landmarkglobal, 2025).
Zara operates a strong Omni-channel retail model to ensure its growth. Technological infrastructure in both the countries effectively supports the company to offer integrated online and offline shopping experiences to the customers.  The company is also using digital tools like mobile apps, online ordering, and inventory tracking systems to improve customer experience.
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Figure 9: Zara App
(Source: Akter, 2025)
Technological Factors highly favours the company. Advanced e-commerce and omni-channel growth boost the operation of the company.
5. Environmental Factors
Environmental systems abilities now major issue for the fashion industry, especially in the Europe.
In France, due to the increase environmental issues criticism of fast fashion and penalties for unsustainable practices are increasing. For example, France imposed €40 million fine to Sheinfor deceptive commercial practices (Nilsson-Julien, 2005).Rising number of public awareness campaigns as well as policy proposals targeting Ultra-FastFashion retailers (Wong, 2025) is indicating the importance of sustainable production and responsible consumption.
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Figure 10: France says no to ultra-fast fashion
(Source: Wong, 2025)
[bookmark: _heading=h.t3q1miqmu87]Italy is also facing an increasing demand for sustainable fashion. The sustainable fashion market in the country is expected to reach $1763.35 million by 2033 (Morgan, 2025) because the consumers increasingly prefer companies offering environmentally friendly materials and ethical production processes.
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Figure 11: Sustainable fashion market in Italy
(Source: Morgan, 2025)
As a result, Zara has taken several sustainability initiatives like using recycled materials and fostering eco-friendly collections.
The environmental factors and strict sustainability expectation creates an unfavourable condition for the company. It enhances the cost, but  it also create opportunities for the brand.
6. Legal Factors
In Italy, authorities have intensified scrutiny in fashion supply chains like "Made in Italy" has recently come under intense scrutiny (Naef, 2025). 
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Figure 12: Supply chain transparency issue
(Source: Naef, 2025)
They are investigating into labour practices within premium brand production networks (Occhio, 2025). Withthese developments, there is an increasing importance of transparency and ethical sourcing in the Italian fashion industry.
In the same manner, authorities in France have introduced regulations which requiring fashion brands to give transparent and detail information about product materials and environmental impact (Modaes, 2025). These regulations are focusing on enhancing sustainability transparency and encouraging responsible production.
For Zara, it is important to comply with these legal requirements to maintain customer trust as well as avoid reputational harms.
Legal factors are unfavourable for the company as Strict EU laws increase compliance requirements.
Similarities and Differences
	Aspect
	Similarities
	Differences

	Political
	Both follow EU regulations and promote sustainability policies affecting fast fashion.
	France enforces stricter eco-laws; Italy focuses on protecting “Made in Italy” industry.

	Economic
	Strong fashion markets with growing demand supporting global brands.
	France is price-sensitive; Italy has higher per capita spending and premium focus.

	Social
	Increasing awareness of sustainability in both countries.
	France favours affordability and resale; Italy values quality, design, and research.

	Technological
	Growth in e-commerce and omnichannel retail in both markets.
	Italy shows higher online adoption; France still values physical stores more.

	Environmental
	Rising sustainability pressure and eco-conscious consumers.
	France imposes stricter penalties; Italy emphasizes sustainable luxury growth.

	Legal
	Strict EU-based regulations on labour and environment.
	France stresses transparency laws; Italy emphasizes supply chain authenticity.
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B. Comparative Analysis of Zara’s STP Strategy and International Marketing Mix in France and Italy
[bookmark: _Toc227758736]1. Segmentation, Targeting and Positioning (STP)
Segmentation
The European fashion market is segmented by Zara based on democratic psychographic and behavioural factors. The primary consumer segment in both France and Italy is young urban customers aged between 18 and 40 who focuses on fashion trends and want stylish clothing at affordable prices.
In France, segmentation of Zara reflects sustainability awareness and price sensitivity.   French customers are considered in environmental impact run party Singh any fashion product.  Second-hand fashion market observed 2.8 Billion units sold in FY2024 which is a record accounting 7.1% of total fashion market mostly in women apparels segment (Globaltextiletimes, 2024).
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Figure 13: Record made by French customers
(Source: Globaltextiletimes, 2025)
Highlights that French customers are significantly aware about overconsumption and they are interested in sustainable fashion.
In contrary, market segmentation in Italy indicates stronger focus on fashion environment, design appreciation, and craftsmanship. Fashion textile market of Italy is projected to reach $104.2 billion by 2034 (IMARC Group, 2025). 
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Figure 14: Fashion textile market in Italy
(Source: IMARC Group, 2025)
This makes it one of the largest fashion producers in Europe.  In general, French customers preferred design quality, authenticity, and brand image, cultural significance of the maid in Italy identity. 
Targeting
Zara generally targets fashion conscious urban customers who focuses on friendly clothing at moderate and affordable prices.  However, the company has adjusted its targeting approach slightly in each country.
In France Zara targets young professionals as well as students in large cities like Paris, Marseille, and Lyon. The company focuses on price sensitive fashion consumers and also sustainable aware shoppers. In France, customers often follow fast changing fashion trends what generally remain aware about rice and environmental impact.  Hence, Zara focuses on eco-friendly product lines like ‘join life’ sustainable range and affordable collections (Weavabel, 2024). 
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Figure 15: Join Life by Zara
(Source: Weavabel, 2024)
In Italy Zara targets style oriented customers who are interested in the design craftsmanship and digitally engaged shoppers who generally research about products online and also focus on influencing customers why social media fashion trends. According to studies, more than 77.5% of Italian fashion shoppers research products online or through social media before making any purchase decision and 70% combining online and offline purchases (Fotoshoemagazine, 2025). 
[image: ]
Figure 16: Customer preferences
(Source: Fotoshoemagazine, 2025)
In the country, many people are willing to pay more for sustainable clothing.  However Zara uses digital marketing as well as fashion inspired storytelling to reach Italian customers.
Positioning
Across the globe, Zara creates a fast-fashion brand by bringing new runway fashion to customers at an affordable price point. However, the brand's message and product offering differ marginally in France versus Italy.
In France, Zara’s positioning emphasises:
· Inexpensive fashion with new styles released regularly
· second-hand platform (Alonso, 2023)
· Fashion-forward styles for all occasions
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Figure 17: Second-hand platform of Zara
(Source: Alonso, 2023)
In Italy, Zara’s positioning emphasises:
· Fashionable yet stylish looks
· Affordable styles inspired by designer collections
· A modern lifestyle brand that fits within Italy's fashion culture
As a result, Zara has created a consistent brand presence globally but has modified its message according to the respective culture and expectations of the marketplace.
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Figure 18: Perceptual Map of Zara in France
(Source: Self-made)
Explanation: In France, Zara is positioned as high-fashionability but affordable brand. The company sits between luxury fashion houses and low-cost basic retailers. This highlights its strategy of providing runway-inspired styles at affordable price.


Similarities and Differences
	STP Element
	Similarities
	Differences

	Segmentation
	Targets young, urban, fashion-conscious consumers using psychographic and behavioural factors.
	France focuses on sustainability and price sensitivity; Italy emphasizes design, craftsmanship, and brand value.

	Targeting
	Focus on trend-driven customers seeking affordable fashion.
	France targets price-conscious, eco-aware shoppers; Italy targets style-focused, research-driven, digital consumers.

	Positioning
	Zara positioned as affordable, fast-fashion brand globally.
	France highlights affordability and sustainability; Italy emphasizes style, quality, and designer-inspired fashion.


[bookmark: _Toc227758737]2. International Marketing Mix (7Ps) Strategies of Zara in France and Italy
Zara implements international marketing mix in accordance to the local cultural, economic, and variation in behaviour of consumer to be successful in global markets. 
1. Product Strategy: Product strategy of the company mainly concentrates on offering fashionable clothing inspired by runway trends with fast production cycles. 
In France, the company focuses on affordable and frequently updated collections in accordance to the change in trends of fashion. French customer gives importance to elegance and style but they also prioritise sustainability and affordability.  the apparel market in France is forecast to reach at CAGR of 2.1% from 2023 to 2028 (Safaya, 2024).
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Figure 19: Apparel market in France
(Source: Safaya, 2024)
Furthermore, in 2025, the France Second-Hand Products Market was valued at USD 18.34 billion (Mmrstatistics, 2026).
[image: ]
Figure 20: Second hand market size in France
(Source: Mmrstatistics, 2026)
These highlight the increasing sustainability consciousness among the consumer. In response to this trend company promotes its Join Life sustainable collection (Zara, 2026). This collection uses recycled fabrics and eco-friendly materials.
In Italy, the company implements its product strategy to resonate with the country’s strong tradition of design, craftsmanship, and fashion culture linked with the identity of “Made in Italy”. The fashion textile market in Italy is expected to reach are venue of US$ 49,566.9 million by 2030 (Grandviewresearch, 2024). The Italian consumers give preference to high-quality fabrics, refined designs, and unique styles. Hence, Zara is focusing more on premium-looking garments, structured tailoring, and fashion-forward pieces. 
Overall, the company maintains an identity of fast fashion in both markets. Zara offers a wide product width in both France and Italy, including women’s and men’s wear, kids clothing accessories, beauty product and footwear. The company offers affordable, minimalist styles with sustainable options like the Join Life collection, including casual dresses, eco-friendly outerwear in France.
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Figure 21: Join life collection of Zara
(Source: Zara, 2026)
In Italy, Zara focuses on premium-looking garments such as tailored blazers, structured dresses, and luxury-inspired accessories.
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Figure 22: Zara’s tailored blazers collection
(Source: Zara, 2026)
The main change lies in depth. In France, the company focuses on sustainability and practicality, and Italy highlights design, craftsmanship, and elegance.
2. Price Strategy: Zara’s competitive positioning across European markets is dependent on its pricing strategy. The company adopts a mid-range pricing strategy.
In France, as the customers are price sensitive, the company maintains a competitive and accessible pricing. Value for money was the prime factor impacting France consumer’s apparel purchases. It was followed by quality, fit, and price (GlobalData, 2024). Hence, the company makes sure that its pricing remains affordable compared with luxury brands while still providing fashionable designs inspired by high-end collections.
On the other hand, consumers in Italy shows higher spend per fashion item. Italian consumers spend an average of €710 per year on clothing, this is higher than the European average of €490 (Mohiuddin, 2025).
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Figure 23: Annual customer spending on clothing in Italy
(Source: Mohiuddin, 2025)
Italian consumers are willing to pay slightly higher prices for clothing perceived as stylish, high quality, or environmentally responsible. Hence, pricing strategy of Zara in Italy can be slightly higher than in some other European markets.
Overall, Zara implements a value-based pricing strategy. It is keeping the prices affordable in France and focusing perceived design value and quality in Italy.
3. Place (Distribution) Strategy
Zara is known for its integrated Omni-channel distribution model. It combines physical retail stores with digital platforms. 
In France, the company has a strong presence in primary urban fashion centres like Paris, Marseille, and Lyon. Flagship store of the company is mainly located in high-traffic shopping areas and luxury retail districts. Furthermore, online fashion sales in France are expected to exceed USD 20 billion by 2028 (Mohiuddin, 2025).
[image: ]
Figure 24: Online fashion sales projection of France
(Source: Mohiuddin, 2025)
This highlights the significance of digital retail channels. Zara combines its website and mobile application with physical stores. This supports customers to check availability of the product, order online, and collect purchases in store.
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Figure 25: Zara store in Paris
(Source: Stillinparis, 2025)
In the same way in Italy Zara operates stores in main fashion cities like Milan, Rome, and Florence. In 2025, Italy's e-commerce market has reached to €85.4 billion. There are 25 million online shoppers spending €2,500 annually on average. Clothing and footwear lead the online categories by 35% (Landmarkglobal, 2025). This figure indicates a strong digital adoption. Hence, the company focuses on mobile shopping, digital payment systems, and integrated logistics. 
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Figure 26: Zara store at Bari, Italy
(Source: Stock.adobe, 2025)
4. Promotion Strategy
Integrated Marketing Communications (IMC) refers to the strategic coordination of various communication channels to deliver a unified message to consumers (Tetteh, 2021).For Zara, IMC ensures unified communication and adaption of messaging to various international markets and preferences of the consumer.
The company invest a very small amount in traditional advertising, instead of this company depends on location of the store, visual merchandising, and digital engagement.
In France, the company focuses more on experience of store and fashion accessibility. Flagship stores in prime location acts as a powerful marketing tool to attract environmentally conscious French consumers. The company demonstrate its sustainability initiatives (Inditex, 2024).
In Italy, promotion of the company depends mainly on digital marketing and social media engagement. In 2025, it is estimated that 70% of luxury purchases will be influenced by social media interactions (Marketresearchfuture, 2025). Therefore, to attract Italian customers, Zara concentrates on visually appealing digital campaigns, influencer collaborations, and online fashion storytelling.
Thus, company’s promotional strategy in France, focuses on brand visibility through physical retail and sustainability messaging. In contrast, strategy in Italy concentrates on digital interaction and fashion inspiration through social media platforms.
5. People Strategy
These components demonstrate the employees and customer service experiences that shape perception of the brand.
In France, because of high volume of customers visiting stores in major fashion cities, staff of the company is trained to provide efficient and fast customer service. The employees help the customer to find the items quickly. The main focus is on speed and accessibility. In the country, the company employs a total of 11,300 workers, of whom 70% are part of Zara's staff (Alonso, 2023).
In Italy, customer service is focused on advice on fashion and styling assistance. 57.3% of Italians intend to reduce their retail expenditure, mainly by doing more price comparisons online before purchasing items (UK.finance, 2024). Hence, the role of the staff is important in providing product recommendations, styling suggestions, and detailed information about materials or design. ZARA ITALIA has approximately 5K employees as of December 2025 (Leadiq, 2025).
6. Process Strategy
Zara is known for its rapid design-to-retail cycle. It creates new designs and puts them into stores in a week or two (Roll, 2021).
The company uses advanced inventory management systems and digital logistics in both France and Italy. This makes sure those products are replenished frequently and there is minimum shortage of stock. This encourages repeat visit among the consumer. 
However, in France the process focuses on fast product turnover and regular update of trend. On the other hand, in Italy, it ensures availability of fashionable yet refined designs that match expectation of the consumer for style and quality. 
To support its fast-fashion model, Zara follows a centralised yet locally responsive customer complaints process in both countries. Customers can raise complaints with the help of in-store staff, official website, mobile app, or customer care services. In France, the process is digitally powered and speed-focused. This ensures fast resolution. On the other hand, in Italy, there is greater emphasis on personalised in-store assistance and quality-related resolution,
7. Physical Evidence
Physical evidence means the factors that impact the point of view of the customer for the brand like the design of the store, packaging, and visual merchandising.
The stores of the company in both the market follow a modern minimalist design concept (Amworldgroup, 2025). It features spacious layouts, neutral colours, and well-organised clothing displays. 
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Figure 27: Inside of Zara store
(Source: Amworldgroup, 2025)
In France, stores emphasise on large window displays and seasonal fashion presentations. This indicates the country’s strong fashion culture centred around Paris. 
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Figure 28: Website of France
(Source: Zara, 2026)
In Italy, stores highlight stylish product arrangements and design-focused collections. This aligns with the country’s reputation for creativity in fashion.
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Figure 29: Zara Italy website
(Source: Zara, 2026)
Overall Comparison
The company maintains a constant global marketing mix. It makes strategic adaptations according to the cultural and economic differences in both the markets. In France, to attract price sensitive and environmentally aware consumers; the organisation focuses on affordability, sustainability messaging, and frequent product updates. In contrast the strategy in Italy concentrates on quality of design, digital engagement, and fashion inspiration. 
[bookmark: _Toc227758738]C. Directional Development Strategy of Zara in France
The Ansoff Matrix describes the expansions of Zara and how this expansion strengthens its position in the market.
· Market Penetration: The Company mainly enhances its market penetration by increasing the sales of existing products in the French market. The brand operates flagship stores in major cities such as Paris, Lyon, and Marseille. France’s online fashion sales exceeded $23 billion in 2025 (Coherentmarketinsights, 2025). This encourages the company to combine online shopping with in-store experiences.
· Product Development: The company implements product development by launching new collections customised to sustainability trends. For instance, Join Life collection uses recycled materials and eco-friendly fabrics. 73% of textile fibre used by the company are of lower impact (Zara, 2026)
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Figure 30: Progress on Fibre plan
(Source: Zara, 2026)
This responds to growing environmental awareness as second-hand clothing accounts for 10.9% of apparel sales by volume in France (Borlizzi, 2025).
· Market Development: With the help of market development, the brand expands its reach. It strengthens its digital platforms and targeting younger online consumers through e-commerce and mobile applications
· Diversification: Zara explores diversification through sustainable fashion initiatives, digital innovations, and new retail technologies. This supports long term growth in French fashion market.
[bookmark: _Toc227758739]D. Ethical Issues in the Marketing Mix of Zara in France 
1. Environmental Sustainability and Fast Fashion: One of the main ethical concerns of Zara’s marketing mix in both France is the environmental impact of the fast-fashion business model. To maintain its rapid trend cycle, the company launches thousands of new designs annually. This encourages more consumption. The fashion industry is accountable for 10% of global carbon emissions, producing 1.2 billion tons of carbon dioxide annually (Brui, 2024). 
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Figure 31: Estimated growth of emission from fashion industry
(Source: Brui, 2024)
In France, policymakers have become increasingly critical of fast fashion, proposing regulations targeting high-volume production and waste. In response, the brand is forced to ensure that its product strategy promotes sustainable production and various recycling initiatives.
2. Supply Chain Transparency and Labour Practices: Another issue is labour practices and transparency in supply chain. French regulations increasingly require brands to provide transparent information about product materials and environmental impact (CIMETIERE, 2025). To protect the reputation of brand and comply with stricter European regulations, Zara must maintain ethical sourcing, fair labour standards, and transparent production
[bookmark: _Toc227758740]E. Recommendations for Future International Marketing Strategy of Zara in France and Italy 
France
Strengthen Sustainability and Circular Fashion: The brand can enhance its sustainable collections and circular fashion initiatives in France, where environmental awareness is high. World produces 92 million tons of textile waste every year (Ruiz, 2026).
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Figure 32: Global textile waste
(Source: Ruiz, 2026)
Enhancing the use of recycled fabrics, clothing repair services, and garment recycling programmes would  align with stricter European sustainability regulations.
Focus on digital engagement: The company should also prioritise digital and omni-channel marketing. Globally, 20.9% of people prefer buying fashion online (Uniformmarket, 2025). To increase engagement and loyalty, the company should invest in mobile apps, personalised recommendations, and social media platforms.
Italy
Enhance Premium Customer Experience: In Italy, the company can enhance its position by improving in-store presentation, visual merchandising, and personalised services. Italian consumers gives preference to style and craftsmanship. Hence, tailored assistance, curated collections, and high-quality store environments will boost the satisfaction of the customer.
Leverage Data-Driven Digital Innovation: To predict fashion trends and deliver targeted collections, the company should invest in AI-driven analytics (Stryker, 2024). The company should also enhance its omni-channel strategies, such as click-and-collect and personalised online recommendations. 


[bookmark: _Toc227758741]Section 2: Reflection
International marketing principles play a pivotal role in the business that operates in domestic as well as foreign markets. The company namely Zara, one of the well-established and renowned global fast-fashion companies has been selected in this report. Along with that Italy and France have been chosen as their foreign markets in order to conduct a detailed analysis on their different marketing approaches and practices. By applying the Gibbs’ Reflective Cycle, my overall learning journey has been analysed here (Taets, 2024).
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Figure 33: Gibb’s Reflective Model
(Source: Flynn, 2024)
Description
During the course of research for the assignment, I have learnt about the different effective marketing strategies that Zara uses especially in their foreign markets like France and Italy. By conducting a PESTEL analysis on Zara in both the international markets like France and Italy, I have got knowledge about the macro-environmental factors such as political, economic, social, technological, environmental, and legal which plays crucial role in the fashion trends, customer behaviour, purchasing pattern, and cultural preferences of customers in both these countries. Several credible information sources like business reports, academic journals, and industry-based current data help me gather important information about the pattern of fashion consumptions in both the markets (Flynn, 2024). After identifying macro-environmental factors through PESTEL analysis, I have conducted a competitive analysis on the marketing practices of Zara within both the foreign markets like France and Italy with the help of STP framework. This comparative analysis helped me to understand the different brand positioning approaches that Zara uses in their France and Italy markets for customers who have different cultural preferences and fashion choices. During the course of writing, I have also analysed how Zara uses their different promotional approaches, pricing strategies, product offerings in both the foreign markets as per cultural preferences and economic conditions with the help of 7P's marketing mix framework. Apart from this, I have also gathered information on instances such as fast-fashion criticism, labour exploitation, and unethical product-sourcing of Zara within France and Italy in order to ensure ethical concerns in their international marketing approaches.
Feelings
I feel very excited during the course of learning and working on this project on Zara. It provides me with an adequate opportunity to learn about the global brand Zara which is one of the most famous fast-fashion brands in the world that have different and engaging marketing strategies for the different markets. Throughout the process of gathering information on Zara I feel very engaged (Ide, 2023). However, I started to feel overwhelmed due to the extensive amount of information that I gathered while conducting the PESTEL analysis on Zara within their foreign markets France and Italy. I have also struggled to recognise the relevant and suitable macro-environmental factors that can align with the fast-fashion industry.
Evaluation
During the course of work, I experienced both good and negative learning experiences. One of the most significant positive points of my whole learning experience is that it has provided me with enough chances to enhance my research skills by allowing me to gather an extensive amount of information about the different marketing approaches of Zara in their foreign markets. However, at first I faced difficulties gathering relevant information related to the choosing topic from the internet. Over the course of the learning process, I have realised the importance of credible information sources in the research process such as business publications, academic books, journals, and industry and market reports. The learning process also helps me to improve my analytical skills (Young, 2023). By using several structured frameworks like 7 P's marketing mix, PESTEL, and STP, I have learnt to organise the extensive amount of gathered information more logically. Despite these positive aspects of my learning experiences, I have also identified my limitations. Due to the lack of critical thinking abilities, I often struggled in comparing the different cultural nuances of foreign countries. Furthermore, due to my poor time management skill I struggled to organise my research and writing work and complete the task within the set deadline.
Analysis
During the progression of my learning journey while working in this assignment I have realised that an individual requires several professional and academic skills to conduct an effective international marketing analysis. Critical thinking abilities are one of the crucial academic skills that is highly required while conducting this kind of business analysis. With the help of effective critical analytic skills, one can effectively comprehend the importance of different cultural values on fashion choices (Herbert-Smith, 2025). It also helps in understanding the way cultural influences link to the effectiveness of marketing strategies. Another significant academic skill is analytical thinking abilities which help one to effectively compare different marketing strategies on the basis of consumer expectations, economic conditions and cultural influences. I have also realised that academic writing skill is also very important for ensuring high efficiency and performance delivery while working on the assignment of international marketing strategies.
Conclusion
This assignment can be considered as one of the significant learning experiences of mine during my academic journey. It helps me to identify my area of strengths as well as the skills that I need to develop more. While working on this project, I have improved my research skill and gained deep knowledge about the different marketing strategies in the international business scenario (Cutillas and Benolirao, 2023). I have also realised that I need to improve my critical thinking abilities which will help me improve in conducting comparative evaluations. By improving my time management skills, I could have invested more time to be involved in the deep research and understand the analysis more effectively (Hart, 2024).
Action Plan
· I need to develop my critical thinking abilities by investing more time in going through market analysis of different businesses which will help me identify the implications of the information more effectively.
· I am also required to improve my time-management skills by breaking the large assignment task into small and achievable targets. It will help me provide adequate time to every segment of my work such as researching, taking notes, drafting, writing, and editing. It will help me avoid work pressure and improve my academic performances (Zimmerman, 2023).
· I also plan to enhance my research skill abilities by assessing credible academic databases and business reports. It will help me gather more related and relevant information related to the assignment topics.
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« Eco-tax measures introduced: France willlevy up to €10 per item by 2030 on ultra-fast fashion goods, with
funds directed 1o support sustainable local fashion

« Ad and influencer ban enacted: Advertising and influencer promotion of ultra-fast fashion will be banned to
curb overconsumption, especially among youth.
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This month, France continued its war on fast fashion with new amendments to a climate
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Zara's primary approach to sustainable products is its Join Life initiative. The garments in this collection are taking steps
toward sustainability through processes and raw materials that reduce environmental impact. Garments are manufactured
using eco-friendly materials such as organic cotton, Tencel, recycled polyester and more.
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Zara’s second-hand platform arrives in France

Inditex is continuing its strategy of rolling out ts Zara Pre-Owned platform. Starting from
Thursday, September 7, the service will be available in France, the second market where the

Spanish chain introduces this innovation after the UK. As announced by the group chaired by
Marta Ortega at its latest shareholders’ meeting held last July, this initiative wil extend to “all

key markets” by 2025, It is expected to reach Spain and Germany in the current fiscal year.
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PROGRESS ON THE FIBRE PLAN

We have achieved that 73% of the textile
fibres we use are of lower impact, with the
goal of reaching 100% by 2030. Below is a
breakdown of the progress by fibre type to
reach the final target in 2030:

40% of textile fibres coming from
conventional recycling. 2024 Achievement:
39%

25% of textile fibres coming from organic
or regenerative agriculture. 2024
Achievement: 23%

10% of textile fibres coming from other
lower-impact alternatives. 2024
Achievement: 10%
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