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Executive Summary
The discussion suggests that the performance of Zara in India and the United Kingdom is highly influenced by the opposite conditions of the macro-environment and consumer demands. India has a high growth potential due to the rising middle class and adoption of digital platforms, although it must be price sensitive, localised and selective in its expansion. Conversely, the UK is a highly competitive market which is mature, and it would require premium positioning, innovation and good sustainability practice to succeed. Another key point of the analysis is that Zara's fast-fashion model provokes certain ethical issues, especially concerning environmental issues and supply chain transparency. Although the brand exhibits flexibility in its STP and marketing mix approaches, the company needs to incorporate sustainability more deeply in its future to be successful and attain higher success by increasing transparency and increasing the omnichannel capabilities to fulfil the dynamic global consumer demands.
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[bookmark: _Toc225282602]1. Introduction
Zara is a famous international fast-fashion retailer that is characterised by quick production and trend-driven designs. The brand has been operating in a wide range of international markets, such as India and the United Kingdom (UK), with each having a different macro-environmental environment. It is vital to analyse these environments to know how Zara is adjusting its international market entry and marketing strategies. In this report, the PESTLE framework is used to analyse the macro-environment of Zara in India and the UK and then compare them. The analysis identifies some of the strategic opportunities and threats to the strategic positioning of Zara within both markets.
[bookmark: _Toc225282603]2. Macroenvironment of Zara in India and the UK
[bookmark: _Toc225282604]2.1 PESTLE (India)
	Factor
	Description
	Opportunity/Threat

	Political
	· Policymaking in the retail industry on FDI by the government (Deloitte, 2026)
· Intricate regulations and bureaucratism.
· Trade tariffs and duty of imports (WTO, 2024)
	Threat: Market expansion is hurt by regulatory uncertainties 

	Economic
	· Speedy increase in GDP in 2026 (7.6% higher than 2025) (PIB, 2026) (Refer to figure 1).
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Figure 1: Increase in Indian GDP
(Source: PIB, 2026)
· Growing expendable income of city consumers.
· Market conditions which are price-sensitive (International Trade Administration, 2024)
· The retail inflation has dropped low in India (Ohri, 2025) (Refer to figure 2).
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Figure 2: Drop in Indian retail inflation
(Source: Ohri, 2025)
	Opportunity: Emerging middle-class demand

	Social (Consumer behaviour & culture)
	· Various cultural tastes in terms of clothing (Thakur and Atre, 2024).
· Increased fashion awareness among the young people.
· Favour towards low-cost but trendy Western fashion clothing in the country (Chakraborty and Sadachar, 2020).
	Opportunity: There is strong demand for fast fashion.

	Technological
	· Expanding e-commerce and online payments (Kumar, 2021).
· Growing Smartphone penetration.
· Omnichannel retailing adoption.
· Efficiency through digitisation of the supply chain (Avadanei et al., 2023).
	Opportunity: Growth via the Internet.

	Legal
	· Working regulations and legalities.
· Consumer protection laws (Government of India, 2024).
· The issue of intellectual property.
	Threat: Businesses face high compliance costs 

	Environmental
	· Getting more aware of sustainable fashion (Sankar, 2023).
· Pressure to minimise wastage in the textile industry (Pranta, Rahaman and Repon, 2025).
· Environmental government regulations.
	Threat: Sustainability pressure on fast fashion


Table 1: Pestle analysis of India
[bookmark: _Toc225282605]2.2 PESTLE (UK)
	Factor
	Description
	Opportunity/Threat

	Political
	· Brexit trade effect on the businesses (Du, Satoglu and Shepotylo, 2023).
· No political instability (0.26 points) (The Global Economy, 2025) (Refer to figure 3).
[image: ]
Figure 3: Political instability of the UK
(Source: The Global Economy, 2025a).
· The retail industry is supported by the government.
	Threat: Brexit-based barriers to trade.

	Economic
	· Purchasing power has dropped in the country (ONS, 2023).
· Foreign exchange risk on imports.
· Inflation affects consumer expenditure (Clark, 2026) (Refer to figure 4).
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Figure 4: Inflation rate in the UK
(Source: Clark, 2026)
· A competitive retail market that is mature.
	Threat: Competition and saturation in the market.

	Social (Consumer behaviour & culture)
	· High fashion consciousness and brand awareness (Devita and Sahara, 2018).
· Tendency to purchase sustainable and ethical clothes (Zhang, Zhang and Zhou, 2021).
· Strong demand for a high shopping experience.
	Opportunity: Customers' demand for trendy and premium fashion in the country

	Technological
	· Premium retail technologies (AI, data analytics) (Nwobodo, 2024).
· High e-commerce penetration
· Online and offline retail channel integration (Gornostaeva, 2023).
	Opportunity: Tech-driven retail efficiency

	Legal
	· Tough labour and employment regulations.
· Laws of consumer protection and the Data Protection Act (UK Government, 2025).
· Protection of intellectual properties.
· Adherence to trade laws after Brexit.
	Threat: Costs of regulatory compliance are high.

	Environmental
	· Robust environmental laws for the fashion industry
· Sustainability in consumer demand for fashion (Mintel, 2024).
· Lasting pressure to cut carbon footprint (Millward-Hopkins, Purnell and Baurley, 2023).
· Practices that focus on a circular economy.
	Threat: The sustainability expectations are high.


Table 2: Pestle analysis of the UK
[bookmark: _Toc225282606]2.3 Comparative evaluation of the external environment of Zara between India and the UK
The macro-environmental factors within India and the United Kingdom (UK) pose different opportunities and challenges to Zara, and the international markets approach in both countries will be different. Politically, the UK offers a clear and stable regulatory system, which facilitates easy business activities. Nonetheless, these effects of Brexit have brought about trade barriers, inspection of goods, and high costs of imports, which have influenced the efficiency of Zara's supply chain (Du, Satoglu and Shepotylo, 2023). Conversely, the Indian political environment can be characterised by complex regulatory frameworks and bureaucracies, especially in the retail industry. Despite these, policies by India to permit foreign direct investment (FDI) in single-brand retail have opened up possibilities for Zara to have a stronger presence, even though these factors could postpone the success of expansion. Therefore, the UK has a stable political climate, however, long-term growth prospects in India can be affected by regulatory hurdles.
The two markets are quite different regarding their maturity and growth potential, economically. India is a developing economy with a fast-rising middle class and disposable income and this presents a high market demand for low-end and fashionable fashion (Chakraborty and Sadachar, 2020). Nonetheless, the market is quite price-elastic, and Zara has to implement competitive pricing policies. However, the UK has a high purchasing power and a developed economy, and hence Zara can afford to charge high prices. However, the UK market has been saturated with intense competition both in the fast fashion segment and in the luxury brands, which restricts growth prospects. Thus, India is a high-growth market, whereas the UK is a competitive and mature market. There are other social factors that bring out the difference between the two countries, including consumer behaviour and cultural preferences. In India, consumer tastes are very multicultural in light of cultural and regional differences. Western fashion trends are taking hold of customers who continue to put a value on money. This demands that Zara juggle between the global fashion trends and the local taste. Meanwhile, the UK consumers are brand-sensitive and fashion-conscious, whereas the focus on quality, sustainability, and ethical sourcing is quite strong (Zhang, Zhang and Zhou, 2021). Environmentally friendly fashion is needed much more in the UK, which prompts Zara to pay attention to sustainable development and clear supply chains in this country.
The UK is technologically more developed and has a more developed retailing infrastructure, with a large level of e-commerce, artificial intelligence, and data analytics adoption (Nwobodo, 2024). This enables Zara to practice effective inventory control and customised marketing approaches. One of the challenges that India has been experiencing within the context of digital adoption is still the lack of uniform internet penetration and logistical issues in some parts of the country. Nevertheless, the growing adoption of smartphones and electronic payment methods in India gives Zara a chance to increase its online presence and implement omnichannel retailing methods. Law-wise, the two markets must adhere to stringent regulations, the UK has more formal and rigorous laws, specifically in labour laws, consumer protection, and privacy of information (UK Government, 2025). These regulations are costly to operate and are also useful in providing a fair business environment. The legal system in India is not as strict in certain sections, but may prove to be a complicated and time-consuming system with regard to administrative processes. This poses more compliance and operational efficiency challenges to Zara.
Both countries are concerned with the issue of sustainability in the environment, but the degree of awareness and expectations is different. Consumers and the regulating bodies in the UK put a lot of pressure on the brands to be more sustainable, cut down on carbon emissions and encourage circular fashion. Sustainability efforts must thus be given first priority to help keep Zara in the market. Environmental awareness in India is on the increase, and affordability and accessibility of fashion items are preferred by consumers (Sankar, 2023). Consequently, sustainability is less important in the purchasing process than price and style. Therefore, India provides Zara with a high-potential and opportunity-filled environment that needs to be localised and mindful of costs, where the UK is a mature and highly competitive market and obliges innovation, sustainability, and premium positioning. Such variations require unique approaches to be in a position to handle the macro-environmental factors unique to each market.
[bookmark: _Toc225282607]3. Segmentation, Targeting, and Positioning (STP) and International Marketing Mix (7Ps) strategies in both countries
[bookmark: _Toc225282608]3.1 India
[bookmark: _Toc225282609]3.1.1 STP
	Elements
	Details

	Segmentation
	· Demographic: young population, middle to upper-middle could be made up of income groups.
· Geographic: Metro cities of the country have been targeted 
· Psychographic: Style-sensitive, trendy shoppers (Rahman and Kharb, 2018).
· Behavioural: Social media trendy, price sensitive, frequent shoppers.

	Targeting
	· Urban consumers aged 18-35
· Middle and upper-middle income with increasing disposable income 
· People with the desire to own affordable luxury and world fashion trends.

	Positioning
	· Positioned as a high-end and affordable fast-fashion brand.
· Sells global runway-inspired products at fairly low costs (Jackson, 2025).
· Focuses on trendiness, speed and exclusiveness of collections.


Table 3: STP analysis of India
[bookmark: _Toc225282610]3.1.2 7Ps
The marketing mix Zara uses in India is well adjusted to the country with its diverse and price-sensitive, and highly changing retail market. The brand strikes a balance between its global fast-fashion outlook and expectations of the local markets to make it competitive and relevant.
Product:
Zara in India has a wide brand range of products, such as menswear, womenswear, and accessories, that mirror fashion around the world. Nonetheless, the brand makes slight localisation of its products to meet the Indian taste. It presents less drastic silhouettes, bottoms, and loose garments like cotton and linen due to the tropical weather (Zara, 2025) (Refer to figure 5). The seasonal lines are also modified to incorporate festival-related fashions on special events such as Diwali and wedding seasons. The company keeps its fast-fashion concept, but still provides the frequent replenishment of its products, which would attract Indian customers to visit Zara repeatedly and buy things on impulse.
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Figure 5: A few collections of Zara for India
(Source: Zara, 2025)
Price:
In India, Zara operates a premium but affordable pricing policy. The prices of its products are relatively high compared to local brands, and they also faced criticism due to overcharging during sale times (Bedi, 2018). Taxes, importation charges and transport expenses make the prices relatively high. Consequently, the main consumers to whom Zara is directed are the middle and upper-middle-class citizens. This price sensitivity can be managed by the brand through strategic end-of-the-season sales and discounts to make the inventory and appeal to low-budget consumers. 
Place:
Zara’s distribution strategy in India is focused on selective expansion in prime urban locations. Its stores are located in premium malls and high-end shopping districts in metropolitan cities such as Mumbai, Delhi, Kolkata and Bangalore (Zara, 2020). This ensures visibility among its target audience with higher purchasing power. In addition to physical stores, Zara has significantly strengthened its e-commerce presence, offering online shopping with home delivery across multiple cities (Gil‐Cordero, Ledesma‐Chaves and Baena‐Luna, 2023). The integration of online and offline channels enables Zara to expand its reach beyond metros and tap into emerging urban markets.
Promotion:
Zara uses a low-cost, low-promotion strategy in India, which is similar to its international strategy. The brand does not spend a lot of money on advertising but uses displays at the store, visual merchandising, and positioning of products (Roll, 2021). Social media platforms like Instagram are becoming an increasingly crucial tool to attract the attention of consumers, as India has the highest number of Instagram users (460 million) (Chaudhary, 2021; Thuy, 2025)
). Brand visibility is also promoted by influencer collaborations and user-generated content. 
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Figure 6: Instagram users in India
(Source: Thuy, 2025)
People:
Zara pays special attention to customer service and hires trained personnel who are familiar with fashion trends and customer preferences. In India, the staff contribute significantly to helping customers shop by giving them tips on how to dress themselves up, and providing them with a smooth shopping experience. This is because of cultural sensitivity and communication skills due to the diversity of customers. Staff training is aimed at retaining the global level of service of Zara without sacrificing its ability to adjust to regional demands, which will increase customer satisfaction and brand loyalty.
Process:
Zara is based on a fast-response supply chain as the basis of its fast-fashion business model (Aftab et al., 2018). The company has elaborate inventory management systems and data analytics in India to track consumer demand and make appropriate stock adjustments. The products are frequently replenished, meaning that the stores are well equipped with the current trends (Aftab et al., 2018). The online and offline systems are integrated such that customers are able to check the availability of products, and various methods of purchase are available. Zara keeps up with the competition in the dynamic market and has done so with the help of efficient logistics and lean processes.
Physical Evidence:
The Zara outlets in India are meant to create a sleek, streamlined, and luxurious shopping experience. The arrangement of the store is big and well arranged with well-arranged displays which show the new collections (Roll, 2021). Light, music and general atmosphere will add to a high-level retail environment. The brand remains consistent with its design in the global stores but makes the Indian customers comfortable. Zara is a low-end luxury fashion brand, which is also reinforced by packaging, branding and visual identity.
[bookmark: _Toc225282611]3.2 UK
[bookmark: _Toc225282612]3.2.1 STP
	Element
	Details

	Segmentation
	· Demographic: The middle and high-income adults and professionals.
· Geographic: London, Manchester, and Birmingham are mostly targeted by the brand (Zara, 2026).
· Psychographic: Consumers who are brand-conscious, trendy and sustainable.
· Behavioural: Trend followers, value quality and brand image, buy frequently.

	Targeting
	· Young people who are trendy between the ages of 20 and 40 years.
· Lifestyles: middle and high-income.
· Customers who demand fashionable, high-quality and sustainable wear.

	Positioning
	· Placed as a high-end fast fashion brand that is highly trend-setting.
· Emphasise good design, quick product turnover and international attractiveness. (Basak, 2018)
· Growing interest in sustainability and ethical fashion.


Table 4: STP analysis of the UK
[bookmark: _Toc225282613]3.2.2 7Ps
The marketing mix used by Zara in the United Kingdom depicts the nature of a mature, highly competitive and fashion-oriented retail market. The brand is based on the principle of innovation, quality and sustainability to satisfy the needs of the UK consumers.
Product:
Zara in the UK has an advanced and fashion-oriented product offering that is very close to the global fashion trends. The brand also unveils new collections often, which keeps it topical in a rapidly evolving market. UK customers are not only after style, but also quality and sustainability (Mintel, 2024). Consequently, Zara has increased its range of sustainability products, including organic cotton, recycled materials and sustainable production processes (Zara, 2024). All collections are aimed to serve casual and formal wear, and modern and diversified fashions that are attractive to the professionals in the city are given significant focus.
Price:
Zara uses a luxury pricing strategy in the UK, which is according to the increased purchasing power of buyers. The prices are above those of mass-market fast fashion manufacturers like Primark and below those of luxury fashion producers. This enables Zara to be at the middle ground between exclusivity and affordability. The UK consumer is not price sensitive and more concerned with quality and brand value (YouGov, 2025). Zara does not indulge in too much discounting on its products in order to maintain its luxury reputation, but it still does seasonal sales to clear its products.
Place:
Zara is well-represented in the retail business of large UK cities, such as London, Manchester, and Birmingham. The outlets are placed in high street and shopping centres of good locations, and there is high foot traffic, and the brand will be seen. Zara can take advantage of the UK-developed retail infrastructure, where it can have its efficient omnichannel distribution system that incorporates both physical stores and its online store system. 
Promotion:
Zara has maintained its low-profile promotional approach in the UK, which is based on brand recognition and not on conventional advertising. The company spends a lot of money on visual merchandising, store image and online platforms to translate its brand image (Roll, 2021). Social media is an important factor in the demonstration of new collections and communication with fashion-sensitive customers. The fact that Zara can respond to trends very fast is itself a way of promotion because customers do not always leave the stores without trying something new.
People:
The UK customer service is a vital ingredient of Zara's marketing mix. There are well-skilled, educated and competent employees who can offer personalised services. Zara puts a significant focus on inclusiveness and cultural sensitivity among its employees in the light of the diversity of the UK market. The employees also help in ensuring that the shopping experience is premium with the provision of styling tips and excellent standards of service as a way of improving customer loyalty.
Process:
The UK has a strong operational efficiency of Zara owing to the well-developed logistics and supply chain systems. Real-time data analytics help the brand to monitor trends, sales, and re-order inventory (Nwobodo, 2024). This helps in fast product rotation as well as maintaining the stores with up-to-date fashion products. The effective combination of online and offline operations also enhances efficiency, and customers will have a convenient and flexible shopping experience.
Physical Evidence:
Zara outlets in the UK are aimed at providing a high-end and modern retail experience. The rooms are airy, bright and beautifully designed with simplicity and grace emphasised. The shopping experience is improved with the use of digital screens, organised layouts and quality fixtures. Moreover, Zara also includes green services in the design of its stores, including energy-saving lighting and materials that are environmentally friendly (Zara, 2023). Its image of being a high-quality, modern, and environmentally responsible fashion brand is also supported by packaging and branding.
[bookmark: _Toc225282614]4. Brand development strategy in one of the countries
The directional development strategy of Zara in India is best perceived in terms of growth and expansion in an emerging market. The brand mainly uses a market penetration and market development approach, and in that, the brand focuses on consolidating its market in the urban centres and slowly spreading to new geographic and digital areas (Saraswat, 2018). Market penetration is one among the strategies of Zara in India that entails expanding the market share of the company in the contemporary metropolitan markets like Mumbai, Delhi and Bangalore. The brand does this through upgrading store experiences, providing more product mix, and constantly changing collections as repeat buying motivators (Roll, 2021). The fast-fashion business model of Zara, which has been characterised by a high inventory turnover and less stock holding, generates a sense of urgency among consumers and consequently prompts them to increase the level of volume purchases (Aftab et al., 2018).
Besides penetration, Zara uses a market development approach through the expansion into other cities and regions. Although the brand started with Tier 1 cities, it is slowly expanding its Tier 2 city opportunities via its online shopping platform (ET, 2024b). This allows Zara to cover a wider audience without necessarily having to invest heavily in physical shops. This expansion is further enhanced by the growth of digital infrastructure and the growing online shopping behaviour in India. The other noteworthy factor regarding the directional development of Zara is the strategic partnership model. In India, Zara is present in the country in the form of a joint venture with the Tata Group that offers local market experience, regulatory backing, and cost-effectiveness (ET, 2024a). The partnership allows Zara to penetrate the complicated Indian retail sector more effectively.
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Figure 7: Transparency by Zara in different areas
(Source: Rocco, 2025)
Moreover, Zara is more and more oriented towards sustainable development, balancing both with the global sustainability perspective and improving transparency across various business areas by 35% (Zara, 2024; Rocco, 2025) (Refer to figure 7). Even though the sustainability concept in India is in its infancy, Zara is slowly launching eco-friendly products and initiatives that are socially responsible (Zara, 2024). Altogether, the Zara directional development in India can be characterised by a balanced strategy, which includes market penetration, geographic and digital growth, to guarantee the company's competitiveness in the long term in a high-potential and dynamic market.
[bookmark: _Toc225282615]5. Ethical issues of Zara in one/both countries
The marketing mix employed by Zara in India and the United Kingdom creates a few ethical issues, especially when it comes to sustainability and labour, as well as consumerism. Being a fast-fashion retailer, Zara has a business model that promotes repeated purchases of its products by the novelty of the production cycle and its velocity. Although Zara has implemented sustainable practices like eco-friendly collections, critics claim that the practice might be viewed as greenwashing unless it is applied to the whole supply chain (Hardcastle, 2022). Regarding the aspect of production, there are ethical issues related to the labour practices in the global supply chains. Nevertheless, despite Zara keeping up with the international labour standards, industry-wide issues of labour wage, working conditions and outsourcing to other low-cost manufacturing areas have continued to raise concerns. Such concerns are specifically important in such markets as India, where labour laws may be different and their enforcement may not be the same.
Prices wise, the approach of Zara to India can be ethically questionable on the grounds of accessibility and value. The brand is marketed as relatively cheap luxury, but the pricing point is rather high in comparison to H&M, which might introduce exclusionary consumption habits (Duoyan, 2021). However, in the UK, sustainability and transparency are being given more consideration as ethical issues because consumers are becoming more conscious of the environmental and social effects. Such a low advertising strategy at Zara makes less information available on sourcing and sustainability practices, which is potentially a limiting implementation of informed decision-making by consumers. On the whole, even though Zara has made some steps in the direction of ethical enhancement, both markets still face the problem of finding a compromise between profitability and environmental responsibility and social accountability.
[bookmark: _Toc225282616]6. Recommendations
In order to reinforce its global marketing strategies, Zara ought to be more sustainable, open, and responsive locally in India and the United Kingdom. Zara needs to become more sustainable and not only increase the number of its eco-friendly collections but also implement a sustainable strategy throughout its product lifecycle. This would involve the use of more recycled materials, less wastage, and the use of recycling and resale programs to promote cyclical fashion (Shamsuzzaman et al., 2025a). This would enhance brand credibility in the UK, where sustainability expectations are high, and in India, it would assist in creating an early awareness and long-term consumer trust. Secondly, Zara needs to raise deeper transparency in their supply chain. Ethical issues such as sourcing, manufacturing processes, and labour conditions can be addressed by providing clear information that would enhance consumer confidence (Aakanksha and Aravendan, 2023). The use of digital technologies like QR codes on labels on their products might enable customers to track the origins of products, which would be quite attractive to the ethically conscious customers (Le, 2024).
Thirdly, it needs to have a more localised marketing approach for the brand. In India, Zara will be able to implement more culturally appropriate models and pricing procedures to enhance accessibility and attract more people. Market expansion that will be achieved by incorporating physical shops and online shopping in Tier 2 cities will also facilitate market growth. Zara in the UK should remain with the premium positioning, as it should concentrate on sustainability and innovation. More so, Zara ought to use digital transformation by strengthening its omnichannel experience. Customer engagement in both markets can be enhanced by investing in AI-driven personalisation, mobile applications, and flawless online-offline integration (Mehmood et al., 2025). Lastly, Zara would need to ensure responsible consumption, whereby it encourages its customers to purchase quality rather than quantity. Through these strategies, Zara will enjoy growth in the long-term and still satisfy ethical issues and be better able to adapt in various foreign markets.
[bookmark: _Toc225282617]7. Conclusion
As per the above analysis, the operations of Zara in India and the United Kingdom show that global marketing strategies should be adjusted to the macro-environmental conditions. India has become one of the largest growth opportunities due to the presence of a growing middle-income population and the adoption of the digital environment, whereas the UK is a stable and competitive market with high sustainable and quality expectations. The key to Zara is to be equally global and at the same time local. Nonetheless, sustainability and labour-related ethical issues point to the necessity of ongoing improvement. Zara will be able to enhance its position in the global market and guarantee its success in the long-term by becoming more transparent, sustainable, and customer-oriented.
[bookmark: _ciytbyirdl3j][bookmark: _Toc225282618]
Section 2
The Gibbs’ reflective model has been used to structure the reflection in six stages about the research on Zara (Gibbs, 1998) (Refer to figure 8).
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Figure 8: Gibbs’ reflective learning model
(Source: Gibbs, 1998)
Description
In this analysis, I was required to carry out research and to analyse the strategy of international market entry by Zara and the marketing mix through two countries, India and the United Kingdom. This was to be done utilising the theoretical frameworks, such as the PESTLE analysis, STP, and the 7Ps marketing mix. I was also required to examine ethical issues and propose an action plan for the future. To achieve this task, I resorted to scholarly sources, industry reports, and other quality online materials to get acquainted with the operations of Zara in both markets. I had structured the report according to the given guidelines, and every part of the report contained the required number of words and the format (PESTLE and STP). This was achieved through comparison of the macro-environmental factors, analysing the consumer behaviour and formulating strategic differences between the UK and India. 
Feelings
At the start of the assignment, I felt a bit overwhelmed knowing how extensive the task was going to be and how many different frameworks I would need to use in two countries. There were challenges in balancing theory and practice. However, further down the line, I became more confident about my abilities in information management and applying tools of analysis. Particularly, the comparative analysis interested me since I managed to gain an insight into how the same brand is adapted to the various cultural and economic settings. Nor was there wanting in the order of the report and the satisfaction of the scholastic needs. However, there were instances when I was not convinced about the severity of my analysis when analysing ethical issues and giving recommendations.
Evaluation
One of my strengths was the logical implementation of the framework, such as the PESTLE and marketing mix, which provided me with an opportunity to organise my analysis. The comparison between India and the UK assisted me in formulating certain clear differences in the consumer behaviour, economic status and strategies. In addition, the table arrangement and paragraphs simplified comprehension and reading. However, I also used generalised information on the fast fashion industry to some degree, rather than more precise information at Zara. This was likely to reduce the level of analysis in certain spheres. Moreover, the restriction of words in the text and the need to fit everything in were confusing, which consequently led to the need to read through the text carefully and to select the most significant issues. Another area which could be improved was critical evaluation. I could have explained strategies effectively, but I would have included more critical views and arguments with a wider range of academic references.
Analysis
Writing this assignment allowed seeing the necessity of integrating theory and working in the business world. PESTLE frameworks enabled me to analyse business decisions in their impact by the outside elements, and the STP and 7Ps enabled me to evaluate internal marketing decisions. I discovered that the international marketing sector is very flexible. In India, Zara is undertaking the strategy of affordability and localisation strategy, whereas in the UK, it is undertaking the strategy of sustainability and up-market positioning. This illustrates the possibilities of using the principles of market segmentation and cultural adaptation in the global business. Yet another feature that increased my understanding of the problems of the fast-fashion brands relates to the section of ethical evaluation. The issues, such as sustainability and labour practices, are intricate and require some form of trade-off between profitability and social responsibility. The other matter of concern in the process was time management. The work was broken into small sections, and this helped me to be in order and ensure that each section of the assignment was given attention. 
Conclusion
Overall, this assignment has been an opportunity to learn and to master my research, analysis and writing skills. I also acquired a more in-depth understanding of how international marketing approaches are developed and adapted to different markets. The organising systems helped me to improve my ability to process complex information and deliver it in a clear and effectively articulated manner. However, the process also showed what could be done better, especially to develop a more analytical approach and use a wider range of academic materials. I also understood that I needed to train my skills in becoming more assured when it comes to making ethical decisions and providing justified advice. 
Action Plan
	Action Area
	Plan
	Time frame

	Research Improvement
	The next thing that I will improve in my next assignments is that I will utilise additional academic journals and industry data to develop a more substantive and credible research process.
	3 months 

	Critical Thinking
	I will also invest in the development of better critical thinking abilities, such as doubting assumptions and giving more balanced arguments.
	4 months 

	Time Management & Organisation
	To be more organised to handle such tasks, I will prepare a detailed schedule and set particular timeframes to complete all sections, such as research, writing, and revision.
	4 months 

	Feedback & Collaboration
	I will also consult with other peers or tutors to get a chance to identify areas of improvement before the final submission.
	2 months 

	Subject Knowledge Enhancement
	Additionally, I would like to improve my knowledge in the field of international marketing, exploring the case studies and practical examples.
	2 months 

	Application of Theory
	This will enable me to put theoretical ideas to better use and form a more realistic view.
	1 month


Table 5: Action plan
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