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Executive summary 
This report has focused on analysing the international marketing approaches adapted by Zara in its home country Spain and host market India as a global fast-fashion company well-acknowledged for their rapid design-to-store approaches. Further repot represents the analysis of international marketing environment of Zara by comparing its operations in India and Spain. Regarding the analysis of macro-environmental factors in the two markets, PESTEL framework has been used, which explained ways in which political, economic, social, technological, environmental, and legal elements affected global marketing strategies of the brand. Furthermore, it addresses cultural and consumer behaviour variations. 
The STP analysis has shed light on how Zara segments consumers based on demographics, geography and lifestyle, especially the ones who are young, fashion-conscious and urban consumers. Regardless of its popularity as a fast-fashion brand in Spain, the report highlighted it to be considered as a more premium brand in India. The 7Ps marketing mix showed how Zara maintained a consistent global strategy while adapting to crucial aspects of local needs like in terms of pricing, promotion and locations. It also examines its strategic growth, ethical concerns of its marketing mix at Zara and provides authentic suggestions on how to enhance its performance globally, sustainability in its operations and competitiveness for the long term in the international fashion market. The reflective part further utilised Kolb’s reflective cycles for analysis of the learning, while identifying analytical skills and understanding of use of marketing frameworks in real-time business cases to be key enhancement from this study. 
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[bookmark: _Toc223697707]Section 1: report on the International Market Entry Strategy and Marketing Mix of Zara in two different countries, Spain and India
[bookmark: _Toc223697708]1.1 Introduction
The chosen company, Zara, is among the largest brands in the fast-fashion context across the globe and has been operating under the Spanish retail group Inditex. The company was founded by Amancio Ortega in A Coruña, Spain, in 1975 and eventually became one of the top international fashion retailers that is well-known for its rapid design-to-store cycle and adjusts based on current market demands (Inditex, 2026). Based on the rapid adjustment capability and affordable and trendy fashion approaches, it has been able to maintain a global presence in the retail environment, especially in the fast-fashion context. The brand focuses on consumers, being key for their business model, while becoming one of the largest distribution groups in the globe (Zara, 2026). Thus, the report focuses on Zara’s operations in its home country, Spain, while considering its operations in the host market, India, which is an emerging and rapidly expanding market. 
[bookmark: _Toc223697709]1.2 Background information about the company
In the competitive age, ZARA has been recognised as one of the most powerful fast-fashion brands in the world, which started its journey in 1975 as the Spanish multinational retailing corporation Inditex. Spanish businessmen Amancio Ortega and Rosalalia Mera established the company in A Coruña, Galicia, Spain as a modest clothing store with inexpensive variants by maintaining a high differentiation with the existing brands (Martin Roll, 2021). 
Zara exists as a subsidiary of parent organisation Inditex that is currently among the largest fashion retail groups in the world having numerous brands of its own including Massimo Dutti, Pull&Bear and Bershka. As one of the revolutionary brands Zara’s mission is to provide fashionable and high quality clothes that are affordable and accessible to a wide group of customers worldwide (Boardmix, 2026). The brand exhibits efficiency in terms of design and supply chain management in accordance with its vision to be a global eco-friendly and innovative fashion retailer in the international market. Regarding the profound commitment to sustainability, the company is constantly enhancing the quality of its products, customer experience, and environmental responsibility, which is reflected from its Join Life initiative as well as eco-responsible production system. However, to support its fast-fashion supply chain, Zara uses the Spanish market as a strategic focus for its design, logistics, and innovation initiatives. Through a joint venture between Inditex and Trent Limited, Zara entered the Indian market in 2010. However, in the global market, the brand has grown to include key cities while bolstering its online retail presence also (Martin Roll, 2021).
[bookmark: _Toc223697710]1.3 Comparative analysis of the market in both countries: Macro environmental analysis (PESTEL) 
The influence of macro environment is associated with international marketing strategies and business profit of a brand, in which integration of the PESTEL framework helps analysing external factors that affect overall business operations. 
Political factors: As a Spanish brand, Zara leverages its effective governance system, regulatory openness, and trade policies of Spain as a stable European Union country. Spain is a member of the EU single market which means that there are harmonised regulations, comparatively low trade barriers in Europe and favourable policies towards retail and fashion enterprises. As per the data, the fashion sector makes up a vast range of EU exports which allows Zara to reach a larger consumer base without having to pay additional border tariffs, which increases sales as well as manage supply chains in European markets (Su, 2020). India on the contrary is a fast-growing economy with democratic politics which has a complicated regulatory framework. The government policies covering foreign direct investment (FDI) in the retail sector where the business environment in India is shaped by a wide range of political factors along with the ideology also (Makos, 2024). However, to cope with India's bureaucratic processes, high corruption in politics that influences policies, and complicated tax system, Zara has entered with the partnership of Trent Limited of the Tata Group. Though the growth opportunities are great in India, the regulatory processes and bureaucracies influence the flexibility of the operations, as compared to Spain.
Economic factors: Consumer purchasing power and demand of fashion products are dependent on the economic conditions of the country, in which Spain is a developed economy with a GDP per capita reached 35,091 US dollars in 2024, moderate inflation, and a developed retail industry (Statista, 2025). Despite the previous economic changes like the European debt crisis, which led to a lower level of consumer expenditures, Spain is currently enjoying high and consistent economic growth and tourism, which favors fashion brands like Zara. In contrast, India is among the most rapidly developing large economies in the world, where its GDP growth for FY26 is estimated at 7.4% (Press Information Bureau, 2026). Despite the easy industrial licensing and formation of FIBP, per capita income is considerably lower in India in comparison to Spain. However, although the rapid urbanisation process has triggered the growth of international fashion brands, high rates of inflation and FDI process can increase the competition levels (Makos, 2024). 
Social factors: Consumer behaviour is hugely dependent on the social and demographic conditions, where the volatile social trend in Spain influences fashion culture and impact on demand as well as supply of the company’s products. Spanish customers tend to appreciate quality and sustainability along with the individualistic style expression, which fits the new fast-fashion model of Zara and is increasing its profitability and recognition also. India, on the other hand, has a much younger population where the rapid urbanisation and digitisation affected the fashion trends. Suradkar and Chanana (2024) stated that although the segment can give Zara a vast market base concerning its trendy fashion items, vast cultural diversity and income distribution may affect Zara’s profitability rather than Spain.
Technological factors: Technology has been significant in the retail of fashion particularly in e-commerce, where +15% to reach €35.9 billion of Inditex’s group revenue in the domestic market has gathered through online sales in 2023 (Inditex, 2024). In this aspect, effective logistic infrastructure and digital retail technologies in Spain are an opportunity for Zara to manage a successful supply chain and omnichannel marketing from A Coruña. In the meantime, India has seen its fast-paced digitalization due to the rising number of smartphone users and internet travel. The expansion of e-commerce and online payment systems has also reinforced the online shopping experiences of the brand in India which enhanced its profit rates 23% to ₹299.47 crore in FY2025 (Angel One, 2025).
Environmental factors: The issue of environmental sustainability has gained relevance among fashion brands across the world. Spain is also a member of the European Union and as such, it has stringent environmental laws on waste management, energy use, and production that are sustainable. This policy promotes the green initiatives of the entire Inditex group, where sustainable fabrics and recycling policies of Zara have been recognised. Conversely, India is experiencing increased environmental predicaments such as pollution in its urban areas, waste disposal, and consumption of resources, where Environment Protection Act and specific state regulations are mandatory which may affect operational costs and practices of Zara (Makos, 2024). 
Legal factors: the macro environment of Zara is also influenced by the laws in both countries, especially in labour laws, consumer protection laws and the intellectual property laws. In this regard, Spain is governed by the European Union laws and Spanish Patent and Trademark Office (SPTO) that offer substantial safeguard to intellectual property and stringent labour laws of the company (ICEX‑Invest in Spain, 2024). On the contrary, despite the large range of FDI and ease business laws, the legal system in India is complicated with regional differences, influencing the rules and regulations which may pose a challenge to Zara as an international retailer. However, Jha and Veeramani (2021) mentioned that the company is coping with these challenges by its developed corporate social responsibility.
Comparison of social factors between India and Spain
Consumer behaviour in the fashion industry is greatly determined by social and cultural factors. Based on the cultural dimensions model as identified by Geert Hofstede, the cultural differences in different regions influence the perception of the fashion and purchasing pattern which not only impacts profit level of global brands like Zara but also its expansion and marketing strategies. In this regard, social culture of Spain is mainly influenced by individualism with less power distance, in which customers desire to express themselves and wear fashion items in a way that reflects their style. Conversely, collectivist nature is generally followed in India with more power distance, and the purchasing decisions are likely to be influenced by social status and group affiliations. Consequently, Zara is primarily viewed as a fashionable, yet affordable brand in Spain, whereas it can also serve as a status-seeking global fashion brand among urban middle-income buyers in India. However, Rodríguez-Rivero et al. (2022) argued that Spain has a greater uncertainty avoidance, suggesting that consumers are more inclined to buy trusted and familiar brands. On the contrary, regarding the moderate levels of uncertainty avoidance influence, the young generation of Indian customers aims to experiment with international fashion icons (Matharu et al., 2024). Moreover, the cultural variations affect the marketing communication strategies and product positioning of Zara, especially where the social context of India appreciates aspirational lifestyles, higher indulgence levels in Spain associated with the sustainable and responsible consumption (Margaça et al., 2022).
[bookmark: _Toc223697711]1.4 STP Analysis (Segmentation, Targeting, Positioning) 
According to Mogaji (2025), the Segmentation, targeting, and positioning (STP) is the base level framework in the marketing context, which focuses on allowing companies to identify particular consumer groups while selecting the most crucial segments, and positioning the brand for effective competitive markets. In Zara’s case, being a major global company, use of STP helped to align its products to regional preferences while adjusting marketing strategies.
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[bookmark: _heading=h.ut6wdwcjuw6d]Figure 1: STP of Zara in India and Spain
(Source: self-made)
Segmentation
The market segmentation approach ensures to divide the market in smaller segments based on common aspects like lifestyle, behaviour, or others. For Zara, these behavioural, Psychographical and even demographic segmentations are crucial to be analysed for both India and Spain. 
Demographic segmentation: In Spain, Zara mainly focuses on young adults who are often in the age group of 18 to 35 who aim for fashionable clothing at affordable prices (Pereira, 2025). Spain is focused on being a mature fashion market with major brand awareness and an effective culture for fashion consumption. The brand is focused on urban professionals, fashion-focused, and students who want trending fashion. In India, the demographic segmentation is slightly different, especially due to the rapid expansion of the Indian market, which is valued at $ 3.19 billion in 2024 and expected to reach $ 5.78 billion by 2033, and getting influenced by rising disposable incomes and rapid urbanisation (Imarcgroup, 2024). The brand is focused on middle and upper middle class urban consumers. This is showcased also in their strategy for being present in major cities, including Delhi, Mumbai, Bangalore, and even Kolkata, where the international fashion demand is more effective (More, 2024).
Geographic segmentations: in Spain, Zara’s stores are widely distributed in various cities. The wider and more prevalent brand image is the key factor which allows the company to utilise the benefits from a wider consumer-base. The Spanish economy is majorly supporting the company to make the region the top market for them, allowing it to have 9.1% of share in Spain’s apparel market as of 2023 (Lawler, 2024). In India, the company is focused on a more selective geographic approach with high-quality retail locations in major shopping malls and premium commercial regions. The company is operating in 22 stores in 13 cities of India, shedding light on their controlled expansion approach (Timesofindia, 2025).
Psychological segmentations: in terms of psychographic context, Zara’s fast-fashion model is mainly focused on frequent shoppers who aims for gaining latest trends regularly. The company’s complete strategy for adapting new collection in every two to four weeks supports them to gain repeat purchase intentions (Gordon-Smith and Marketing, 2022). This concept applies to both countries, including Spain and India, yet there are some segmentations differences which are crucial for Zara’s complete strategy. For example, at a more common base, the brand targets consumers who seek fashion trends, style, and modern aesthetics, yet prefer more affordable alternatives. While in Spain, Zara consumers consider the brand to be a convenient source for current fashion aspects and European trends. While in India, Zara is more considered to be a luxury aspect and gets aligned with modern lifestyle and social status (Thefashionofindia, 2024).
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[bookmark: _heading=h.cq53qpha23dh]Figure 2: Target market, segmentation, and marketing
(Source: Pereira, 2025)
Targeting
As the market segments are identified, the company aims to focus on selecting the most proper target market in each country. With a particular focus on utilising a differentiating targeting strategy through the introduction of rapid new trends, Zara aims to focus on fashion-focused urban consumers while being appealing to larger age groups (Nguyen, 2023). In the Spanish market, the major presence of Zara due to its domestic market and wider familiarity, it is more focused on teenagers to middle-aged professionals (Ruan et al., 2022). The brand is offering a wider variety for women, men, and children, which allows reaching most of the consumer groups. The familiarity with the regional also supports the company to gain a better hold of their target market. 
On the other hand, targeting strategy of Zara in India is more focused. Zara considers urban and fashion-conscious consumers who have higher disposable income in the region (Jaye, 2019). These consumers often are more exposed in terms of global fashion trends through media like digital media and travel. So, the differences in targeting among these two chosen countries are showcasing how the economic and retail structure can have a major impact on the brand’s targeting. Spain provides a more mature market for Zara to be competing with other brands like H&M (Ahmad, 2024). While, in contrast, India’s organised level of fashion retail sector is still in an evolving stage and the international brands like Zara can often be considered to be a premium product. 
Positioning
As per Onalaja and Otokiti (2021), brand positioning is a key factor by which a company can differentiate itself in the perspective of consumers, contrasting the competitors. For Zara, it is more positioned as being a fast-fashion brand that gets consumers their trending styles rapidly at more affordable price ranges (Gaudó, 2025). Industry reports showcase consumers visit Zara stores 17 times per year on an average compared to other brands, especially due to the rapidly changing clothing designs in the brand (Scmglobe, 2020). Consumers often consider the brand as fashionable yet practical context, offering rapidly updating styles that shed light on current trends in fashion markets, yet the pricing remains affordable. The domestic reputation of the company in Spain also allows it to gain an effective fashion brand. 
In case of India, the positioning is often a little different, regardless of the base concept being still fast fashion. As identified earlier, Zara is considered to be a more premium international brand in the Indian market (Thefashionofindia, 2024). Product penetrations, store designs, and pricing are all highlighting their exclusive nature and international quality in the region. The company’s store presence in high-end shopping malls and premium locations in India is also shedding light on their premium image (Singh, 2025). These aspects are making the company a global fashion retailer with a major presence in India as a premium brand of fast fashion. The analysis identified that Zara aims to maintain a consistent global brand identity, yet is focused on adapting to various positioning based on local consumer perceptions and market conditions.
[bookmark: _Toc223697712]1.5 Marketing Mix Analysis (7Ps) 
As stated by Hassan et al. (2022), the marketing mix is a marketing tool effective for companies can use to be used for influencing consumer demands. The 7Ps framework, including product, promotion, price, place, people, process, and physical evidence, is a key factor supporting companies in providing value for consumers. While Zara’s marketing mix is more fast-fashion based, it is also considering various economic and cultural adaptations in Spain and Indian markets.
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[bookmark: _heading=h.yingzlsw98r6]Figure 3: 7Ps of Zara in both markets
(Source: self-made)
Product
Product strategy is key for success of Zara with a focus on fast-fashion apparel and clothing for men, women, and children. The products often include jackets, accessories, seasonal fashion collections, and others. In Spain, Zara focuses on rapidly adjusting their product lines and introducing new products in potentially every 2 to 3 weeks (Scmglobe, 2020). This rapid production approach allows them for responding rapidly to emerging fashion trends in the market and meet consumer demands. For India, the complete product approach is the same as in international basis. However, in India, there is a lack of fashion seasons compared to Western countries, making the customisation and adaptation approach less prominent for consumers (Jangid, 2022).
Price
The pricing of Zara is a more value-based approach, as they ensure that their products are between luxury and mass market pricings. While the prices are made to be affordable, they can ensure to be holding quality and style. In Spain, Zara’s pricing is more accessible as the consumers are familiar with the brand and have various alternatives with dresses ranging from €25 to 60 often (Zara, 2026). The brand is competing directly with major brands like Mango and H&M (Lawler, 2024)/. While in India, Zara products are often higher in comparison to various domestic fashion brands, especially due to costs like import costs, taxes, and others making them ranged from Rs 2,500 to 6,500 (Zara, 2026). This makes their pricing a bit more premium labelled, as identified previously.
Place
Zara is utilising a vertically integrated distribution system that allows them to control design, production and distribution process (Gordon-Smith and Marketing, 2022). This also contributes to better speed and efficiency for supply chain aspects. For the Spanish market, the stores of Zara are widely spread across the region in major cities to maintain demand management. Spain, all by itself is also a key hub of logistics for Zara and its distribution in Europe (Scmglobe, 2020). For the Indian market, the company is more focused on a particular approach with particular considerations of major urban city presence. For example, various key cities for the company include Chennai, Hyderabad, Delhi and others, which also allows the company to locate and target consumers who are international fashion-inspired and can have better purchasing capability (Indianretailer, 2023).
Promotion
In promotional aspects, Zara is less focused on traditional promotional approaches and advertising. The company is mainly based on their store locations, visual aspects and even positive word-of-mouth (Marketingexplainers, 2024). This is relevant in Spain’s context, especially due to Zara’s keen brand recognition as its domestic market. The storefront displays also allows to be key notifications for any new updates and act as a crucial promotional tool. The consumers in India are majorly relied on digital marketing, and social media is a key factor in this for showcasing marketing approaches. Research by Wang (2023) showcased how Zara is based more on platforms like Instagram to ensure their marketing is effective, making fashion influencers and social media marketing a proper approach for the company in this market.
People
Employees are a key supporting pillar for Zara, regardless of its presence in any country, for ensuring effective customer experiences. Thus, it can be said that the people's strategy is mostly the same in both countries. The employees are well trained for listening, watching, and being attentive to consumer signals for effective adaptability to trends and demands (Martinroll, 2021). While in Spain, Zara can focus on effective employee understanding of trends for supporting customers. In India, it might need to train employees to even meet the cultural demands of consumers, to be aligned with consumer values.
Process
The operational process is also a highly distinctive context for Zara in any country where it operates. The business model of Zara in both countries is focused on an integrated vertical supply chain system, allowing a greater level of control in designing, manufacturing, and distribution in regions with major speed (Gordon-Smith and Marketing, 2022). The rapid production cycles are allowing the brand to ensure the reduction of inventory risks and respond rapidly to the changing consumer demand across the globe.
Physical evidence
The context of physical evidence is the tangible factors that can influence consumers’ perceptions of a particular brand. The minimalistic design and modern interiors are key factors that distinguish Zara from others, and it is also consistent in various regions in which they operate (Oudinot, 2024). As identified previously, Spain locations of stores are speared in diverse cities to engage with every consumer in various areas. On the contrary, Indian stores are mostly located in high-quality shopping malls and key cities like Pune and Chennai to ensure reaching the targeted consumer range (Indianretailer, 2023). However, the company ensures to keep their layout and design majorly similar in every region, regardless of whether it is India or Spain for providing similar experiences.
[bookmark: _Toc223697713]1.6 Directional Development Strategy 
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[bookmark: _heading=h.8msxayhsbcqz]Figure 4: The Ansoff Matrix Model
(Source: inspired by the ideas of Zugay and Zakaria, 2023)
The Ansoff Matrix can be successfully applied in the directional development strategy of Zara, especially where the organisation has focused to strengthen its omnichannel market presence in India. In 2010, when Inditex formed a joint venture with Trent Limited of the Tata Group to enter India, Zara has quickly grown and penetrated its market within the large metropolitan cities like New Delhi and Mumbai as well as targeted young urban consumers. As per the research of Jha and Veeramani, (2021) the directional developmental strategy of Zara is based on the market development model, where the company has presented its current product lines in a new foreign country. As a result of this, Zara has not only utilised its main product line fast-fashion brands in India which had already found favour among the European middle-income populations but also introduced regionally suitable clothing options in accordance with the local taste of the country. 
This aspect is mainly correlated with the product development aspect of Ansoff matrix model, where the brad also emphasises the sustainable lines of clothing to cope with the growing awareness of environmental concerns by the consumer. In addition to these, by reinforcing its online presence, limited product adaptation has been recognised as another strategic aspect of Zara that created a feeling of urgency in accordance with its scarcity strategy (Malodia, 2025). However, with the rapid release of new collections and upholding a quick supply chain system run by its parent company Inditex, Zara continues to bolster its differentiative position in India for further competitiveness as well as target the urban middle-class consumers by fusing global fashion trends.
[bookmark: _Toc223697714]1.7 Ethical marketing issues 
Although a global success, Zara has had ethical issues linked to their marketing mix, especially in the area of sustainability and labour practices. While the production of fast-fashion has been frequently criticised due to the contribution of environmental degradation and overconsumption of clothes, in its domestic market, Zara has faced ethical issues regarding supply chain disclosure, sustainability concern and the working conditions of garment workers in the broader fashion industry (Ethical Consumer, 2025). As per the published data, though Zara is governed by the corporate policies of Inditex, the company has also faced criticism regarding the worst wage theft which reflects its ethical concerns regarding labor rights violations and limited transparency regarding its global manufacturing (Ethical Consumer, 2025). 
In addition to these, the parent company Inditex has also faced criticism regarding the overconsumption aspects of clothes as well as production of large volumes of waste that is opposing the eco-friendly business aspects and increasing scrutiny of fast-fashion brands. Regarding this aspect, Spain as an EU member state, has brought in new more stringent regulations on textile waste and sustainable production such as, EU Strategy for Sustainable and Circular Textiles (2022) in accordance with the Circular Economy Action Plan, and European Green Deal aspect (European Commission, 2022). As defined by Kobborg and McClellan (2024), another ethical issue is associated with advertising and representation. To be more specific, Zara has been accused of promoting less-sensitive campaigns in its domestic as well as global market. This demonstrates the necessity of Zara to enhance responsible marketing in the high regulatory aspects.
[bookmark: _Toc223697715]1.8 Recommendations for international marketing strategies
Despite its high recognition in the global market, Zara would need to transform its global marketing strategies which could not only enhance its competitiveness but can also reduce the ethical issues in different regions. In this regard, expansion of sustainable fashion efforts should be the first priority of the brand in the international platform, because environmental concerns still affect consumer buying behaviour in each region including India. As regarded by Ray and Nayak (2023), this aspect will help the brand to create more eco-friendly collections and foster its transparency on the sourcing and production processes that may increase consumer demand in the ethical clothing market. 
Additionally, enhancement of digital marketing with omnichannel retailing will be another strategic initiative of the brand, in which consumers can find in both online and offline platforms under the brand logo. As online shopping and mobile commerce is rapidly increasing, Zara needs to improve the combination of the physical shops where effective personalised recommendations can be used to assist the consumers as well as help the brand to understand customer preferences to improve overall shopping experience (Zimmermann et al., 2023).
Moreover, with the high level of localizing aspects, Zara needs to adhere with the regulatory aspects of the targeted regions, which could not only mitigate the ethical issues in particular nations but also gain customer acceptance in foreign markets. However, Fraser and Van der Ven (2022) prioritised investing into supply chain technologies to mitigate the transparency issues, retain its fast-fashion edge and react promptly to evolving fashion trends globally.
[bookmark: _Toc223697716]
Section 2: Reflective account
[bookmark: _Toc223697717]2.1 Kolb's reflective cycle
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[bookmark: _heading=h.1ybogtxbvg78]Figure 5: Kolb’s reflective cycle
(Source: Kumar, 2019)
Concrete experience
Through the completion of the complete report in the previous section, I was able to effectively research and analyse the international marketing aspects of Zara in two different countries, including India and Spain. The key aim was to compare how the company operates in its home region and a host market while analysing various frameworks like STP, PESTLE, and others. Through analysing the business model of Zara and its global presence, I have been able to develop a better understanding of the company in the initial stages. While completing the PESTLE and STP analysis, I focused on collecting information of the company reports, industry reviews, and retail market insights of research articles. 
These have been highly crucial for ensuring how I understand Zara’s segments and customers in different countries, the target market divergences, and pressure from external factors like politics, economic, and environmental aspects.  For example, ion Spain, the company is widely recognised and has been able to attract a lot of consumers, while in India, it is often considered to be a premium segmented international brand who is focused on urban consumers and higher disposable incomes. While developing the marketing mix analysis, I was able to analyse how Zara adapts the elements of price, place, promotion, product, and others in two different markets. I also focused on including service elements of process, people, and physical evidence. With the support of this complete approach, I was able to understand how Zara maintains its global business model, which, being simple and consistent, still needed some adjustments based on market characteristics. However, in some areas of this report, like the company background, directional development strategy, and ethical marketing issues, I faced some issues in terms of collecting and comparing data from two different markets.
Reflective observation
While completing the report, I also noticed that researching the international brand need analysing the global and local marketing strategies and conditions. Through proper analysis, I was able to observe that Zara maintains a consistent global brand identity, yet adapts their marketing strategy based on the economic and cultural behaviour of the two countries. Furthermore, I was able to observe that there is a major cruciality for the use of reliable and up-to-date information. Fashion retail markets change rapidly and through the use of current stats for store numbers, revenue, and even market sizes, support me and my complete analysis to be more accurate and relevant for future research. I was also able to observe that a comparison of both countries needed careful analysis of information, like differences in pricing strategies among Spain and India cannot be considered without understanding the purchasing power and economic factors.  
Abstract conceptualisation
Through completing the study, I developed a more in-depth analysis of how theoretical marketing frameworks can be applied in real companies. Through conducting the PESTLE and marketing mix frameworks, I was able to analyse how various external forces have been controlling the company, while understanding how companies ensure to provide value to consumers in a diverse manner. The other usage of frameworks like Hofstede’s cultural dimensions and PESTLE has also been key for me as they provided an opportunity to analyse the macro-environmental factors that are influencing company operations in both countries. The cultural analysis is also crucial to showcase how consumers consider influencing purchasing behaviour in various regions. The directional development strategy ensured to highlight how strategic models like the Ansoff Matrix can be utilised for understanding Zara’s approach to international markets. The ethical marketing issues section also focused on challenges related to the brand operations with a particular focus on wider issues in global fashion industries. Through considering these frameworks and wider analysis, I was able to develop potentially effective recommendations that are practical approaches for Zara to enhance international marketing approaches in future contexts and other markets.
Active experimentation
This reflective process has been highly beneficial for enhancing my analytical and even research skills for the wider analysis. I am planning on utilising wider academic sources and industry reports for future similar studies to enhance my capability to provide more informative understandings in them. This will also ensure those analyses are supported through more credible and reliable sources. Furthermore, I aim to focus more on comparative analysis in future contexts, which will allow me to overcome the barrier of simply describing the information. In these types of analysis, the use of tables, diagrams, and structured approaches can also be beneficial for me, as I was able to use diagrams to effectively analyse the findings more seamlessly. 
[bookmark: _Toc223697718]2.2 Conclusion
Through this report, there can be a detailed understanding made of how the company is operating in both countries, while highlighting its diverse approaches in both countries, and providing key recommendations for future improvements. The company’s global success is primarily focused on its capability for adapting to various marketing strategies based on different markets. Zara’s entry in India through a joint venture with Tata Group’s Trent Ltd. in 2010 has ensured focus on the globe’s fastest-growing consumer markets. Zara is operating in several stores in 13 different Indian cities while ensuring a stable revenue growth. With time, Zara has established a distinct business model of the fast-fashion industry that enables it to design, produce, and market new clothes collections within a very minimal time period to cope with and react swiftly to evolving consumer tendencies of the recent era.
Thus, based on the analysis of Kolb's reflective cycle, it can be concluded that this assignment has provided with crucial experiences for the application of marketing theories in real-world company situations. As a result, it was possible to effectively develop detailed understanding of Zara’s international marketing approach and operations in diverse markets.
[bookmark: _Toc223697719]
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