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1. [bookmark: _Toc226117674]Section 1: Report
1.1 [bookmark: _Toc226117675]Introduction
Zara is a major fashion retailer in the world with a reputation of fast-fashion, high product turnover, and quick reaction to new consumer trends (Zhang, 2024). In its internationalisation efforts, Zara has expanded to different markets that differ greatly in culture, economic growth, and consumer behaviour (Roll, 2021).
This report will look at the international marketing of Zara in its home country of Spain and in India, which is an emerging market with high growth prospects. The two nations offer a valuable contrast in a developed European market and a developing, culturally diversified economy.
This report is aimed at discussing the way Zara adjusts its marketing strategy in these opposite environments. The analysis will include a brief macro-environment analysis using PESTEL, segmentation, targeting, positioning strategy analysis, and international marketing mix (7Ps) analysis. Growth strategy, ethical issues, and future development suggestions will also be taken into account in the report.


1.2 [bookmark: _Toc226117676]Company Overview: Zara Global Operations 
Zara was established in 1975 in A Coruña, Spain, by Amancio Ortega and later became the flagship brand of Inditex, one of the largest fashion retail groups in the world (Inditex.com, 2025). Since its beginnings as a single clothing store, Zara has grown into a large global fashion brand with a reputation of selling trend-following clothing and accessories at comparatively affordable prices (Zhang, 2024).
[image: Amancio Ortega: Zara Founder and Spain's Wealthiest Billionaire]
Figure 1: Amancio Ortega: Zara Founder. Source: Behan (2022).
Being a constituent part of the Inditex, Zara functions under a highly integrated fast-fashion business model (Roll, 2021). This model relies on the speed of design, production and distribution that enables the company to respond fast to the changing fashion trends and consumer demand. Compared to the old fashion retailers, Zara launches new collections regularly and keeps the product cycles short, which ensures customer interest and frequent visits to the shops (Roll, 2021).
Zara is represented in many international markets, both physical and digital (Li, 2021). Spain is also of great importance as the motherland of Zara since it is the place where the brand originated, it is its central location, and it constitutes a well-established retail base in Europe (Tőkés, 2022). However, India has strategic significance as a growth market because of its growing urban population, rising disposable income, and growing interest in global fashion brands (Kumar and Bakshi, 2024). In the case of Zara, a comparison between Spain and India provides a view of how the firm balances maturity in a home market with growth in an emerging market.
1.3 [bookmark: _Toc226117677]Comparative Market Analysis – PESTEL Framework
PESTEL Framework is a tool that measures the macro-environmental forces that affect the business activities in different markets (Hamilton and Webster, 2018).
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Figure 2: PESTLE Framework for external macro-environmental factors. Source: Hamilton and Webster (2018).
This part will contrast Spain and India to determine major opportunities and threats to Zara, which can serve as a basis of understanding how international marketing strategies can be modeled in various settings.
1.3.1 Political Factors 
The political environment affects the international retail business of Zara differently in Spain and India. The European business environment in Spain is stable due to the influence of the EU market regulations, consistency of regulations, and relatively predictable business environments that facilitate long-term retail planning and cross-border commerce in Europe (Consilium, 2025). This gives Zara a good environment in its domestic market. India, conversely, has a more complex, reform driven policy environment. The foreign investment policies are comparatively liberal to single-brand retail, whereby up to 100 percent FDI can be made under the automatic route, but adherence requirements like sourcing requirements are also significant to international retailers (India Brand Equity Foundation, 2025). In the case of Zara, Spain is politically stable and its institutions familiar with the country, and India has potential to expand but needs further adjustment to policy, regulation, and entry conditions to retail (European Commission 2020; Government of India 2023).
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Figure 3: Political Comparison of Spain and India for Zara. Source: Own Contribution. 
1.3.2 Economic Factors
Economic situations influence the market potential of Zara in Spain and India differently. Spain has a significantly higher income level, with GDP per capita of $35,326.8 in 2024, versus $2,694.7 in India and provides Spanish consumer with a higher purchasing power of discretionary spending on fashion (The World Bank Group, 2026).
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Figure 4: Comparative GDP per capita between Spain and India. Source: The World Bank Group (2026).
Spain thus is a more mature fashion market, and Zara will enjoy a ready market, but growth will be more predictable and modest. By comparison, India has a fast-growing consumer base, increasing urban incomes, and an increasing interest in branded clothing, but the market is more price-sensitive (Imarcgroup.com, 2026). This implies that Zara will need to strike a better balance between ambition and cost in India compared to Spain. To Zara, Spain is a stable sales base in a well-known high spending scenario, and India has potential to grow its revenue in the long term, should the brand be able to attract value-conscious yet fashion-conscious consumers (OECD, 2025; Imarcgroup.com). 2026).
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Figure 5: Economic Comparison of Spain and India for Zara. Source: Own Contribution.
1.3.3 Social and Cultural Factors
Cultural Dimensions model is a model that compares national cultures based on six dimensions, namely power distance, individualism, masculinity, uncertainty avoidance, long-term orientation and indulgence (Hofstede, 2001).
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Figure 6: Hofstede’s Cultural Dimensions model. Source: Hofstede (2001).
It aids in understanding the way cultural values affect consumer attitudes and behaviour in various countries. The model can be applied to international marketing, offering a systematic approach to the market comparison and determining how cultural differences can influence the branding, communication, and purchasing patterns (Piotrowska and Piotrowski, 2023). Nevertheless, Hofstede has shortcomings. It can reduce national cultures to simplistic, portray nations as culturally homogenous, and fail to reflect regional, generational, and lifestyle variations in a society (Piotrowska and Piotrowski, 2023). It must thus be considered as a guideline and not a full description of consumer behaviour.
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Figure 7: Hofstede’s cultural dimensions model for country comparison between Spain and India. Source: Theculturefactor.com (2025).
Social and cultural factors are of particular importance to Zara as fashion buying is strongly associated with identity, taste, and social norms. The Hofstede scores in Spain indicate more individualistic culture compared to India and it should favor more focus on personal style, self-expression, and independent fashion selection (Theculturefactor.com, 2025). Spaniards tend to be aware of European fashions and are likely to react to seasonal collections, contemporary styling, and regular product rotation (Checa et al., 2025). This fits the fast-fashion model of Zara that relies on trend awareness and frequent wardrobe changes.
India, in its turn, is less culturally homogeneous and more collectivist, being more sensitive to tradition, family pressure, and societal demands (Ghosh and Sarkar, 2024). The dressing style is influenced by modesty, weather, religion and local practices. There is also a greater festive shopping, the demand of which rises during such celebrations as Diwali, weddings, and other cultural events (Limbekar and Ingale, 2025). This means that Zara has to be more selective in offering fashionable but also locally acceptable styles in terms of fit, coverage, and design.
In general, these distinctions influence Zara strategy significantly. In Spain, Zara can afford to be more dependent on the usual European collections and trend-based appeal, whereas in India it must be more sensitive to cultural diversity, festive demand, and low-cost fashion tastes (Arcega-Punzalan, 2025).
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Figure 8: Social and Cultural Comparison of Spain and India for Zara. Source: Own Contribution.
1.3.4 Technological Factors
Zara retail performance in Spain and India is influenced differently by technological development. The retail environment in Spain is digitally developed and it has developed and established e-commerce platforms and omnichannel integration (Yunita et al., 2024). Consumers require the seamless integration of online and physical stores with click-and-collect, rapid delivery, and real-time access to inventory (Khalid, 2024). This helps Zara to be efficient and convenient to the customer.
Conversely, mobile commerce and digital retail are growing at a high pace in India due to the rising usage of smartphones and the internet (Balani, 2024). E-commerce is growing rapidly, especially among younger urban buyers (Singh, 2024). In the case of Zara, it opens possibilities to access more people via digital platforms, but infrastructure and service quality may fluctuate.
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Figure 9: Technological Comparison of Spain and India for Zara. Source: Own Contribution.
1.3.5 Legal Factors 
The operations of Zara are influenced by legal conditions in Spain and India in different ways. In Spain, an EU-based legal framework that addresses labour standards, consumer rights as well as product compliance facilitates retail activity. EU regulations demand that textiles be labelled in clear text and offer consumers rights to faulty products and give clarity to the industry but with heavy compliance costs to the fashion retailers (European Union 2019; Your Europe, 2025). In India, Zara has to work within the provisions of single-brand foreign investment regulations in retail where FDI is allowed but with terms of policy, such as the need to comply with the sourcing and retailing policies (Cms.law, 2026). In general, Spain has a superior legal predictability, and India has more regulatory complexity to international fashion brands.
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Figure 10: Legal Comparison of Spain and India for Zara. Source: Own Contribution.
1.3.6 Environmental Factors
In both Spain and India, environmental concerns are becoming more and more applicable at Zara, although in Spain the pressure is greater due to the fact that it is also part of the larger EU sustainability plan of textiles and waste minimization. The EU policy tends fashion businesses towards more circular production, improved recycling, and increased responsibility of textile waste (European Commission 2024; European Commission, 2025). In India, the environmental concern is becoming trendier especially with sustainable sourcing and packaging, but the expectations are not yet fully developed (Sai and Madduri, 2024). In the case of Zara, it translates to greater compliance pressure in Spain and earlier opportunities to position sustainability in India.
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Figure 11: Environmental Comparison of Spain and India for Zara. Source: Own Contribution. 


1.4 [bookmark: _Toc226117678]STP Strategy Comparison

Figure 12: Summary of STP Comparison of Spain and India for Zara. Source: Own Contribution, 
1.4.1 Market Segmentation
In Spain and India, Zara uses a systematic segmentation strategy, but the focus differs because of the discrepancies between consumer behaviour and market maturity (Wang, 2023). Demographic segmentation in Spain is aimed at a wide audience of consumers, especially young adults and working people with steady incomes (Sarti et al., 2018). Zara is geographically widespread and spreads all over urban centres with the greatest fashion demand (Zhang, 2024). Spainish consumers are behavioural trend followers that react to seasonal collections and rapidly changing fashions (Aftab et al., 2018). Lifestyle segmentation represents an attitude of fashion-aware society in which clothes are worn as a way of self-expression and frequent change of wardrobe Checa et al., 2025).
In India, segmentation is on the other hand more selective. Zara targets the urban middle and upper-middle classes whose disposable income is rising demographically (Sarti et al., 2018). Geographically, it has operations that are concentrated in major metropolitan cities including Mumbai, Delhi, and Bangalore (Shukla, 2024). The behavioural segmentation emphasizes aspirational buying, in which consumers are driven by brand image and worldwide fashion trend (Aftab et al., 2018). Lifestyle segmentation is an indicator of a blend of contemporary fashion trends and traditional factors, and there is a great regional diversity (Limbekar and Ingale, 2025). 
1.4.2 Targeting Strategy
The targeting strategy of Zara portrays explicit variations between a developed domestic market and an emerging global market. Zara in Spain focuses on young adults, working professionals, and trend-sensitive customers who are extremely fashion-oriented (Sarti et al., 2018). These are consumers who have known the brand and they want new collections regularly, low prices, and convenient access either in the physical outlets or via the internet. This means that the targeting strategy is wide-range and volume-based, concentrating on the high frequency of purchase and the number of customers (Smith, 2024).
Zara is more focused in its approach in India. The brand is mainly aimed at urban middle- and upper-middle-class consumers with greater purchasing power and interest in foreign fashion (Shukla, 2024). Younger consumers constitute an important population especially those who are affected by the global trends and social media. Moreover, the mall-based shoppers and online consumers should also be prioritized because the fashion consumption in India revolves around the modern retail areas and online platforms (Darshan et al., 2024). Such a strategy is an expression of the necessity to target aspirational consumers and retain a premium image.
1.4.3 Brand Positioning
The brand positioning of Zara in Spain and India is distinctly different and this is because of the market perception and consumer expectations in the two markets. In Spain, Zara is positioned as an affordable fast-fashion brand that has current styles at comparatively low costs (Zhang, 2024). Being a domestic retailer, it is a known brand to consumers, and it is a part of daily fashion consumption (Roll, 2021). The brand is linked with convenience, responsiveness to trends and frequent update of products as opposed to exclusiveness.
In contrast, Zara holds a more aspirational position in India. It is viewed as a global brand of fashion that embodies modernity, global style, and superior quality to the local brands (Xie and Yang, 2023). Consequently, Zara has a fairly high-end position in the Indian high-street market. Its store location in high end malls, pricing, and selection of products support this perception. The brand targets consumers that are interested in the global fashion trends and ready to spend more money on a perceived status and quality (Goedertier et al., 2024).


1.5 [bookmark: _Toc226117679]International Marketing Mix Comparison – 7Ps 
The international marketing mix (7Ps) can offer a structure to analyse the ways in which Zara modifies its strategies in various markets. This part will compare Spain and India to assess variations in product, price, place, promotion, people, process and physical evidence and how local environments impact on marketing choices of Zara.
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Figure 13: 7Ps marketing mix. Source: Saidani (2019).
1.5.1 Product
The product strategy of Zara in Spain and India is also different due to the way climates, cultural expectations, and local style tastes influence clothing demand. The trend-based collections that Zara constantly refreshes through its new in offer can be more depended upon in Spain (Anthony et al., 2020).

Figure 14: Zara’s seasonal categories. Source: Zara (2026).
Its Spanish location emphasizes new clothes and accessories changing every week, as well as seasonal outfits like spring dresses, summer dresses, and linen items, with a high focus on fast fashion turnover and the renewal of the wardrobe every season (Zara, 2026).
In India, the product mix of Zara seems to be more climate- and local wear-friendly (Basak, 2018).

Figure 15: Zara India Collection. Source: Zara.com (2024).
The Indian platform has large linen collections like Men Linen Collection and 100% Linen Regular Fit Shirt, which are more suitable to summer weather, and the women collections include longer and loosier fits like midi dresses, maxi dresses, flowy dresses, and tunic tops that can be styled to meet more modest fashion tastes and different regional tastes (Zara.com, 2026).
In general, the product approach of Zara in Spain is more focused on typical European trend cycles, but in India it is more adaptable to heat, comfort, coverage, and culturally diverse fashion preferences.
1.5.2 Price
Zara pricing strategy in Spain and India is different since the brand holds a dissimilar market position in both countries. In Spain, Zara is operating in a fully developed fast-fashion technology and applies rather competitive prices to attract mainstream fashion customers (Zhang, 2024). It is a well-known domestic retailer, so the prices are matched to those of the regular high-street instead of the premium exclusivity (Melisa and Ellitan, 2024). However, in India, the products of Zara have a higher relative price perception due to lower purchasing power and the perception of an international fashion label (Saraswat, 2018). As an example, Zara India has a list of tops between 2350 and 2950 and jeans between 2950, which ranks the brand above domestic alternatives in the mass-market (Zara.com, 2026). This makes Zara more perceived value and aspirational in India and pricing a competitive fast-fashion instrument in Spain. Wider disparities in income between Spain and India support this comparison.
1.5.3 Place 
The distribution strategy of Zara indicates the retailing structures of Spain and India. In Spain, the brand enjoys a high concentration of home-market, which integrates high-street shops and online-retailing. The official store locator of Zara displays flagship stores in large shopping streets like Gran Via in Madrid and Paseo de Gracia in Barcelona, which demonstrates high visibility in the central urban retail areas (Zara, 2026).

Figure 16: Zara’s location in Spain. Source: Zara (2026).
The digital platform and store network of Zara are integrating online and offline channels, providing easy access to regular shoppers (Zhang, 2024).
Physical distribution Zara was more selective and concentrated in larger metropolitan markets in India, where stores often were found in premium malls and large urban shopping centers.
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Figure 17: Zara's location in India. Source: Zara.com (2026).
India location of Zara also offers store location and online payments, which means that it has a more actively developed, however, better-controlled distribution model (Zara.com, 2026). This gives Zara the ability to be seen as premium and to reach fashion consumers in primary cities first.
1.5.4 Promotion
The promotion approach of Zara in Spain and India is rather subtle, yet the choice of focus is different in the two markets. In Spain, Zara has depended on a lean branding, powerful visual merchandising and digital communication instead of intensive traditional advertising. According to Inditex, store and online processes are key to providing the seamless omnichannel experience needed to make Zara brand visible on its website, app, store design, and frequent digital content instead of price-driven advertising campaigns (Inditex.com, 2025).
In India, Zara has the same high-end visual image but more precisely localizes its promotion to aspirational purchase and culturally oriented moments of shopping (Wang, 2023). The digital communication of Zara India heavily focuses on the latest collection message online, and the festive-season-based campaigns have been applied to align the brand with the local celebratory events (Zara.com, 2026). As an example, Zara India advertised festive collections and a Diwali-related capsule collection on social media, which demonstrates that seasonal relevance and social media impact are more significant in this market than in Spain.
[image: Zara's Latest Capsule Collection Has An India And Diwali Connect]
Figure 18: Zara's diwali capsule collection. Source: NDTV Lifestyle Desk (2024).
Altogether, a promotion of Zara in Spain is more oriented to clean brand image and visual impression, and in India it integrates aspirational international fashion and festive timing and enhanced digital-social interaction.
1.5.5 People 
The “people” element of Zara’s marketing mix reflects how customer experience is shaped through staff behaviour and service style in Spain and India. In Spain, the service in store is more practical and efficiency oriented. Since Zara is a well-known local brand in a well-developed market, customers tend to want to independently shop with minimal staff interaction unless they require help (Aftab et al., 2018). This facilitates a quick and self-sponsored shopping process.
Customer service in India is more focused and response-oriented, especially in high-end malls where customers might want more service in the store (Phan, 2025). The role of staff assistance can thus be more apparent in assisting customers with product selection, sizing, and service experience. This is particularly essential, since Zara is more aspirational in India than in Spain.
On the whole, people strategy of Zara in Spain is based on efficient and low-intervention service, whereas in India it needs to be more personalised to meet customer expectations and strengthen the perception of premium brands.
1.5.6 Process 
A key component of Zara competitive advantage is process since it relies on speed, flexibility, and efficient retail operations. Zara in Spain is backed up by high inventory turnover, effective logistics coordination, and well-developed omnichannel (Aftab et al., 2018). Both online browsing and physical shopping allow consumers to move freely, enhancing convenience and efficiency in service. This fits a mature market with rapid product turnover and effortless shopping (Rahman et al., 2025).
Zara uses the same logic of fast-fashion in India but has to modify the processes according to the local shopping trends (He, 2022). Omnichannel retail is increasing, but shopping is becoming more centralized to major cities, high-end malls, and mobile-driven online platforms (Rahman et al., 2025). Consequently, service efficiency has to weigh between stock availability, delivery expectations, and selective expansion. Inventory decisions also need to reflect festive peaks and regional demand variation (Sajja et al., 2025). 
1.5.7 Physical Evidence
Physical evidence is a significant component of Zara brand presentation as it determines the way customers perceive the retailer via store design, layout, and visual identity. Zara stores are part of a recognizable retail setting in Spain where Zara is established and recognized (Zhang, 2024). The stores are normally designed in minimalistic, clean and modern design that portrays the fashion oriented image of Zara as it facilitates easy shopping and frequent changes in the products (Arcega-Punzalan, 2025). This brings a uniform and reachable shopping experience to the Spanish consumers.
Zara in India has a different visual identity but the customer experience is frequently more high end in tone. Most of the stores are situated within high-end malls and retail locations, which makes the brand aspirational (Zara.com, 2026). Expansive design, elegant visualization, and careful styling can make Zara a higher status fashion retailer than many domestic rivals (Xie and Yang, 2023).


1.6 [bookmark: _Toc226117680]Directional Development Strategy
Directional development strategy describes how companies achieve growth by using new or existing products and markets. Applying the Ansoff Matrix, the growth of the Zara in India may be explained to be based on the market development and digital-driven expansion.
[image: ]
Figure 19: Ansoff matrix for Zara - India. Source: Own Contribution.
Zara has been pursuing a market expansion strategy by establishing itself in large urban cities like Mumbai, Delhi, and Bangalore (Zara.com, 2026). These cities have greater buying power and better exposure to the global fashion trends and are also characterized by a concentration of target consumers. India has much higher potential of geographical coverage and customers acquisition than Spain which is already a mature and saturated market.
Another strategic component of Zara is the digital growth. The growing usage of smartphones and online shopping behaviour in India has promoted Zara to boost its online platform and mobile accessibility (Raj and Sharma, 2024). This helps in expanding the market beyond the physical store locations.
Moreover, Zara is working on a higher level of omnichannel integration, which will involve the connection between online and offline experiences, where customers can browse, order, and pick products more easily (Zhang, 2024). This is especially significant in India as the infrastructure of retailing differs with regions.
1.7 [bookmark: _Toc226117681]Ethical Issues
Ethical marketing is the practice of being fair, honest, responsible, and respectful in any marketing practice (Uwase and Special, 2025). It implies that a company is not only supposed to pursue profit, but also to think about the effects of the decisions it makes on the consumers, workers, suppliers, and the environment in general. Ethical marketing is especially relevant in the fashion industry since the problems of sourcing, labour conditions, and sustainability are directly connected with brand reputation (Cavusoglu and Dakhli, 2016).
In its marketing mix, Zara portrays some positive ethical practices with an emphasis on India. First, the company has ensured that there are visible commitments towards more sustainable products and materials, which is associated with the product component of the marketing mix (Roll, 2021). More responsible ways of consuming fashion could be the provision of clothes made of recycled or less harmful materials. Second, the brand message of Zara is usually straightforward and minimal and does not imply excessive promotion strategies (Zhang, 2024). This is associated with the promotion since the brand itself often depends on the display of the product and online communication instead of false advertising messages (Chongcs et al., 2022).
Nonetheless, ethical issues are also significant. One of the problems is associated with individuals and labour. Being a part of the broader fast-fashion sector, Zara is also accused of not necessarily paying fair wages and safe labor conditions to workers at the global supply chain (Buchanan, 2018). This brings up the issue of maintenance of ethics in labour networks in sourcing. The second issue is the question of environmental responsibility and the fast-fashion model in particular. The turnover of products promotes a high rate of consumption and waste which can be against the sustainability agendas (Das et al., 2025).
1.8 [bookmark: _Toc226117682]Strategic Recommendations
In order to enhance its performance in India, Zara needs to be more locally responsive and responsible in its international marketing.
To begin with, Zara needs to grow its range of sustainable products and make ethical sourcing more transparent. The brand has already launched ecologically friendly collections, but a higher exposure of such initiatives would enhance the trust to the brand and its credibility (Das et al., 2025). In India, where sustainability is becoming a key concern, labeling eco-friendly products and being open with the audience can distinguish Zara among the competitors and solve ethical issues associated with fast fashion (Gheorghe and Matefi, 2021).
Secondly, Zara must enhance the local market adjustments in product design, sizes, and assortment. The cultural taste and climate of India demand more customized products, such as low-key fashion, designs that are closer to the region, and a better approach to size (Tamta and Kamboj, 2024). This would enable Zara to be closer to a larger consumer base than it is currently operating in its urban niche and gain market penetration.
Thirdly, Zara ought to enhance its online marketing and multichannel. As mobile commerce expands at an alarming rate, particularly among younger consumers, the ability to invest in tailored online experiences, mobile apps, and the ability to integrate online and physical stores would make accessing and using more convenient (Almutaa, 2022). This would also facilitate the growth in non-metro locations where physical stores would have limited presence.


1.9 [bookmark: _Toc226117683]Conclusion 
This report has looked at the way Zara localizes its international marketing approach in Spain and India and how there are evident differences that are influenced by the economic condition, cultural values and the maturity of the market. The PESTEL analysis revealed that Spain has a stable and established retail environment whereas India has good growth potential but should be more sensitive to the regulatory, cultural and economic environment. The STP analysis has shown that Zara appeals to the general, fashion conscious audience in Spain, but in India it is more selective with aspirational urban audience. Likewise, the comparison of the 7Ps showed that there was a very standardised approach in Spain and a more adopted strategy in India especially on the product, price and distribution.
In general, the international strategy of Zara is effective in that it has a reasonable balance between global consistency and local responsiveness. Nevertheless, its success in the long term will be determined by its capacity to enhance further in India and preserve its good brand name both in India and the UK.


2. [bookmark: _Toc226117684]Section 2: Reflective Analysis
The Reflective Cycle by Gibbs is a systematic framework that facilitates reflective learning by six steps, which are description, feelings, evaluation, analysis, conclusion, and action plan. I have applied this model to take a retrospective look at how I conducted research, comparison and formulation of this assignment on Zara in Spain and India in a systematic manner.

Figure 20: Gibbs’ reflective cycle for reflective analysis summary. Source: Own Contribution. 
2.1 Description
In this assignment, I have analyzed the international marketing strategies of the Zara in Spain and India. I chose Zara as it is a fashion retailer that is known worldwide, and I chose Spain and India as this is the home market of Zara, and the other is one of the leading emerging economies. This rendered the comparison significant and applicable to global marketing (Cavusoglu and Dakhli, 2016). I applied a mixture of scholarly ideas, business data, and evidence in the market to complete the research. I structured the report according to the assessment requirements starting with PESTEL, after that with STP, 7ps, directional development strategy, ethical issues, recommendations and a conclusion.
2.2 Feelings
At the beginning, I found the assignment interesting but also demanding. I knew that Zara was an appropriate business but I was not sure how I could manage to compare Spain and India in a balanced manner. The difference between the two markets is extremely high in terms of culture, consumer behaviour and the economic conditions and therefore I knew that the comparison could not be done in a superficial way but in an in-depth manner. As I advanced, I began to have more interest in the subject as I was able to observe how the decisions in international marketing are influenced by real differences among nations. This slowly boosted my confidence, and made the task become more practical and insightful.
2.3 Evaluation
The way I organized my research was one of the areas that went well. I used the assignment brief as a guide, and it enabled me to be focused and avoid unnecessary information. I also believe I did a good job in the comparison by maintaining the relationship between Spain and India throughout the discussion and did not consider them as two distinct case studies. This enhanced the quality of analysis of the report. The second strength was that I used the existing marketing models that in turn aided me in organising my thoughts in a clear manner.
Nevertheless, I experienced problems as well. A limitation was the ability to identify the most applicable evidence since the information available was substantial, in particular with Zara as an international brand (Saraswat, 2018). It was also not easy to be brief when discussing all the sections to be covered. It was necessary to carefully edit the word count and critical depth.
2.4 Analysis 
This assignment has made me realize that international marketing is much more complicated than the sale of the same products in other countries. I got to know that the consumer culture, maturity of the market, buying power and social values all play a role in determining how a company is supposed to position itself. Comparing the two countries, Spain and India, I realized that Zara cannot follow an entirely homogenous strategy. The brand will be operating in a known and an established market in Spain where people are already aware of its brand (Checa et al., 2025). In India, though, Zara needs to strive more to align with local demands in terms of climatic appropriateness, modesty, luxury perception, and online connectivity.
Another thing that I was able to learn was the importance of marketing frameworks. PESTEL allowed me to analyze the broader business environment in a structured manner, whereas STP demonstrated me the differences in segmentation and positioning between markets. The 7Ps model was particularly useful as it related theory to the observable business practices like pricing, location of stores, promotion, and customer experience (Saidani, 2019). The Ansoff Matrix also enabled me to think more strategically about expanding in India.
Simultaneously, I realised that there are limitations to models. They give order, yet are not the explanation of everything. Indicatively, Hofstede can be helpful in the comparison of culture, but it is not able to describe the regional diversity and the evolution of the modern consumer behaviour in its entirety (Piotrowska and Piotrowski, 2023). This made me realize that models must aid analysis and not substitute critical thinking.
2.5 Conclusion 
On the whole, this assignment helped me to enhance my knowledge about the subject matter and my academic style. Balancing global brand consistency with local market adaptation is the most important lesson I gained because successful international marketing requires such a balance to be achieved. I also got to know that good academic work takes more than just gathering information; it involves the choice of evidence that is relevant, critical application of theory, and clear comparisons. My knowledge was evolving in the areas of culture and strategy most of all. Prior to this task, my perception of fashion marketing was primarily on product, whereas now I realise how much it is influenced by consumer behaviour, social expectations and the external environment at large.
2.6 Action Plan 
It will enhance my future academic work because it will enable me to plan my research more effectively, be more critical when comparing sources and write more analytically. I will apply this assignment in my future career, particularly in marketing, retail, or international business, to be more culturally aware and strategic in the process, making decisions. These lessons will guide me by ensuring that I am more attentive to local market distinction, consumer behaviour and practical application of business models in considering international opportunities.
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STP Element


Segmentation


Targeting





Broad urban segmentation focused on fashion-conscious consumers, frequent trend shoppers, and working adults


More selective urban segmentation centred on middle- and upper-middle-class consumers with aspirational buying behaviour and regional variation.





Positioning


Young adults, working professionals, and shoppers who regularly follow new fashion trends.


Urban younger consumers, mall shoppers, digital buyers, and higher-income fashion-oriented customers.


Accessible fast-fashion retailer that is fashionable, familiar, and part of everyday clothing consumption.


International fashion brand positioned as aspirational, modern, and relatively premium within the high-street market.



Summar collection for women 


Spring collection for women 



Men’s linen collection


Men’s 100% linen regular fit shirt


Women's midi dresses


Women's maxi dresses



Gran Vía, Madrid 


Paseo de Gracia, Barcelona



Description


Feelings


Evaluation


Analysis


Action Plan


I analysed Zara’s international marketing strategy in Spain and India by using PESTEL, STP, 7Ps, Ansoff Matrix, and ethical evaluation. I selected these markets because they offered a strong comparison between Zara’s home market and an important emerging market.


At first, I found the task interesting but challenging. I was unsure about comparing two very different markets in a balanced way, but I became more confident as my research developed and the frameworks helped me organise the report.


A key strength of my work was the clear structure and use of comparison throughout the report. However, I found source selection, word control, and maintaining critical depth difficult, especially when trying to avoid being too descriptive.


I learned that international marketing requires a balance between global consistency and local adaptation. I also understood how culture, market maturity, and consumer behaviour influence Zara’s strategy, and how frameworks support analysis but should not replace critical thinking.


Conclusion


This assignment improved my understanding of international fashion marketing and strengthened my ability to apply theory to real business situations. I realised that effective analysis depends on relevant evidence, cultural awareness, and clear comparison.


In future, I will improve my critical writing, research efficiency, and use of evidence. I will also apply these lessons in academic work and future careers in marketing, retail, or international business.
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Aspect

Income and
purchasing power

Market condition

Consumer spending
pattern

Implication for Zara

Higher income levels and
stronger purchasing power
support regular fashion
spending (The World Bank
Group, 2026)

Mature fashion market with
established consumer demand.

More stable spending on
branded fashion products
(OECD, 2025).

Supports consistent sales in an
established market.

India

Lower average income, but
rising urban purchasing power
and a growing middle class
(The World Bank Group, 2026).

Expanding apparel market with
strong future growth potential.

More price-sensitive
purchasing behaviour,
especially outside premium
urban segments
(Imarcgroup.com. 2026)

Creates growth opportunities,
but requires careful pricing and
value positioning.
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Aspect

Cultural profile

Fashion behavior

Shopping pattern

Implication for Zara

More individualistic, fashion-
led, and influenced by
European seasonal trends
(Checa et al., 2025).

Consumers are more likely to
express personal style and
follow changing trends.

Regular seasonal fashion
purchasing and interest in new
collections.

Supports Zara’s fast-fashion
model with standard trend-
based collections.

India

More collectivist and culturally
diverse, with stronger influence
of tradition, family, and regional
values (Limbekar and Ingale,
2025).

Clothing choices are shaped
more by modesty, climate,
religion, and occasion-based
buying.

Stronger festive and occasion-
led shopping, especially during
weddings and major
celebrations.

Requires more local sensitivity
in product design, assortment,
and seasonal planning.
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Aspect

Digital retail
environment

Consumer shopping
behavior

Customer convenience

Implication for Zara

Mature e-commerce market
with strong omnichannel
integration (Yunita et al., 2024).

Consumers expect seamless
movement between online and
offline channels.

High convenience through
click-and-collect, fast delivery,
and stock visibility (Khalid,
2024).

Supports efficient and
integrated customer service.

India

Fast-growing digital retail
market driven by mobile
commerce (Balani, 2024) .

Consumers increasingly rely on
smartphones and apps for
browsing and purchasing.

Expands access to Zara,
especially for younger urban
shoppers (Singh, 2024).

Creates strong growth
opportunities through digital
expansion.
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Aspect

Legal environment

Labour and consumer
protection

Retail compliance

Implication for Zara

Structured EU-based legal
framework with clear retail and
consumer laws.

Strong labour rights and
consumer protection
regulations.

Standardised compliance
requirements across the EU
market (Your Europe, 2025).

Provides legal stability and
transparency for operations.

India

More complex regulatory
environment with evolving retail
policies.

Labour laws exist but
enforcement and standards
may vary across regions.

Compliance linked to FDI rules,
sourcing conditions, and retail
policies (Cms.law, 2026) .

Requires careful compliance
with regulations and adaptation
to policy conditions.
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Aspect

Environmental
pressure

Key focus areas

Retail compliance

Implication for Zara

Stronger sustainability
expectations shaped by EU
policy and public awareness.

Circular fashion, textile waste
reduction, sustainable
sourcing, and packaging
responsibility.

Responsible sourcing,
sustainable packaging, waste
reduction, and circular fashion.

Requires stronger sustainability
action and visible compliance
with environmental standards.

India

Growing environmental
concern, but less mature than
in Spain.

Sustainable sourcing,
packaging improvement, and
emerging awareness of
responsible fashion.

Sustainable sourcing,
packaging improvement, and
gradual adoption of responsible
fashion practices.

Offers an opportunity to
strengthen brand image
through early sustainability
initiatives.
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Amancio Ortega

Born: March 28,1936

Founder of Inditex Group

« Spanish self-made multi-billionaire retail magnate

« Founder of Zara

« Inditex Group owns Zara and other men's and women's

retail apparel, footwear, and home textiles businesses

2 Investopedia
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Aspect

Political environment

Retail policy context

Implication for Zara

Strategic impact.

Stable and predictable
European business setting.

Strong institutional support
within the EU market
(Consilium, 2025) .

Supports efficient operations
and long-term planningin a
familiar home-market context.

Low political uncertainty but
limited novelty in market growth

India

More dynamic policy
environment shaped by reform
and regulation.

Foreign investment permitted in
single-brand retail, subject to
conditions (India Brand Equity
Foundation, 2025) .

Creates expansion potential,
but requires closer attention to
policy compliance and local
rules.

Higher growth opportunity,
though with greater regulatory
complexity.
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