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[bookmark: _Toc227586733][bookmark: _Toc223697239]Section 1: Report
[bookmark: _Toc227586734]1. Introduction
The current study has chosen Zara, and the two countries are India and the UK, where the brand can be found. The report will conduct a comparative analysis of these two countries using the PESTLE framework to examine their microenvironments. Hofstede model will be utilised for an in-depth analysis of social and cultural factors will provide insights into consumer behaviour at Zara. It will be followed by another comparative analysis with STP and Marketing Mix of 7Ps to understand Zara's strategies in the chosen two countries. Various cultural and economic factors will be evaluated in this context, which will lead to the analysis of the directional development strategy in one of the countries. Ethical evaluation of the UK market will be depicted through examples of ethical and unethical marketing of UK-based companies. Hence, recommendations will be provided in the report to suggest to Zara about its international marketing strategies. Gibbs reflective cycle will be used for the second section to reflect on the entire experience of conducting the study on the strategic movements of Zara.
[bookmark: _Toc223697240][bookmark: _Toc227586735]2. Background of the chosen company
Zara is a global flagship brand of the Inditex Group and a powerhouse of the fast-growing fashion industry. The company was founded by Amancio Ortega and Rosalia Mera in 1975 in Galicia, Spain (INDITEX, 2026). The brand is currently owned by Inditex, which is one of the largest fashion retailers in the world. 
The mission statement of Zara is “to deliver the latest fashion trends at affordable prices while maintaining high standards of quality and customer service”. 
Vision in the key markets
The UK: Zara primarily focuses on omnichannel integration in this market, and the vision centres around creating a high-street seamless experience for customers, combined with a sophisticated digital platform (Forbes, 2026). 
India: Zara has entered India using a joint venture with Trent Limited of Tata in 2010, and here the vision of the company is to be aspirational yet accessible as an international brand (INDITEX, 202). The brand has chosen flagship locations in India, including premium malls, and is catering to products with seasonal relevance and local sizing. 
Zara tries to maintain a singular vision of efficiency and sustainability despite its different market dynamics. The production is mostly kept close to headquarters and in Portugal, Spain, and Morocco to react immediately to the fast-fashion trends.
[bookmark: _Toc227586736]3. PESTLE analysis of India and the UK for the macro environment
Gini and Agala (2023) have defined the macro environment as the combination of external, uncontrollable, and broad factors, such as political, economic, social, technological, legal, and environmental trends of a country. These factors directly impact the long-term operations, performance, and decision-making of an organisation. PESTLE analysis is an effective framework to analyse the macro environment of countries to decide organisational strategies. 
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Table 1: PESTLE analysis of India and the UK 
Table 1 represents the PESTLE analysis of the two chosen countries where Zara operates. 
Political
India: India allows 100% FDI in single-brand retail, which gives Zara complete control over its brand experience. However, the “Make in India” pressure imposes a threat, increasing political push for local sourcing, which makes the business less favourable (Apparel Resources, 2026). 
The UK: Geopolitical volatility, supply chain disruptions, and Brexit trade deals in 2026 result in EU-cross-border delays and create an unfavourable market for Zara (McKinsey & Company, 2025). 
Economic
India: Zara has the opportunity of Tier 2/3 expansion as disposable income in some cities is rising (Apparel Resources, 2026). Yet, the threat of inflationary costs can squeeze the economic performance of the company in price-sensitive markets. This makes Zara moderately favourable in the Indian market. 
The UK: Despite a stagnant GDP, the UK social trend of resale and rental models allows customers to seek “smarter value,” and Zara Pre-Owned allows it to capture revenue from a second-hand market, creating a favourable environment (McKinsey & Company, 2025).The national GNP of the UK has been recorded to be 1,029.018 USD billion with an inflation of 3.2% as of February 2026 (Trading Economics, 2026). Current online sales of Zara has risen by 9% year-on-year between February and March 2026.
Social
India: Despite aggressive competition from local players, like Tata's Zudio and Reliance Trends, Zara has the largest GenZ population in India, with their preferences for Western wear offering a direct win and a favourable market (Forbes, 2026). 
The UK: Despite the UK consumers having scepticism for the utilisation of AI, brand loyalty of the British shoppers for Zara has established a favourable environment among all the other ultra-fast-fashion apps (Beevers, 2025). 
Cultural 
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Figure 1: Country cultural comparison between India and the UK
(Source: The Culture Factor, 2026)
Figure 1 demonstrates a cultural comparison between India (Country A) and the UK (Country B) to determine which country is culturally favourable and which one is unfavourable. 
Power distance
The high power distance score is 77 for India and 35 for the UK, which makes India's fashion function as a critical identifier of economic success and status (The Culture Factor, 2026). However, the UK consumers respect skill and detest hierarchical behaviour. 
Individualism
The individualism score of India is 24, reflecting a collectivist society where social approval and peer groups dictate fashion. On the other hand, the score is 76 for the UK as British shoppers prefer identity and self-expression, and dressing for them is a personal statement (Haug and Roychoudhury, 2023). 
Motivation towards achievement and success
In this context, India scores 56 and the UK scores 66, which are quite close. It indicates that there is extreme competition in both of these countries and not just between brands (Ashraf et al. 2023). Both countries have consumers who are competitive for status against the brand. 
Uncertainty avoidance
Uncertainty avoidance score is 40 for India and 35 for the UK, which is a low-to-moderate score, showing Indian and UK consumers are open to new trends, but avoid recklessness (Vladimirova et al. 2022). Thus, the consumers of the selected two countries need cues of trust in the current fast-fashion trends. 
Long-term orientation 
India scores 51, and the UK scores 60 in long-term orientations, indicating more or less similar cultural midpoint and a moderate approach of balancing tradition (The Culture Factor, 2026). The score has also depicted that both of these countries do not immediately prioritise intensive future planning. 
Indulgence 
The indulgence score is 69 for the UK, showing a cultural value for gratification as people work hard and treat themselves for enjoyment. However, India scores 26, representing Indian culture, which is characterised by restraint (Bardeyet al. 2022). They have a deep-seated value for saving money for future social obligations and avoiding impulse buying. 
Critical analysis of the favourable culture in Country A and Country B
India is culturally favourable in terms of power distance (77) and individualism (24). Zara can position itself as “affordable luxury” in India, which will allow Indian consumers to be attracted to “premium luxury” collections in affluent areas to visually manifest social power (Haug and Roychoudhury, 2023). On another note, the UK is culturally favourable for individualism (76) and indulgence (69). The constantly rotating variety of the brand is a direct advantage in the UK, and indulgence works as the ultimate catalyst for the fast-fashion impulse. 
Critical analysis of unfavourable culture in Country A and Country B 
India is culturally unfavourable from the cultural elements of indulgence (26) and uncertainty avoidance (40). These cultural factors pose a threat to Zara as the company might be perceived by Indian consumers as purely decorative (The Culture Factor, 2026). It makes purchases from this brand too risky compared to trusted local brands. Contrarily, the motivation score (66) and power distance (35) make the UK less favourable. These factors make it challenging for Zara to maintain its traditional luxury status, where the brand needs to use data analytics to respond to popular trends (Vladimirova et al. 2022).
Technological
India: The cyber-resilience costs for digital payments (UPI) in India are dominating with the threat of large-scale data breaches, which makes it unfavourable for Zara in the Indian market. 
The UK: The advancement of AR and virtual try-ons in the flagship stores of London reduces return rates significantly, which works in favour of Zara in the UK (Yadav, 2026). 
Legal
India: Despite GST 2.0 rationalisation, India has strict enforcement of minimum wage and worker rights that increase local procurement cost and make it unfavourable for Zara (Forbes, 2026). 
The UK: Zara has a moderately favourable business environment in the UK due to the opportunity of Digital Product Passport (DPP) leadership and the threat of greenwashing penalties with “Green Claims Code” in the UK (Poynting, 2025). 
Environmental 
India: The “Green Textile” movement of India offers an opportunity for Zara to lead in this country by partnering with local organic cotton farmers and having a favourable environment (Forbes, 2026). 
The UK: Circular economy is a growing demand with “repair and recycle” services, which allows Zara to transform from a retailer to a service provider and creates a favourable environment (Poynting, 2025).  
[bookmark: _Toc227586737]4. Advantages and disadvantages of Hofstede’s model
Advantages: The major advantage of using Hofstede’s model for Zara is that this model can help in predicting consumer behaviour. For instance, Zara can understand that the brand must focus on “treating yourself” in the UK, as this country has a High Indulgence (Kole, 2025). On the other hand, India has a High Power Distance, which informs Zara that local store managers expect more top-down direction. Organisational management can be improved for this brand with a standardized comparison, which makes this model beneficial in this study's context. 
Disadvantages: This model is originally based on IBM employees from the 1960s-70s, which makes it less relevant for the global Gen-Z tribe. Besides, Zara targets segments, whereas Hofstede targets nations, meaning a wealthy South Delhi shopper might have a cultural profile that is closer to a Londoner rather than a rural Indian citizen (Yeganeh, 2025). Similarly, Hofstede often fails to describe the “Hybrid Culture” or the “Global Fast Fashion Culture” that overrides traditional national dimensions. This model is particularly unfit for India as it is a continent of subcultures, and one “India Score” cannot depict the massive difference in consumers of different cities (Kole, 2025). 
[bookmark: _Toc227586738]5. STP analysis
	
	The UK 
	India

	Segmentation
	Demographic: Urban individuals of 21-30 years seeking trendy and mid-range clothing. 
VALS segmentation
1. Innovators
Profile: High income and high resources
Zara’s appeal: “Limited edition” or “Studio” collection.
2026 context: View of Zara’s circular fashion as a sophisticated lifestyle choice. 
2. Achievers
Profile: Success and goal-oriented.
Zara’s appeal: The Woman and Man formal lines. 
2026 context: Digital integration. 
3. Experiences
Profile: Young and impulsive GenZ
Zara’s appeal: Offering trendy pieces
2026 context: AI-powered trend forecasting
4. Strivers
Profile: Motivated by achievement
Zara’s appeal: The core basic and TRF lines.
2026 context: Value-based pricing
Geographic: High-profile urban location in the major cities. 
	Demographic: Primarily aged between 18 and 40 years with a strong focus on college-goers and professionals. 
VALS segmentation
1. Achievers
Profile: the power-house segment
Zara’s appeal: Work-to-evening wears collection.
2026 context: AI-driven store mode mirroring fast-paced professionals. 
2. Innovators
Profile: High-income individuals.
Zara’s appeal: “Limited edition” or “Studio” collection. 
2026 context: Sustainability initiatives in India. 
3. Experiences
Profile: GenZ and young millennials
Zara’s appeal: The TRF line
2026 context: Indo-Western fusion trend
4. Strivers
Profile: Young consumers of Tier-2 cities.
Zara’s appeal: Rite of passage into global middle class.
2026 context: Value-based 
Geographic: Premium locations in metropolitan cities. 

	Targeting 
	Agile consumers who are working professionals and the Instagram generation have ethical consciousness, using a differentiated strategy (Mogaji et al. 2024).  
	Using a differentiated strategy for globalised professionals who demand Indo-Western fusion clothes that can be worn in modern Indian celebrations. 

	Positioning 
	Positioned as a “gold standard” of the high street and fast-fashion. 
	Positioned as an “aspirational luxury”. 


Table 2: STP of Zara in the UK and India
(Source: Influenced by Mogajiet al. 2024; Li et al. 2024)
Table 2 presents the segmentation, targeting, and positioning information of Zara in the two chosen countries. 
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Figure 2: Positioning map of Zara in India
(Source: Influenced by Aleem et al. 2024)
Figure 2 show that Zara has positioned itself in the top-centred position in the map. It has indicated a mid-range pricing and high-fashion orientation, which places the brand slightly closer to the premium side than Vero Moda and H&M (Aleem et al. 2024). However, the brand is competing with local trusted brands like Reliance Trends, MAX Fashion, and Pantaloons in the mass market. 
[image: ]
Figure 3: Positioning map of Zara in the UK
(Source: Influenced by Ray and Nayak, 2023)
Figure 3 confirms the position of Zara in the UK market in the centre-top of the map, reflecting mid-tier pricing and fashion-forward identity (Ray and Nayak, 2023). This brand is slightly more premium than Topshop and H&M, but below Chanel, Prada, or Burberry. Zara is a go-to for trend-conscious professionals in the UK who seek trendy collections at accessible price points. 
Similarities and differences of Zara in its existence in India and the UK
Similarity: In both India and the UK, Zara has positioned itself in the segment of “Speed to Fashion” and targets the early adopters of trendy fashion (Apparel Resources, 2026). In both regions, Zara has the position of High Street Fashion authority, providing a look of luxury without imposing a prohibitive price tag. 
Differences: Zara fits into the local social hierarchy of India, which differentiates the brand from the particular “job” of clothes for consumers in the UK (McKinsey & Company, 2025). The luxury perception of Zara differs in these two countries, which created a different position of the brand in the respective markets. 
[bookmark: _Toc227586739]6. Marketing mix
Definition 
The marketing mix can be defined as a foundational framework of controllable strategic marketing tools (Phue and Thongjeen, 2026). It comprises product, price, place, promotion, people, process, and physical evidence in a 7Ps framework. 
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Figure 4: Elements of the 7Ps marketing mix
(Source: Influenced by Wang, 2024) 
Figure 4 shows the components of the 7Ps marketing mix, which is primarily used to understand the market service of a company or the combination of its physical products with service elements. The 7Ps is applied to Zara to comprehend its strategies in both of the chosen countries. 
Product
India: Customized designs and sizes for Indian silhouettes. For the wedding and holiday seasons, there is a strong focus on gowns, jackets, and high-shine materials. Main categories in this region are men, women, and kids focusing on apparel, perfumes, and accessories. Linen and cotton-hemp blends are the current trend with 40+ pastel colour variations (Bohame, 2026). 
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Figure 5: Indo-western apparel collection of Zara in India
(Source: Bohame, 2026)
The UK: Wide variety of seasonal clothing (summer linens versus bulky winter jackets). Pay attention to urban professionals' "capsule wardrobes". Product depth of Zara in the UK is ultra-wide including home, beauty, and second-hand services (Zara, 2026). Extensive sizing depth is also available from XXS-XXL across most of its apparel lines. 
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Figure 6: Zara products in the UK 
(Source: Zara, 2026)
Price
India: In terms of purchasing power, Zara is considered a "affordable luxury." upholds rigorous price integrity and refrains from regular discounting in order to preserve the reputation of the brand.
The UK: Marketed as the "best-value" trend choice. Due to inflation in 2025–2026, consumers are extremely price-sensitive and frequently take advantage of seasonal promotions.
Place
India: Exclusive presence in Tier 1 and Tier 2 cities' upscale shopping centers. Retail establishments are "status destinations."
[image: Zara opens largest store in Mumbai (India) | Retail News India]
[image: Zara Store in Noida | DLF Mall of India]
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Figure 7: Zara in Mumbai, Noida DLF Mall, and Bangalore Orion Mall
The UK: Seen in almost all major retail parks and high streets. A "habitual" stop is for students and daily travellers.
[image: Zara - Oxford Street Flagship Store]
[image: Zara opens one of largest UK stores at Intu Lakeside - FashionNetwork United  Kingdom]
[image: New ZARA Store at atria Watford Opens Doors - Retail Focus Magazine -  Retail Design]
Figure 8: Zara in Oxford Street, Lakeside, and Watford
Promotion
India: Heavy dependence on Bollywood influencers and well-known fashion "launches." Store openings are seen as significant public relations occasions.
The UK: To counteract the stigma associated with "fast fashion," concentrate on "Zara Pre-Owned" marketing and sustainability transparency (Digital Product Passports).
People
India: Employees receive stylistic training to assist clients in navigating "Western" trends. In-store personal service is highly valued. Zara has approximately 1,350-3,500 staff across all the stores in India (Medium, 2025). 
The UK: Employees concentrate on handling large click-and-collect lines and quick inventory turnover. A more independent consumer experience is offered. Zara has around 5,359 employees working across all the UK stores. 
Process
India: UPI (Unified Payments Interface) is widely used for quick checkout. Focus on high-speed delivery in crowded urban areas.
The UK: Advanced logistics for "Repair" and "Resale" services. major stores with sophisticated automatic return stations.
Physical evidence 
India: Large, simple flagship stores housed in famous structures. High ceilings, white lighting, and opulent design are to support high costs.
The UK: Smart Fitting Rooms, RFID-capable "Self-Checkout" areas, and parts dedicated to sustainable "Join Life" displays are all integrated.
Zara's adaptation across India and the UK is regarded as a strategic response to the contrast between a mature functional market and an emerging aspirational market. For instance, in India, Zara has adopted a product mix that aligns with a culture in which clothing serves as a primary signal of occasion and social status (Ruan et al. 2022). The inventory in this region is heavily leaned towards a high-shine aesthetic and “Western-Fusion”, which is suitable for wedding or festive seasons. Conversely, in the UK, the product strategy prioritises versatile capsule wardrobes and “high-street authority” for a trend-savvy population (Zhou, 2025). Zara maintains a premium pricing strategy in India, and it economically targets the growing desire of the middle class and uses this strategy as a psychological gatekeeper. On the other hand, a competitive pricing strategy is used in the UK as it is a mature market and the UK consumers are value-conscious. 
In terms of place strategy, Zara targets exclusive stores in India located in premier luxury malls. This aligns with the Indian culture that regards shopping as a high-status social outing (Xia, 2023). However, in the UK, Zara is about ubiquity, and the brand store can be found on major high streets as convenient stops for daily commuters. In India, Zara leverages social credibility for its promotion, connecting with Bollywood influencers who created an aura of global sophistication. Yet, in the UK, the focus of Zara's promotion has shifted to ethical stewardship (Phue and Thongjeen, 2026). The fast-fashion stigma of the brand here is countered in the mature economies, and the UK promotion highlights circularity through Digital Product Passports and Zara Pre-Owned (Wang, 2024). It appeals better to the UK customers with a high demand for environmental transparency and corporate accountability. 
Similarities and differences 
Zara's strategy in the UK and India is unified by its omnichannel integration and speed-to-market, which ensures that both markets receive runway trends in a short time. Contrarily, these two countries differ fundamentally in consumer intent and market positioning (Ruan et al. 2022). Zara is an aspirational status symbol in India, targeting only the affluent middle class with a focus on Western-Fusion occasion wear through premium mall placements. In the UK, the brand differentiates itself from the Indian market by being a mature high-street staple that prioritises sustainability and accessibility (Zhou, 2025). Indian consumers shop in Zara to maintain social prestige, the UK consumer’s value circular activities of the brand, such as repair or resale, and its functional versatility that reflects its shift from growth to accountability. 
[bookmark: _Toc227586740]7. Definition of directorial development strategy in the UK
The Directorial Development Strategy in the UK can be defined as the high-level corporate planning, carried out by board-level executives, defining competitive positioning and long-term trajectory (Odwaroet al. 2022). It can be best understood by applying Porter’s Generic Strategy.  
Porter’s Generic Strategy: Strategic positioning 
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Figure 9: Porter’s Generic Strategy
(Source: Influenced by Dixit, 2024)
After the portfolio analysis, directors decide how to compete in the UK market, where Porter’s Generic Strategy is useful. It can help in defining the director's choice based on the operational culture of the firm. 
Cost leadership: Zara aims to be the lowest-cost producer, like Primark, which requires rigorous efficiency and a massive scale (Dixit, 2024). 
Differentiation: Zara offers a unique value to the UK customers that allow competitive pricing as the brand focuses on brand strength and R&D. 
Focus: Zara targets a narrow segment with either specialised differentiation of cost-efficiency (Odwaroet al. 2022). 
The UK directors face the risk of being “stuck in the middle”, where a company lacks both the unique appeal to survive market shifts and a low-cost base. 
[bookmark: _Toc227586741]8. Ethical issues of the UK related to the marketing mix
Ethical marketing in the UK has become a legal mandate, rather than an element of “value add” in 2026. The Digital Markets, Competition and Consumers Act (DMCCA) has now become fully operational (Legislation.gov.uk, 2024). Besides, the Competition and Markets Authority (CMA) of the UK can fine business firms up to 10% of their global turnover due to misleading ethical claims. 
a) 2 examples of ethical marketing
1. Anti-consumerism and circularity of Patagonia (Promotion and Process) 
Patagonia is famous for its promotion strategy that discourages unnecessary purchasing. Their “Worn Wear” and “Don't Buy This Jacket” campaigns promote reuse and repair of existing products, instead of buying new products (Medium, 2025). The company has also integrated Digital Product Passports (DPP), which allows customers to scan a garment to see its repair history and the entire supply chain. 
2. Carbon footprint labelling of Allbirds (Product and Physical evidence) 
Allbirds considers its environmental impact as its core product feature, and the company labels every shoe with its particular carbon footprint, such as 12.9 kg CO2 (London, 2020). It provides Physical Evidence that enables customers to make informed purchasing choices and uses a Life Cycle Assessment (LCA) approach, ensuring their marketing is supported by objective data, rather than vague information. 
b) 2 examples of unethical marketing 
1. Unsubstantiated Sustainable collection of fast-fashion (Product and Promotion)
Major high-street retailers have experienced ASA (Advertising Standards Authority), which bans the launch of “Eco” or “Conscious” collections without offering specific Evidence (Dixit, 2024). Such terms are vague, like “green” or “sustainable” during promotion, without disclosing how sustainable the material is, a tiny fraction of the product, which is a primary ethical violation. Brands like Superdry and Nike were also called out in 2025 for using such terms in search ads without adequate substantiation. 
2. Fossil fuel “Gaslighting” (Promotion and People) 
Various energy firms in the UK have been penalised for TV ads and LinkedIn, highlighting their small-scale renewable projects. They tend to omit 90% of the business that remains in oil and gas (Sutherland et al. 2023). This is regarded as a “misleading by omission” tactic that uses nature-themed imagery, like green fields and trees, in its promotion. It helps the brands attempt to shift to People's perception of the core identity of the brand from actual environmental impact. 
[bookmark: _Toc227586742]9. Recommendations
Zara needs to pivot from fast fashion to circular fashion to remain competitive in the UK and in India. The brand needs to embrace omnichannel luxury. 
For a new strategy and target market
1. The UK: Zara can be suggested to target the “eco-pragmatist” aged between 25 and 45, as this segment values style but prefers authentic sustainable brands (Potwora et al. 2023). Zara must move to a high-value/repair model from a high-volume model. 
2. India: For the Indian market, Zara is recommended to target Tier-2 Aspirants and expand into emerging markets like Pune and Jaipur. Here, the company can target the young professional who seeks global status yet lacks access to physical flagships. 
For the 7Ps strategic pivot
1. The UK: In terms of Price and Product, in the UK, Zara can introduce “Zara Life-Long” as a premium line with a guarantee of lifetime repair (Adewusi et al. 2024). In terms of Process and Place, in the UK, Zara can turn the stores into “Circular Hubs”, where 30% of the floor space is dedicated to resale and tailoring. In India, Zara can integrate “Hyper-Local Delivery” via urban micro-hubs. 
2. India: In India, Zara should introduce a “Rental-by-Zara” scheme for festive wear and high-end blazers to lower the entry barriers of the middle class. In terms of Physical Evidence, Zara can use DPP as a product standard across this market to prove its recyclability and origin (Soles et al. 2023). 
For improving ethical marketing
The unethical greenwashing perceptions of Zara can be overcome through a shift to evidence-based promotion from an emotive one. 
1. The UK: Zara should release a Holistic Footprint Report before its “sustainable” campaign, ensuring they do not highlight one green initiative while ignoring high-waste operations (Shahzad et al. 2023). 
2. India: Zara can be suggested to replace vague “Join Life” tags with particular Impact Scores, such as carbon emitted or water used, that are verified by third-party auditors. 
[bookmark: _Toc227586743]10. Action plan 
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Table 3: Weekly operational time management plan for Zara
(Source: Influenced by Sutherland et al. 2023)


[bookmark: _Toc227586744]Section 2: Reflection
I will use Gibbs’ Reflective Cycle for this reflective account and evaluate the process I used for research and analysis of Zara's strategic position in the UK and India. I will focus on providing details of integrating various frameworks like PESTLE, STP, and the 7Ps, along with the cultural framework of Hofstede. 
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Figure 10: Stages of Gibbs’ Cycle
(Source: Influenced by Dunne et al. 2024)
Figure 8 mentions the stages of the reflective cycle by Gibbs to project what I have experienced while conducting this research. 
Description 
The task demanded a comprehensive strategic audit of Zara and its operations across two culturally and geographically different countries, India and the UK. I have utilised a wide range of professional and academic frameworks to complete this, including PESTLE for macro-environment analysis, Hofstede’s model for cultural analysis, and STP for marketing strategy (Dunne et al. 2024). This process required cross-referencing with real-time market data of 2026 to project historical brand behaviour. It projects future trends, like the implementation of DPP and the rise of initiatives that consider a circular economy. 
Feelings
Initially, I felt that the process was complex due to the vast differentiation between the two markets. I have analysed a mature market, the UK, alongside an emerging market, Zara, India. It required a constant shift of perspectives along with aligning them with the context, which made it complex to an extent (Roedema et al. 2022). However, I was confident while applying the 7Ps for understanding Zara's operational speed and tried to document it well. Yet, while I was applying Hofstede’s model, I felt a degree of caution as it made me aware that these dimensions can oversimplify the risks, despite being academically robust (Hassani Nia et al. 2026). For instance, the “Z-Tribe” or GenZ consumers of India frequently defy traditional restraint scores. 
Evaluation 
The comparative synthesis of this research is the strongest aspect during the entire process, and I have intentionally placed the two countries side-by-side in the tables. I think it has helped in providing the aspirational vs. functional dichotomy to make the points clear (Ezezika and Johnston, 2023). I have also used visual positioning maps that I believe are particularly effective to illustrate why Zara is perceived as a “standard” brand in London and a “premium” product in Mumbai. 
On another note, addressing the ethical marketing area was the most challenging part for me. I found it difficult to reconcile the Fast-Fashion business model of Zara that thrives on volume with the application of 2026 regulatory demands for sustainability in the UK (Amir et al. 2023). This has highlighted the gap between operational reality and marketing narrative of the brand, a tension in the research. 
Analysis
The research has revealed that the success of Zara is not due to the “one-size-fits-all” approach, but a standard core with local execution. 
Cultural influence: I have explained the “why” behind the “what” through Hofstede’s model. For instance, through a high Power Distance score of India, I have explained why the physical stores of Zara must become the “temples of fashion” that justifies their status-symbol position (Aneeis Hashim et al. 2023). 
Evolution of strategy: I have integrated the Porter’s Generic Strategy to analyse the directional strategy to show the current transitional phase of Zara. I have shown how cost leadership and differentiation strategies have helped the company to stay ahead of its competitors in the UK. 
Economic reality: Through the 7Ps analysis, I have demonstrated that pricing plays an important role in the competitive positioning of a brand (Ahmadpour et al. 2025). For example, price is a competitive tool of Zara in the UK, whereas it is a tool for filtration or exclusivity in India. 
Conclusion
My overall research process was successful as it has been able to create a holistic view of a multinational corporation that is navigating global volatility. I have realised that the marketing mix is not static; it can be used as a living response to the PESTLE factors (Ocampo et al. 2025). I can conclude that ethical marketing is essential for Zara, as if the company fails to offer the support required for the marketing strategies related to the environmental impact, the UK share can be threatened by “individualism” that is making the brand successful. 
Action plan 
After reflecting on my experience of carrying out this research, I would like to deepen my sub-cultural knowledge and analysis. For instance, I would segment the study into urban hubs, such as Delhi vs. Bangalore, instead of treating India as a monolith to analyse the internal diversity of this market (Dunne et al. 2024). In terms of primary data integration, I would look for more data on direct consumer sentiment or “social listening” metrics from 2026 that would validate the Hofstede scores. Besides, for the focus on tech-ethics, I would likely spend more time investigating legal implications of using AI in fashion, such as data privacy or virtual try-ons in the UK. 
The report has offered a comprehensive and strategic overview of Zara's operations in the UK and India. Through Hofstede and PESTLE frameworks, the analysis has revealed that the UK is a mature market, whereas India remains an emerging growth engine. The UK market has been characterised by circular-focused driven by strict environmental regulations, but the Indian market is defined by an aspirational Western-Fusion market that seeks status. On the other hand, the STP and 7Ps analyses have further distinguished these two markets where Zara has positioned itself as an “affordable luxury” brand in India and as a functional high-street brand in the UK. 
The report has offered insights into directional development strategy using Porter’s Generic Strategy. The study has also recommended that Zara needs to pivot toward ethical stewardship to sustain its competitive position. For instance, it focuses on resale services and scaling repair in the UK to combat greenwashing accusations. However, in India, the focus of the brand is to move into Tier-2 cities. The ethical and economic complexities can be navigated by Zara by bridging the gap between corporate accountability and high-speed fashion. 
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