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[bookmark: _Toc224309578]Section 1: Case Study Analysis
[bookmark: _Toc224309579]Introduction
This report is aimed at comparing and analysing the international marketing strategy of Zara in the United Kingdom and India. The report will start with a comparative study of the macro-environment in the two countries based on PESTLE. Further, it will analyse the segmentation, targeting, and positioning (STP) approaches of Zara, then proceed to compare markets through the 7Ps of the marketing mix framework. The report also assesses the strategic evolution of Zara in one of its chosen markets, determines ethical aspects in its marketing approaches, and provides suggestions on how the company can enhance its international marketing strategies. 
Zara, as a flagship brand of the Inditex Group, is among the top fast-fashion retailers in the world, having a strong presence in the international market (Zara, 2026). Zara has grown both in the developed and emerging markets, such as the United Kingdom and India. Zara in the UK functions in a competitive and developed retail market where consumers have a high demand for fast fashion and in India, the brand is aimed at a growing urban middle-class group with rising interest in the world-renowned fashion brands.
[bookmark: _Toc224309580]Company Overview and Global Operations
Zara is a major fashion retail company in the world and the brand flagship of the Inditex Group, based in Spain. The company was founded in 1975 and has developed to be amongst the most recognised fast-fashion companies globally (Forbes, 2026). The company operates in approximately 93 countries with 2,213 stores, with different segments including kids, home, and adults in the market (Inditex, 2026). The company has a reputation for having a business model which to provide new fashion trends in cheap fashion apparel as fast as possible. Zara has an extremely responsive production and distribution system, which enables the company to design, produce and sell new items in a short duration of time. 
International Business Model and Operation
One of the key drivers of Zara which has led to the success of the company internationally, is its vertical supply chain and high level of operational efficiency. The company has several points in the production cycle under their control such as design, manufacturing, distribution and retailing. This integration enables Zara to respond fast to the shifting tastes and trends in the markets of various nations. In addition to having thousands of stores spread across many foreign countries, Zara has a good online presence with 39 national e-commerce stores worldwide (Inditex, 2026). 
International expansion has been a part of Zara's growth strategy as it has spread both in developed and emerging markets effectively. The brand has presence in the key fashion cities and urban centres around the world such as the United Kingdom and India. Zara operates in the United Kingdome which is a mature retail environment with high consumer demands and competition in fast-fashion products. Conversely, the Indian market is a successful fashion industry with the increasing disposable income and urbanisation that has augmented the demand for international fashion brands (Sree and Kavitha, 2024). 
[bookmark: _Toc224309581]Comparative Market Analysis – PESTLE Analysis
Political Factors - The UK has a stable political system with a democratic society and efficient established regulatory bodies, the retail and fashion industries are highly shaped by government policies, including trade, taxation, labour and sustainable policies. Since the United Kingdom is no longer part of the European Union, the new trade rules and customs have created more complex operations for retailers who have suppliers in other countries (Market Insights, 2025). The retail industry in the United Kingdom is the largest industry in Europe, with the retail sales in Great Britain estimated at around £517 billion in 2024, indicating the economic importance of the industry (Watty, 2025).
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Figure 1: Retail Sales Value in Great Britain
(Source: Watty, 2025)
Comparatively, India has a federal system of politics in which the policies of the government play a significant role in the foreign retail investments. The Indian government has steadily liberalised the foreign direct investment (FDI) laws to attract foreign retailers, with total FDI inflow in India from April to December 2025 being US$73.31 billion. The reforms of the retail sector and the innovative policy of Make in India help attract international brands into the market by either forming a joint venture or a partnership with local companies (IBEF, 2026). 
[image: Bar graph depicting growth in India's FDI market size over the years]
Figure 2: India FDI Inflow Statement
(Source: IBEF, 2026)
The retailing sector in India is growing at a very high rate owing to economic reforms and growing consumer demand. Through strong political support of the retail industry, the Indian retail industry has an estimated value of around US$1.06 trillion in 2024 and is expected to be valued at US$1.93 trillion by 2030 (Deloitte, 2025).
Economic Factors - The United Kingdom is a well-developed and competitive market of fashion retail, whose consumer purchasing power and the state of the retail infrastructure are highly advanced. The fashion and textile industry of the UK market reached USD37.37 billion in 2026 which is expected to grow and achieve USD47.50 billion by 2035 with 2.70% CAGR (Expert Market Research, 2026).
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Figure 3: UK Fashion and Textile Market Value
(Source: Expert Market Research, 2026)
The amount consumers spend on clothing is also high, and the UK clothing market consumer spending is estimated to be about £67.8 billion in 2025 (Ceron, 2025). Competition in the market is enhanced by the existence of powerful domestic and global brands. On the other hand, India is one of the most rapidly expanding retail markets in the world due to the rapid economic growth, urbanisation, and increasing levels of disposable income. Moreover, the digital retail business of India is also evolving at a high pace, and the online market has attained approximately $60 billion in 2024 with over 270 million online customers and this indicates the rising power of online retail outlets (Sheth, et al., 2025). 
Social Factors - Consumer behaviour in the fashion market is highly influenced by social and cultural environments. Consumer culture in the United Kingdom is individualistic as the people have effectively emphasised personal identity, expression of their lifestyle and fashion. British consumers are very conscious about the issue of sustainability and moral fashion. According to Watty, (2025), in 2025, around 64% Gen Z and 55% millennials in the UK prefer sustainable and ethical companies to buy products.  
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Figure 4: Consumer Who Prefer Sustainable and Ethical Brands for Shopping
(Source: Watty, 2025)
On the contrary, India has a diverse social and cultural setting with traditional values, religious values and regional diversity. Cultural festivals, celebrations, and family purchases influence the fashion consumption patterns. By 2025, Generation Z is projected to reach 43% of the overall consumption in India with about $250 billion in direct purchasing power, with the growth in the purchasing power of young consumers in the fashion sector (Deloitte, 2025).
Technological Factors - The United Kingdom has one of the most developed digital infrastructures and extensive internet penetration, which facilitates the expansion of the omnichannel retail strategy. By 2025, the UK fashion e-commerce market was projected to grow to about US$44.01 billion, and there was a further growth in the market as people started using their smartphones and digital shopping platforms (Coherent Market Insights, 2025). Artificial intelligence and data analytics along with personalised digital marketing strategies, have been used by retailers to enhance customer engagement and operational efficiency. On the contrary, India is undergoing a fast digitalisation process due to the high rate of smartphone use and government measures that encourage the use of digital payments and e-commerce. The e-commerce business in the nation is about US$53.08 billion in 2024 which is projected to increase to US$91.24 billion in 2029, which is an indication of robust technological growth in the retail sector (IBEF, 2025). Also, the availability of the internet and mobile commerce systems has helped consumers in smaller cities and rural areas to purchase global fashion brands over the internet.
Legal Factors - Strict product safety and labour laws, environmental laws and consumer protection are presented in the United Kingdom. The retail enterprises in the UK should adhere to laws, including the consumer rights laws and employment acts. These laws are a guarantee of transparency and accountability in the retail industry, besides safeguarding both consumers and employees. Further, companies in the UK should comply with the data protection law ruled by the UK General Data Protection Regulation with the Data Protection Act 2018 (GOV UK, 2026).
Comparatively, the legal environment in India is being characterised by changing regulatory frameworks which aim at promoting economic growth and foreign investments. The retail companies must adhere to the national and state regulations of the country in terms of taxation, labour standards and product labelling. The foreign fashion retailers frequently conduct their business in joint ventures or partnerships through the Companies Act 2013 and the Partnership Act 2008 to meet the investment rules and supply chain rules (India Briefing, 2020). 
Environmental Factors - Green consciousness has been a factor of concern in the fashion markets across the world. The environmental regulation and consumer awareness in the United Kingdom have prompted fashion firms to become greener in their production procedure, ethical sourcing and waste minimisation approaches. According to IMARC Group, (2026), the UK sustainable fashion market is projected to reach around USD322.6 million in 2025 and is expected to experience a high growth of USD2,209.8 million by 2034.
Environmental issues are also becoming an issue in India with consumers and policy makers giving priority to sustainable manufacturing and responsible consumption. Firms in India must adhere to the Environment Protection Act 1986, Water Act 1974 and others (Sathee, 2026).  
[bookmark: _Toc224309582]Comparative Analysis of STP Strategy
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Figure 5: Segmentation, Targeting and Positioning
(Source: Srikanth, 2023)
Segmentation 
Segmentation is defined as the procedure of breaking down a wide market into smaller segments of consumers with common characteristics, needs or behaviours (Yu, et al., 2023). Zara employs several segmentation variables to divide its customers in the United Kingdom and India.
Demographic Segmentation: Zara primarily uses demographic segmentation in the United Kingdom by targeting young adults and middle-aged individuals aged 18-40 years old with moderate to high disposable income and who are interested in fashion (Papadopoulou, et al., 2022). In India, Zara targets the same age group but is mostly the upper-middle and high-income segments since fast fashion brands cost more in comparison to local clothes brands.
Geographic Segmentation: Zara stores in the United Kingdom are based in large cities and high-street shopping places where there is high consumer traffic. In comparison, Zara mostly operates in big urban centres in India with places such as Delhi, Mumbai and Bangalore being the large cities with strong purchasing power and exposure to trends in global fashion (More, 2024).
Psychographic Segmentation: Zara targets consumers in both markets who value modern fashion and trendy clothing as well as global lifestyle brands. These consumers prefer trendy and stylish products which match the current trends (Li, 2021).
Behavioural Segmentation: In the United Kingdom, the buying behaviour of customers is led by fashion awareness and fast fashion culture which encourages them to buy clothing. On the contrary, Indian customers are more discriminating and tend to buy Zara products on special occasions or to express their lifestyles (Suradkar and Chanana, 2024). 
Targeting
Targeting is described as the process of choosing particular consumer groups that a company intends to serve with its products and marketing strategies (Vukasović, 2020). In the United Kingdom, Zara serves a wide range of fashion consumers, especially the young professionals, students and middle-income customers who are fashion-conscious and maintain their fashion trends. Zara products are available to more customers in the UK since the country has a mature fashion market and high purchasing power (Jiang, 2020). The consumers of this market are also more familiar with fast fashion and often buy new collections of clothes. On the contrary, in India, Zara primarily targets urban upper-middle-class and rich consumers ready to pay more for international fashion brands (Kaur, 2021). The target market consists largely of young professionals, college students and fashion-conscious consumers residing in urban cities. Zara would find it difficult to attract a large target market in India as compared to the UK market since their products are costly compared to the local brands in India.
Positioning 
Positioning is the way in which a firm develops a unique image of the brand among consumers over its competitors (Saqib, 2021). Zara positions itself as a high-end fast fashion company across the world that provides high-end fashion items at comparatively reasonable prices. Zara in the United Kingdom has been established as a fashion brand that is fashionable and affordable and enables the consumer to adopt the new fashion in a very short time (Kumar and Madan, 2023). Young professionals and students who appreciate stylish clothes but at non-luxury prices are the target audience of the brand. In comparison, Zara is being positioned in India as a high-end global fashion brand that signifies the modern lifestyle and culture of global fashion.
[bookmark: _Toc224309583]Comparative Analysis of Marketing Mix (7Ps)
The marketing mix is a combination of marketing tools that are employed by organisations to meet customer needs and accomplish marketing goals (Ellitan, 2021). The 7Ps of Zara in the UK and India are mentioned below.
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Figure 6: 7Ps of marketing
(Source: Kobero and Swallehe, 2022)
Product: Product is the goods that are being sold in a company to meet consumer needs (Yusuf and Matiin, 2022). Zara has various trendy fashions such as casual, formal and seasonal collections that are available to men, women and children in the United Kingdom. For instance, the brand releases winter collections regularly such as coats, knitwear and jackets which are appropriate in the UK climate (Avraam, 2025). In comparison, Zara has been selling similar global collections in India but some of the products are adjusted to suit local tastes. Indian stores usually have lighter clothes, dresses, and clothes worn in celebrations such as Diwali (Bhandari, 2023).
Price: Price is defined as the cost that customers pay to access products and is a key indicator of the brand's market positioning (Darmawan and Grenier, 2021). Zara in the United Kingdom adheres to a competitive pricing strategy as customers have numerous options of fashion retailers including H&M and Uniqlo (Zhou, 2025). The dresses of Zara in the UK are usually sold at a price of between 30 and 70 pounds which are affordable for middle-income earners. In India, Zara employs a premium pricing strategy. An average dress would cost approximately 3,000-6,000 rupees, thus the brand is expensive as compared to many domestic fashion brands.
Place (Distribution): Place means the ways and locations of distribution of products to the customers. Zara stores are usually found in high-street shopping centres of the United Kingdom such as Oxford Street in London and in large city centres where people gather in large numbers to spend their money (Oxford Street, 2026). Another strength of the brand is its robust online shop where customers are given the chance to have products delivered to their doorsteps. However, Zara outlets are largely found in big shopping malls such as Select Citywalk Mall and Phoenix Marketcity Mall which are known as the shopping centres of urban consumers in India.
Promotion: Promotion is a type of communication that is employed to attract and inform customers. In both markets, Zara is recognised as having minimal use of traditional advertising. Instead, the brand is concentrating on store displays, fashion reputation and digital activity (Wiltshire and Cousins, 2026). In the United Kingdom, Zara advertises newer collections using social media such as Instagram and TikTok where shoppers track fashion trends. Social media and influencer content are also utilised in India by the brand to target younger customers who use online platforms.
People: People are those who deal with customers and shape the experience of the service. Zara staff in the United Kingdom are trained on the concept of a rapid and efficient customer service facility, particularly during peak shopping periods in huge stores such as the Oxford Street store. Employees assist customers in finding items and in handling fitting rooms effectively (Mishra and Dodke, 2024). In India, the customer service is more personalised. For example, employees in stores of Select Citywalk Mall help clients with dressing ideas and stocking information. The training in both markets is aimed at sustaining Zara as a professional and trendy brand.
Process: Process is the system and processes that are used in delivering the products to customers. Zara has an established reputation in the fast fashion supply chain that enables the enterprise to design and produce new collections in several weeks (Camargo, et al., 2020). The United Kingdom has stores that are supplied with new stock on a daily basis, a factor that makes customers visit their stores regularly to access new trends. The same supply chain system is also applied in India, but goods are occasionally received later because of the international shipping and importation processes. However, Zara continues to release new collections frequently in order to keep consumers interested.
Physical Evidence: Physical evidence is the physical attributes of a brand being experienced by customers such as the design and atmosphere of a store. Zara stores in the United Kingdom are designed in a contemporary and minimal manner with bright colour lighting, structured displays and space which are used to showcase collections (Balagtas, et al., 2022). Indicatively, the Oxford Street shop in London is an indicator of a high-end and stylish shopping experience. However, Zara stores in India are designed in the same global style to ensure that there is brand consistency. Phoenix Marketcity stores create a fashionable and contemporary shopping environment that depicts the global brand image of Zara.
[bookmark: _Toc224309584]Directional Development Strategy in the UK 
Directional development strategy is the strategy applied by a company to expand its business in a specific market. The Ansoff Matrix is one of the most popular frameworks employed to explain growth strategies developed by Igor Ansoff. The model demonstrates four key business expansion strategies including market penetration, product development, market development and diversification (Aditiya and Kirana, 2025). The United Kingdom experiences market penetration and product development strategies mostly used by Zara. One of the main strategies Zara uses in the UK is market penetration. This strategy aims to grow the sales of the existing products within the existing market (Zakiyyah and Fadah, 2020). Zara does this through constantly launching new fashion collections and forcing customers to visit the stores regularly.  Indicatively, Zara stores in high-traffic areas such as Oxford Street change their collections after a couple of weeks. The high turnover of products makes the customer feel that he or she must hurry and this makes people visit the store more often and make purchases.
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Figure 7: Ansoff Matrix model
(Source: Peterdy, 2022)
Another significant approach applied by Zara in the UK market is product development. This is a strategy of presenting new products to the current customers. Zara keeps launching new designs of clothes depending on the new fashion trends (Zhang, 2024). The company gathers feedback from customers in stores and utilises it to create new collections fast. For example, Zara has been launching seasonal fashion products including winter coats, jackets and party clothes which are aligned with the current fashion in the UK market. Moreover, digital expansion is another strategy that Zara uses in the United Kingdom to support its growth. The company has a powerful online shopping platform and clients can easily view new fashion collections, order through smartphones or computers and accept goods with home delivery services (Fabro Cardoso and Elli, 2023). This online platform allows Zara to communicate with more clients and adds convenience to the shopping process of consumers who enjoy shopping through the Internet.
[bookmark: _Toc224309585]Ethical Issues in Zara’s International Marketing
Labour Practices and Supply Chain Practices
Among the key ethical issues related to Zara's international marketing activities, there is the labour policy in the global supply chain. Zara is a subsidiary company of Inditex parent company that procures products in hundreds of factories in China, Europe, and others. As it is reported by Inditex, the company collaborates with thousands of suppliers and manufacturing sites around the globe, with huge clusters of suppliers in countries such as India, Bangladesh and Pakistan (Inditex, 2021). However, labour-rights groups and international organisations have expressed concern over the working conditions and wages in the supplier factories. It has been reported that global supply chains of large clothing brands have been accused of labour exploitation, unfair practices and poor wages in some of the factories (Al Jazeera, 2023). 
Green Fashion Production and Environmental Sustainability
The other ethical concern is connected with the environmental effects of the fast-fashion business model of Zara. The company manufactures high amounts of clothing on an annual basis so that it can be able to react quickly to the fashionable designs. For example, industry analysis shows that in 2023, Zara manufactured about 450 million pieces of clothing, which is equal to 620,000 tonnes of items which represents an environmental issue in fast-fashion. Further, the overall global impact of Inditex Group is -0.27 which is generated based on UN SDGs and 13 topics which are divided between negative and positive concepts (Green Digest, 2024). 
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Figure 8: Inditex Global Impact Score
(Source: Green Digest, 2024)
Transport emissions are also an issue in the global logistics system at Zara. According to Reid, (2025), in 2024, the transport emissions of the greenhouse gases of Inditex grew by about 10%, reaching nearly 2.6 million tonnes of CO2, because the company operates using air freight to ensure continuous fast product delivery cycles.
Other supply chains utilised by fashion retailers, such as those of Zara, have also been associated by environmental organisations with agricultural practices, which could cause deforestation and environmental degradation. The research studies on cotton production relating to global fashion brands have reported that the supply chains in other areas, like Brazil, have been linked to environmental destruction and land conflicts (Selibas, 2024).
Ethical Concerns in Marketing and Consumption of Products
There are also ethical issues concerning the marketing strategy and product positioning of Zara. According to Earth, (2026), the fashion category is one of the key contributors to the overall environmental pressure and fashion manufacturing is identified as about 10% of the total global carbon emissions. Further, this indicates the general sustainability issue with high-volume clothing manufacturing.
[bookmark: _Toc224309586]Recommendations 
Based on the comparative analysis, some recommendations will enable Zara to enhance its performance in the United Kingdom and India markets. Zara needs to pay more attention to sustainable fashion operations, particularly in the United Kingdom where customers prioritise environmental concerns. The company can increase the application of recycled fabrics and the environmentally friendly production processes (Patti, et al., 2020). Promoting sustainable collections more clearly in stores and online platforms would also improve brand image and attract environmentally conscious consumers. Moreover, Zara can strengthen its online retailing approach in the two markets. The process of customer satisfaction can be enhanced by enhancing the online shopping experience with the help of improved mobile applications, personalised product suggestions and quicker delivery services (Khrais and Alghamdi, 2021). This is especially significant in India where online shopping and mobile commerce are increasing at a very high rate among the youthful consumers.
Zara can also focus more on product adaptation to the Indian market. Although the brand focuses primarily on the global fashion collections, more climate-related products and designs that combine with cultural festivals such as Diwali may appeal to more customers. This would enable the company to be closer to the local consumer preferences and enhance its competitive strength (Kang and Na, 2020).
[bookmark: _Toc224309587]Conclusion 
In conclusion, Zara uses the fast-fashion business concept and a vertically integrated supply chain that enables the organisation to react quickly to alterations in fashion trends. The PESTLE analysis revealed that some of the major differences between the two markets in terms of the environment were political regulations, economic growth, consumer behaviour, technological development and legal frameworks. The comparative analysis of STP revealed that Zara has customer segments in terms of demographic, location and behaviour, giving preference to fashion-conscious customers in both countries and changing the positioning strategies based on market factors. The marketing mix analysis has revealed that Zara modifies aspects of the marketing mix such as pricing, product offerings and channels of distribution according to the market nature. Directional development strategy indicated that Zara primarily emphasises on market penetration and product development in the UK to facilitate its competitive base and long-term international expansion. The company could focus on global fashion collections and enhancing online shopping experience. 


[bookmark: _Toc224309588]Section 2: Reflection Using Gibbs Reflective Cycle
The Gibbs Reflective Cycle is a model that is applied to reflect and learn about experiences. The model comprises six steps which are description, feelings, evaluation, analysis, conclusion and action plan (Praveena, et al., 2025). These phases help people in thinking about a certain experience in an organised manner. Using this model, I can better reflect on what occurred, what the experience was, what was learned and how they can enhance themselves and skills in a future situation.
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Figure 9: Gibb’s reflective cycle
(Source: Harithuddin, 2021)
Description 
In this assessment, I carried out research to examine the international marketing practice of Zara with reference to its operation in the United Kingdom and India. Information in the research process was accessed by gathering data from different academic and industry sources. To learn about the strategies and market environment of the company, I have used journal articles, market research reports, online databases and company-related publications. I also looked at the statistics based on the fashion retail business in both countries. After information collection, I had to arrange the information into various parts or segments which included PESTLE, STP strategy, marketing mix and development strategies to assess the company.
Feelings 
At the beginning of the assignment, I had a basic understanding of international marketing but limited knowledge about how global companies adapt their strategies in different markets. I was somehow confused about the analysis of marketing environments and the comparisons of various countries. However, when I began to do research on the strategies employed by Zara, my confidence began to increase. This was interesting to me as it made me realise how international fashion brands conduct their business activities in foreign markets. Simultaneously, my search was not entirely successful since I had some difficulties in locating credible data and recent statistics which required careful selection of credible sources.
Evaluation 
The research and writing process was satisfactory in a number of aspects. One of the good factors was the capacity to gather information from various sources which could be considered credible such as academic journals, market reports and industry publications. This assisted me in gaining improved insight into the fashion retail business in the global market and the practices employed by Zara. I also had the opportunity to structure the report well by subdividing the analysis into segments which included PESTLE analysis, STP strategy and marketing mix. However, some challenges were also encountered. One of the obstacles was the difficulty in finding reliable and up-to-date statistical data that would be related to the fashion markets in both the United Kingdom and India. The other challenge was to make sure that the information from various sources was compared and presented in an understandable manner. It was also difficult to control the number of words used in each part since I had to describe complicated concepts in a limited way.
Analysis 
I was able to highlight a few valuable academic and research skills I have managed to achieve through this analysis. The analysis of international business environments based on frameworks such as the PESTLE analysis and the Ansoff Matrix became one of the essential skills (Goswam, 2024). The frameworks also enabled me to realise the effects of external forces such as politics, economics and technology on business strategy within other countries. Comparative analysis was another valuable skill that I gained in this evaluation. The comparison of the operations of Zara in the United Kingdom and India enabled me to learn how businesses can change their marketing strategies to align with the various consumer behaviours and market conditions. This helped determine how crucial global standardisation and local adaptation are to international marketing (Lin, et al., 2023).
Additionally, I enhanced my research and information assessment capability. I was provided with the experience of locating academic resources that can be trusted and the ability to analyse industry data to make my analysis. The assignment also assisted me in the advancement of my academic writing skills as I was able to present complicated marketing concepts in a clear and systematic way. Collectively, the assignment offered me important information about the global marketing strategies and the way in which international businesses can remain competitive in various markets.
Conclusion 
Overall, this evaluation allowed me to learn more about the world of international marketing and global business activities. The analysis of the Zara strategies helped me to understand how businesses can adjust their marketing strategies to succeed in other markets such as the United Kingdom and India. Another thing that I realised is that it is critical to analyse the external environmental conditions, consumer behaviour and competition conditions in the process of marketing strategy development. Furthermore, analytics frameworks helped me to organise the business analysis in an understandable and balanced manner. This experience has improved my research, critical thinking and academic writing skills. The assignment offered valuable learning resources that will help me in further academic education in international business and marketing.
Action Plan 
The experience acquired during this analysis will help me in my future educational and career experience. In my future assignments, I will use the analytical frameworks including the PESTLE analysis and Ansoff Matrix more efficiently when analysing business environments and organisational strategies. I will also enhance my research capabilities by using more scholarly databases and industry reports to obtain trustworthy information. This will assist in coming up with better evidence-based analysis in future coursework (Kuromiya, et al., 2020). Additionally, I will keep on improving my academic writing through practising effective and concise descriptions of the concepts of business. Professionally, the knowledge on international marketing based on the analysis of Zara will assist me in learning how international firms run and change strategies in various markets which is useful in marketing, retail and international business careers.
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