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[bookmark: _Toc227833199]Section 1
[bookmark: _Toc227833200]1. Introduction 
The international business is a dynamic and complicated environment that is influenced by economic, political, legal, cultural, and competitive pressures (Hill, 2020). As multinational corporations (MNCs) grow across national borders, they must be keen to evaluate both opportunities and limitations posed by host country environments critically. This report will discuss the clothing and fashion industry in China which is one of the largest consumer markets in the world and will analyse the international business status of Zara, the flagship brand of the Inditex S.A. Spanish multinational and the largest fashion retailer in the world (Aftab et al., 2018). China provides a good case study based on its size, blistering growth and emerging competitive forces between international fast fashion brands and emerging national competitors (Camargo et al., 2020). The convergence of China manufacturing culture, emerging middle class, and online shopping ecosystem creates a complex environment to foreign fashion MNCs. Based on Porters Diamond Model of National Advantage and a political, economic , legal and cultural dimention analysis, this report proceeds to critically assess the industry competitive environment and the strategies that affect the operations of Zara in China. This report aims at achieving three goals. It will examine the structure and competitive forces in the Chinese apparel industry; to deploy the Diamond Model of Porter to examine the competitiveness of the industry in the global arena; and to critically examine the political, economic, legal, and cultural forces influencing the success of Zara in China.
[bookmark: _Toc227833201]2. Industry and Country Overview
[bookmark: _Toc227833202]2.1 The Apparel Industry in China
The apparel and fashion market of China is one of the largest staples of the national economy, comprising of the production, sales, and technological advancement (Statista ,2024b). The industry has high scale and a long-term growth, which confirms the role of China as a world leader. The market is estimated to be at a level of about US$276.42 billion revenue in 2025 with a growth rate of 6.86 per year between 2025 and 2029 (Woodburn Global, 2025). This growth is a result of the increasing domestic demand and the pace of digital transformation.
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Figure 1: China E-commerce Apparel Market
Source: (Jing Daily, 2025)
China also plays a dominant role in global apparel supply chains, accounting for over 30% of worldwide exports and remaining the largest manufacturer and exporter for more than a decade (Bafna, 2023). Advanced production capabilities, cost advantages, and efficient integration of supply chains support this leadership. Statista, (2024) also forecasts that the apparel market will experience a compound annual growth rate of 4.01% in the years 2024-2029 and will be US399.80 billion in 2029. Online sales contribute over 35% of total transactions, significantly above the global average (Jing Daily, 2025), highlighting the critical role of e commerce.
The industry is not just important as a consumption. The textile industry in China has produced more than 4 trillion yuan of annual output, with the apparel industry leading in cross border business to consumer e commerce close to 25% of the gross merchandise value (Raw Shot, 2025). The rise of the tier 2 and lower tier cities is increasingly fueling growth as increasing incomes and the growth of retail infrastructure is creating new consumer segments.
[bookmark: _Toc227833203]2.2 Key Domestic and Multinational Firms
Chinese apparel industry is defined by a high concentration of both national and foreign companies, with the domestic brands becoming more and more prominent. The collective market share of Chinese brands increased to 56.1 in 2024, in comparison to 35.8 in 2020, which indicates a definite shift in the consumer preference to the local identity, affordability, and cultural relevance (Statista ,2024b). Some of the key domestic players are Anta Sports, Li-Ning, Bosideng, and Shein. Shein is a disruptive player in the industry with a valuation of US66billion in 2023 and revenue of around US23 billion in 2022 due to its AI powered and highly responsive supply chain system (Raw Shot, 2025).
[image: Shein vs H&M vs Zara | Sacra]
Figure 2: Competitors revenue comparison with Zara
Source: (China Daily, 2025)
Although domestic brands have emerged, multinational firms still have a big role to play. Fast fashion giants like Zara and H&M have been enjoying a good brand name in China (Business of Fashion, 2024). As of January 2024, Zara had 118 stores in China, which was its biggest store network outside of Spain (Global Times, 2024). In the meantime, Japan-based Uniqlo has realized significant growth and has approximately 930 stores in mainland China, with a 28% growth of operating profit due to post pandemic recovery (Business of Fashion, 2024).
The use of digital performance also brings competitive positioning amongst these firms. Zara and H&M achieved gross merchandise value exceeding 1,059 million and 278 million yuan respectively of March 2023-February 2024 on the platform of Tmall, one of the most popular e commerce sites in China (Statista ,2024a). This analysis reveals that Zara has a greater online presence and can fit into the online retail ecosystem of China. Overall, the industry reflects a dual structure where domestic brands gain momentum through localisation and innovation, while multinational firms compete through brand equity, scale, and digital adaptation.
[bookmark: _Toc227833204]2.3 Competitive Positioning Map
Chinese apparel industry is defined by a combination of strong national corporations and well-developed international brands that compete with each other employing different strategies and market positioning (IMF, 2025). Domestic firms like Anta Sports, Li-Ning, Bosideng and Shein have experienced massive waves with the use of localisation, low prices and digital innovation. Notably, Shein dominates the low price segment, increasing its market share from 27% to 35% among six major brands in 2024, reflecting its disruptive ultra fast fashion model (Business of Fashion, 2024).
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Figure 3: Positioning map for Zara in China
Source: (Woodburn Global, 2025)
Zara and H&M are the participants in the mid market of the multinational sphere and Uniqlo has the differentiated strategy based on the functional basics (Business of Fashion, 2024). The positioning map indicates that Zara has occupied a mid to premium and trend oriented position between affordability and design and speed with a good global brand equity (Inditex, 2025a). Uniqlo, however, is placed nearer to functional and quality oriented consumption and targets the changing consumer preferences in China (China Daily, 2025). H&M is still in the mid to lower segment but is under pressure of both the premium differentiation and the low cost disruption. Overall, competitive positioning is defined by pricing, product focus, and digital capability (World Bank, 2025).
[bookmark: _Toc227833205]3. Porter's Diamond Model: Global Competitiveness of China's Apparel Industry
The Diamond Model of National Advantage by Porter offers a framework approach to why some industries are more competitive internationally, in particular countries (Porter, 1990). 
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Figure 4: Porter’s diamond model
Source: (Vlados, 2019)
[bookmark: _Toc227833206]3.1 Factor Conditions
The apparel industry in China enjoys an outstanding ground of factors conditions, including both rudimentary and high-end factors. China represents about half of total output of chemical fibres in the world, and this is a key raw material in fast fashion (Camargo et al., 2020). The high and large labour force in the country with an increasing wage in the coastal provinces remains a great cost advantage compared to Western competitors. Additionally, the well-developed logistics network like high-speed rail freight, large container ports of Shanghai/Shenzhen, and centralized e-commerce platform like Keystoned by Alibaba, JD.com and Pinduoduo serve as a high-tech factor condition and directly influences the requirements of fashion retail in the domain of speed-to-market (Grand View Research, 2024). The combination of big data analytics with artificial intelligence (AI) into the supply chain and consumer behaviour analysis further strengthens the factor base of China.
[bookmark: _Toc227833207]3.2 Demand Conditions
China has incredibly advanced and challenging home market environments of clothing. Consumer affluence is expected to drive the average revenue per user (ARPU) in fashion industry in China above US$350 in 2024 (Raw Shot, 2025). Most crucially, the fashion is viewed by Chinese consumers and especially those born between 26 and 35, as a lifestyle statement and more than half of them want to derive emotional satisfaction through their buying behaviors (China Daily, 2025). This has raised the consumer levels of trend responsiveness, quality and digital convenience. The intensive growth of livestream business, and the GMV of the live commerce fashion market of China had already ranged more than 400 billion yuan in 2022 are the examples of sophistication and innovation of Chinese consumer needs (Statista, 2024a). Intensive conditions such as these which serve as strong motivators to industry creativity and global competitiveness.
[bookmark: _Toc227833208]3.3 Supporting and Relating industries
An entensive network of other supporting and related industries supports the competitiveness of the China apparel industry (Woodburn Global, 2025). These comprise a huge textile production sector, an advanced dyeing and finishing facility, accessories, and packaging sectors and most importantly the most advanced digital commerce system in the world. The sites like Taobao (retailing more than 1 billion fashion items in a year), Douyin (Tik Tok), and WeChat have formed distinctive commerce ecosystems that endorse both their national and global fashion labels ( Raw Shot, 2025). Availability of technology companies that can offer AI-based trend-forecasting, RFID inventory presentation, and consumer analytics is one key supporting sector that can be tapped by global brands that have operations in China. Related and supporting sector such as the one found in the fashion-technology nexus in China establishes positive externalities that enhance the competitive advantage of a nation, which are easily visible in the Chinese fashion-technology nexus (IMF, 2025).

[bookmark: _Toc227833209]3.4 Firm Strategy, Structures and Competition
China has one of the most developed and the largest apparel markets in the world. Chinese fashion market is estimated to grow by 6.86 percent per year to hit US 276.42 billion by 2025 and an impressive US 399.80 billion by 2029, which shows its massive size (Woodburn Global, 2025). Due to consumer affluence, the average revenue per user (ARPU) will be more than US 350 in 2024 (Raw Shot, 2025). Most importantly, Chinese customers especially those between the ages of 26 to 35 consider fashion as a statement of their lifestyle, and more than 50% expect to find emotional gratification by making a purchase.r. This has placed demands on responsiveness to trends, quality, and convenience of digitization. In China, the GMV of the live commerce fashion market was above 400 billion yuan in 2022, which is also a sign of consumer sophistication (Statista, 2024a). The presence of these challenging conditions are effective drivers of industry innovation and global competitiveness.
[bookmark: _Toc227833210]3.5 Government Role
The Chinese government has been active in ensuring the competitiveness of the apparel industry, influenced by industrial policy, investment in infrastructure, and trade facilitation (IMF, 2025). The Five-Year Plans put in place by the government are strategic in assigning resources to the modernisation of textile manufacturing, digital commerce infrastructure and export promotion, providing an orderly developmental atmosphere in the industry. The CNTAC estimates the sales of clothing to be over US 415 billion per year by the year 2025, which indicates the effectiveness of the development of the industry supported by the state (Woodburn Global, 2025). Nonetheless, the regulatory interventions also limit foreign actors; the Personal Information Protection Law (2021) in China limits foreign retailers to use consumer data, regular product quality inspections put foreign brands on the watchlists, and the textual control of digital advertising systems on websites such as Douyin make it a heavier burden on MNCs (Raw Shot, 2025).
[bookmark: _Toc227833211]3.6 Chance Events
Chance events are unexpected events that may radically redefine industry competitiveness, beyond the influence of firms or governments (Porter, 1990). The COVID-19 pandemic was the watershed event of the Chinese apparel industry, boosting the transition to the e-commerce and online-fashion consumption area many times over, completely reshaping consumer behaviour and retail infrastructure (Camargo et al., 2020). The pandemic pushed brands such as Zara to hasten online efforts in China, integrating platform-based commerce, specifically livestream selling, into Douyin and Tmall as a long-term business notion and not an auxiliary feature (Vlados, 2019). Also, the US-China geopolitical tensions have been increasing as an opportunity event, driving the diversification of the supply chain and unintentionally boosting homegrown Chinese brands by intensifying nationalistic consumerism (Raw Shot, 2025). These occurrences show that competitive advantage can never be totally deterministic.
[bookmark: _Toc227833212]4. Critical Evaluation of Zara's Operations in China: Market Attractiveness and Operational Factors
As the flagship brand of Inditex S.A., the world's largest fashion retailer Zara represents one of the most prominent foreign multinational corporations operating within China's apparel and fashion industry (Aftab et al., 2018). Zara entered China in 2006 and has built a large presence in operations in the retail sector, logistics, and digital commerce platforms. By January 2024, Inditex had 242 stores within each of its Chinese brand formats, 119 of which is solely Zara, the largest hub of inditex stores outside of Spain (Inditex, 2025b). To critically assess the factors that influence the success of Zara in China the influences of this aspect require a systematic consideration of the political, economic, legal, and cultural environment based on Hofstede dimensions of cultural dimensions to question the cultural dimensions of market desirability (Hofstede and Minkov, 2010).
[bookmark: _Toc227833213]4.1 Political Factors
State Governance and Market Access: The centralised rule by the CCP in China establishes structured and policy-laden business environment which to established foreign retailers like Zara gives them a huge strategic advantage. According to Hill (2020), government policy is a key player of international business opportunity and in the case of China, it is several political processes that directly contribute to the success of Zara in operation. The WTO membership has formalised the market access in China and has lowered the import tariffs, allowing the Inditex to retain its globally integrated supply chain at reasonable trade prices (Inditex, 2025a). This has enabled Zara to compete at lower prices without compromising margin structures which achieved record global net profit of 5.87 billion in the fiscal year 2024 (Jing Daily, 2025).
Government Consumption Policy: The 14th Five-Year Plan of the Chinese government (2021-2025) specifically focuses on promoting domestic consumption, which structures premium branded retail expenditure, which is the exact segment targeted by Zara (IMF, 2025). Zara has been able to deliver a robust digital performance directly facilitated by government expenditure on digital commerce infrastructure such as e-commerce regulatory frameworks and modernisation of logistics, delivering GMV of over 1,059 million yuan in Tmall between March 2023 and February 2024 (Business of Fashion, 2024).
Infrastructure and Trade facilitation: The support of Zara to implement its super-responsive supply chain system in China has been strengthened by the state-sponsored development of world-class logistics infrastructure, such as high-speed freight networks and large container ports (Aftab et al., 2018).). Inditex also uses government assistance in forming digital trade zones, which further promotes the activities of the company in the omnichannel retailing of Zara in tier-1 and tier-2 cities in China (Woodburn Global, 2025).
[bookmark: _Toc227833214]4.2 Economic Factor
Macroeconomics path and consumer demand: Macroeconomic factors in China provide a mixed outlook to the high-end fast fashion stores. IMF (2025) forecasts China to have a GDP growth of 5.0 in 2025 and 4.5 in 2026 due to fiscal stimulus and export strength. Likewise, the World Bank (2025) also forecasts continued growth of 4.9 percent in 2025 though it warns that a lack of consumer confidence, poor domestic demand and the ongoing contraction of the property sector are structural headwinds to consumption. The conditions directly apply to Zara that is in the mid-premium price positioning that depends on consumer spending cycles. The Chinese prefer alternatives, which are based on the value equation, driven by the economic uncertainty, which is an advantage to the ultra-low pricers including Shein, at the cost of Zara (Bafna, 2023).
Market Scale and E-Commerce Growth: Regardless of these head winds, the size of the Chinese apparel market is a strong economic incentive allowing Zara to exist any longer (World Bank, 2025). In 2025, the revenue is estimated at about US$276.42 billion, and the market will hit US399.80 billion in the year 2029, indicating an annual growth of 6.86% ( Statista, 2024a). 
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Figure 5: China apparel industry  value forecast
Source: (Grand View Research, 2024)
More than 35 percent of all apparel sales in China are now online, which compares to the global average of approximately 12 percent; this creates an investment opportunity to Zara and its online commerce system (Raw Shot, 2025). Inditex has reacted by investing up to 900 million dollars a year in the growth of logistics capacity and digital platform investment in 2024 and 2025 (Inditex, 2025b), indicating its plans to intensify rather than disengage its involvement in China.
Competitive Pricing Pressures: One of the economic crises that Zara has faced in China is competition among pricing. Price escalation has been part of the global approach of Inditex to safeguard the margin of profits, successfully generating a record net profit of 5.87 billion in 2024 fiscal (Jing Daily, 2025), but this approach poses affordability challenges in a market where Shein has also grown its market share to 35% among a group of major brands as of 2024 with ultra-low Backing this point, Camargo et al., (2020) observe that speed and price are both stipulations of competitive advantage in fast fashion, and Zara has simultaneously re-adjusted price downwards and upwards, risking to compromise the price-for-trend value proposition that initially made Zara stand out among luxurious rivals in Chinese market.
[bookmark: _Toc227833215]4.3 Legal Factors
Market Protection and Foreign Investment Law: The positive climate that foreign retailers functioning at the scale of Zara have recently been based on in China is a result of progressive restructuring of the country legal practices (World Bank, 2025). The Foreign Investment Law (2020) reinforced further protection of foreign investors by expressly banning forced technology transfers and enforcing equal treatment of foreign and local enterprises under the Chinese commercial law. In the case of Inditex, such legal safeguards offer a predictable basis of long-term capital investment directly benefiting the company to invest in logistics up to €900 million in China yearly (Inditex, 2025b).
WTO-Aligned Intellectual Property Framework: The continued integration of the IP enforcement regime in China into WTO requirements has increasingly bolstered legal safeguards of internationally recognised fashion brands (IMF, 2025). The formalised IP registration systems and enhanced platform level protection of Tmall and JD.com give Zara a viable legal recourse to counterfeit reproduction which proactively defends the brand equity and pricing power which the company uses to pursue its mid-premium market positioning (Kotler et al., 2022). The robust protection of IP acts as a continuity on design investment, which upholds the core competitive edge of Zara, which is its quick trend appropriation (Aftab et al., 2018).
Quality Driven Consumer Protection Law: The Consumer Protection Law of China, though challenging, establishes a legal framework of the market, which rewards brands that adhere to quality of goods produced and transparent labelling (World Bank, 2025). In the case of Zara, adherence to these standards motivates the quality improvements of supply chain that can both meet the Chinese regulation demands and meet the demands of the quality of more sophisticated and refined Chinese customers. According to Aftab et al. (2018), this super-reactive supply chain model inherently allows Zara to be flexible enough to address legal quality changes without jeopardizing its own competitive speed benefits over less responsive rivals.
[bookmark: _Toc227833216]4.4 Cultural Factors
Application of Hofstede's Cultural Dimensions: The six-dimensional cultural model conceived by Hofstede et al., (2010) offers the most popular framework used to evaluate the lack of fit between MNC strategies and hosts market values.
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Figure 6: Hofstede's Cultural Dimensions
Source: (Market Me China, 2025)
This framework continues to be at the core of the academic practice domain of international businesses, and thus, it is suitable to analyze the cultural fit of Zara in China through this theoretical framework.
Power Distance and Brand Status Signalling: China has a score of 80 on the power distance index of Hofstede, which means that it is a highly hierarchical society that places brand prestige and social status as strong consumer drivers (Management Study Guide, 2025). This aspect has traditionally played to the advantage of Zara, since its branding as a global fashion brand added aspirational value amongst Chinese consumers entering the growth phase of the brand. Nevertheless, the status premium of Zara has worn out as domestic brands like Anta and Li-Ning established similar status narratives, which they based on the nationality. According to Wang et al., (2023) brand equity in high power distance markets is especially susceptible to competitor repositioning in which brands identify with culturally meaningful identity discourses exactly the dynamic that Zara is undergoing with the Guochao movement.
Collectivism and Social Proof in Purchasing Behaviour: The extremely low score of individualism (20) in China indicates a highly collectivist consumer society, where social demonstration, group values and peer approval are the main factors in determining whether or not to buy a product (Connell et al., 2023). This cultural trait has structural effects to the marketing strategy through which Zara will operate in China. The swift rise in KOL (Key Opinion Leader) marketing, livestream commerce, and social commerce platforms like Xiaohongshu (Little Red Book) and Douyin are direct manifestations of the collectivist buying behaviour where trusted social influencers legitimise consumption options to mass demographic (IMF, 2025). Zara has been active on these platforms on GMV on the livestream commerce channel of Tmall but finds it difficult to compete with domestic brands that have stronger cultural connections and broader KOL circles (Business of Fashion, 2024).
Quality Shift and Long-Term Orientation: China is characterized by a very high long-term orientation score (87), which indicates a consumer culture where the concept of product durability, brand heritage and quality is more valued over novelties and price (Management Study Guide, 2025). This dimension poses a big strategic challenge to the fast fashion model of Zara. According to China Daily (2025), the consumers of the age group between 36 and 45 years; an increasingly rising, economically relevant group focused on products of quality and cultural identity, where there are 74% consumers who make consumption decisions putting more emphasis on cultural identity than trend currency. The cultural change is essentially a true threat to the changeable-fashion logic of Zara core business model and a force on the brand to invest in quality signalling, store experience, and brand communication as a story, which extends beyond the seasonal collections (Jing Daily, 2025).
Strategic Cultural Adaptation: Zara Response: The aspect of strategic adaptation to cultural complexity in China can be seen in the change of the volume-intensive expansion of multi-stores into the quality-based, flagship-intensive, omnichannel, model of Zara (Wang et al., 2023). Although the company closed down about 100 stores at the height of its success, it publicly declared in April 2024 that China is an important strategic market and that it still will be opening larger flagship stores with high levels of digital technology (Global Times, 2024). This is an intentional reinterpretation of culture  in bigger retail experiences to support a high-end brand image and shift the perception of Zara being a mid-priced fast fashion brand. The fact that Inditex has invested in digitally integrated stores enabling Douyin livestreaming and Tmall interactive business, can be seen to signify an appreciation that being culturally aligned in China means that the platforms have to be truly locally meant to be integrated, rather than just having products (Inditex, 2025b).
[bookmark: _Toc227833217]4.5 Overall Market Attractiveness Assessment
Limitations of the Chinese Environment
Even with these strengths, there are still major structural limitations. The Guochao movement of political nationalism is still refocusing consumer loyalty in domestic brands ( Business of Fashion, 2024). The target segment of Zara is limited by macroeconomic headwinds such as low consumer confidence and deflationary pressures (World Bank, 2025). Unremitting competition with Shein that increased its market share to 35% of major brands in 2024 exerts a long-term pricing strain on Zara mid-premium positioning. According to Hill (2020), MNCs that achieve success have to balance global brand consistency and substantive local responsiveness, which accurately represents key strategic challenge that will shape the Zara path in China.
Success Factors
China is a strategic and attractive market that Zara can tap into due to the convergence of structural strengths. The market size of US 276.42 billion in 2025 projected to increase to US 399.80 billion in 2029 offers a considerable potential in the revenue of an established global brand (Woodburn Global, 2025).). High consumer engagement is evidenced by Zara being a digital leader among European fashion brands in Tmall regarding annual GMV of over 1,059 million yuan between March 2023 and February 2024 (Business of Fashion, 2024). The long-term investment of capital of 900 million in logistics and digital infrastructure by Inditex also supports the fact that the company is a long-term believer in the Chinese market (Inditex, 2025b). The government consumption policy of the 14th Five-Year Plan and positive legal adjustments made by the Foreign Investment Law 2020 are combined to form structural enabling environment of high-end foreign retailers (IMF, 2025).
[bookmark: _Toc227833218]5. Conclusion
This report has explored the Chinese apparel and fashion sector on the basis of several analytical dimensions with Zara being the centre of critical analysis as a multinational company. The apparel sector in China exhibits remarkable competitiveness in the world in terms of the four Diamond determinants, backed by unparalleled scale of manufacturing, advanced consumer demand, robust digital commerce environment, and stiff domestic competition that drives endless innovation. The future market volume of US399.80 billion in China by 2029 is a solid indication of the long-term strategic significance of China in the global fashion industry. In the case of Zara in China, the business environment is sophisticated with political nationalism, macroeconomic uncertainty, legal compliance requirements and the deep-rooted cultural values defining consumer behaviour and business success. The adaptation policy of the company, such as increasing flagship stores, adopting other platforms, like Tmall and Douyin, and positioning into quality-oriented, is a calculated reaction to the specified challenges. Nevertheless, the emergence of local competitors like Shein and Li-Ning, as well as culturally-oriented Guochao brands, still worsen the level of competition. To stay competitive, Zara needs to enhance product differentiation, further cultural localisation, and continue digital investment as China is among its most strategically significant but complex external markets.
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SECTION 2: REFLECTIVE ACCOUNT 
[bookmark: _Toc227833220]Applying Gibbs' Reflective Cycle 
According to Gibbs (1988), structured  reflection allows learners to develop deeper understanding and enhance decision-making. 
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Figure 7: Gibbs' Reflective Cycle
Source: (Tsingos et al., 2015)
Description
In this assignment, I had to research, analyse and write a 5000-word international business report on the activities of Zara in the Chinese apparel and fashion sector. The assignment required the use of various theoretical models such as the Diamond Model of National Advantage by Porter, the cultural dimensions by Hofstede, the political, economic and legal framework and integration of trustworthy and up-to-date industry information using institutional, corporate and scholarly sources.s. To create the evidence base that will allow conducting a Level 7 critical analysis, I organized my research process around locating credible sources published in 2020 and newer, cross-referencing corporate disclosures related to Inditex (2025a; 2025b), macroeconomic data, provided by the IMF (2025) and the World Bank (2025) and peer-reviewed schol
Feelings
I had a moderate level of confidence in my knowledge of the theoretical frameworks at the beginning of this assignment since I already had experience with frameworks like Hofstede cultural dimensions and Porters competitive models in the previous modules. Nevertheless, I also felt slightly anxious about the accessibility of the adequate amount of specific and verifiable data concerning the Zara operations in China. The corporate information about the performance of one and the same brand on a particular national market is commercially sensitive in many cases, and I feared that available public sources would present only superficial information. I felt much more confident as I started to conduct the research and find valuable sources such as the Business of Fashion (2024), annual report of Inditex (2025a; 2025b), and the IMF annual report of the consultation of Article IV (2025). When I started to write, I was truly interested in the depth of the subject matter and inspired by the intellectual challenge it posed.
Evaluation
There were definite advantages and limitations to the process of research and writing. One of my key strengths was my capability to triangulate evidence between various types of sources, including institutional economic data sources, namely IMF (2025) and World Bank (2025), primary corporate disclosures (Inditex 2025b), trade journalism ( Business of Fashion 2024), and scholarly literature. This triangulation yielded a more robust and emphasized analysis than would have been possible by focusing on only one category of sources would have provided.
One of the main shortcomings, though, was the relative lack of peer-reviewed scholarly literature that directly investigated the post-2022-strategic processes in China by Zara. A large portion of the existing academic literature covered Zara supply chain and business model in a global scope (Bafna, 2023), so I needed to translate the findings acquired globally to the China-specific setting instead of relying on China-specific empirical research.. This demanded a more critically synthesizing approach than I had originally imagined which, although very mind-challenging, did enhance my critical argument in overall quality.
Analysis
Conducting a critical reflection on the analytical process, the most demanding task intellectually was the ability to combine various theoretical frameworks into a form of coherent and critical story, as opposed to the application of one framework or the other. Using Porters (1990) Diamond Model, I at first developed the process of describing the determinants in a linear manner, without sufficiently analyzing the interaction between the determinants. I was aware of this weakness in the process, and redirected my analysis to consider how the advanced demand situations manifested via the growth of livestream commerce and Guochao nationalism directly influenced the strength of domestic competition, which demonstrated the interdependencies that Porter (1990) proposed in his model..
The Hofstede analysis of culture and Hofstede  et al., (2010) presented an alternate challenge. I was aware that the dimensions proposed by Hofstede are national generalisations that might not always be able to reflect the difference between generational and geographical consumer segments of China. This limitation is explicitly mentioned by Connell et al., (2023), and the inclusion of their critique in my analysis enabled me to approach the framework with a more reflexive approach and understand its practical value without ignoring its limitations. This approach of critically engaging with the theoretical instruments as opposed to blindly applying them is, in my opinion, a characteristic feature of postgraduate-level scholarship.
Conclusion
This assignment further enhanced my understanding of how complicated the international business environment can be and the relevance of source triangulation in building plausible, evidence-based arguments. I also realised that successful critical analysis involves not merely use of the given frameworks, but a readiness to challenge its boundaries and modify its utilisation to the particular circumstances. The vital practice that I need to work on is the ability to critique theoretical frameworks as such rather than simply implementing and apply them and to cross-scale more decisively between macro-level analysis and firm-level strategic implication in a single integrated argument.
Action Plan
	Development Area
	Specific Action
	Resources/Tools
	Target Timeline

	Critical evaluation of theoretical frameworks
	Actively engage with critiques of models such as Hofstede and Porter in peer-reviewed literature before applying them
	Google Scholar, academic review articles
	Next assignment

	China-specific academic literature retrieval
	Develop a structured search strategy targeting China-focused business journals using Google Scholar filters (2022–2026)
	Google Scholar; Journal of Chinese Economic and Business Studies; Asia Pacific Business Review
	Ongoing

	Integration of multi-framework analysis
	Practice writing analytical sections that explicitly connect two or more frameworks rather than applying each independently
	Past feedback; module reading list
	Next draft submission

	Primary corporate data literacy
	Incorporate annual reports and investor disclosures as primary evidence sources at the outset of research, not as supplements
	Inditex Annual Reports; IMF Article IV reports; World Bank Economic Updates
	Immediately
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