	
	
	



[image: ]





Student Name:Luca Gerardi

Student ID:2219573


Module Name: International Marketing: Principles and Practices

Module Code: LCMB7026




Lecturer:

Tushara Balendran  
Dian Mayasari 

Internal Verifier: Vasilios Tavlaridis 
Hoang Nguyen


Master of Business Administration

Assessment component 1: Individual report












Table of contents


INTRODUCTION ....................................................................................3

[bookmark: _Int_2jhq04RP]PESTEL Framework for Comparative Market Analysis.................................................................................................4

Segmentation, Targeting, and Positioning (STP) Analysis ........................ 8

4. Marketing Mix Analysis (7Ps).........................................................11

5. Directional Development Strategy (India Focus).............................13

6. Evaluation of Ethical Issues in the Marketing Mix....................... 15

7. Recommendations for Future International Marketing Strategy (UK & India)..... 17

Reflective Account Using Gibbs Reflective Cycle ........... 18
 
REFERENCES.......................................................................................20
















International Marketing Report: Zara in the United Kingdom and India

1. Introduction
With its quick product creation, vertically integrated supply chains, and robust worldwide retail presence, Zara is largely acknowledged as a pioneer of the fast-fashion sector. Zara, which was established in 1975 as a division of the Inditex Group, transformed the fashion business by significantly cutting the time between design, production, and retail distribution, enabling it to react swiftly to new trends. 

Zara's global expansion strategy has allowed it to operate in over 90 markets, adapting its marketing approach to diverse economic, cultural, and regulatory environments. Fast fashion is characterised by its ability to deliver runway-inspired designs to consumers at affordable prices within short timeframes, creating a cycle of continuous consumption.
This study compares Zara's operations in the UK and India in order to critically assess the company's international marketing strategy. India is a fast expanding emerging economy with distinct cultural and economic dynamics, while the UK is an established, fiercely competitive retail market with smart consumers.

The study analyses macroenvironmental factors using the PESTEL framework, assesses Zara's 7Ps and Segmentation, Targeting, and Positioning (STP) marketing mix, looks at its directional development strategy in India, considers ethical issues, and ends with strategic recommendations.







2. PESTEL Framework for Comparative Market Analysis
A well-known strategic framework for assessing the macroenvironmental elements influencing an organization's performance and decision-making is PESTEL analysis. It makes it possible for businesses to evaluate external political, economic, social, technological, environmental, and legal factors that have a big impact on strategy results but are mostly outside of organisational control (CIPD,2025). Organisations can discover possible opportunities and risks in international markets by methodically studying these elements and making strategic recommendations to adjust their plans (Journalijar,2025).
Zara's foreign marketing approach is directly impacted by the macroenvironmental variables that are different in the UK and India. In terms of politics, the UK has a stable government structure with well-established regulatory frameworks, creating a predictable corporate environment. However, trade restrictions, customs processes, and regulatory divergence brought about by the nation's exit from the EU have made operations more difficult for shops who depend on European supply chains. India, on the other hand, has a more complicated regulatory environment that is defined by changing FDI regulations and bureaucratic procedures. Due to these circumstances, international retailers like Zara have historically had to enter the market through joint ventures, demonstrating the substantial impact of political issues on market entry tactics.
In terms of the economy, the UK is a mature, high-income market with significant purchasing power, but it is also extremely saturated and increasingly impacted by inflationary pressures. The competition among fast-fashion businesses has increased due to consumers becoming more price-sensitive due to rising living expenses. On the other hand, India is a developing nation with a growing middle class and fast GDP growth, which presents significant chances for retail growth. However, Zara's target market is mainly restricted to wealthy metropolitan consumers rather than the general public because income inequality is still a major problem. The need for distinct pricing and positioning tactics across the two markets is highlighted by these disparate economic realities (Arvaniti, 2010), (Baena, 2024).

From a social standpoint, the UK and India have very different consumer behaviour and cultural values. Customers in the UK are very interested in fashion, active on the internet, and more concerned with ethical and sustainable consumption. Fast-fashion companies are under pressure to implement more sustainable processes as a result of social trends that show a shift towards environmentally conscious purchase decisions. Aspirational values, cultural customs, and climate concerns all influence consumer behaviour in India. Despite the popularity of Western design among urban youth, cultural expectations and modesty standards frequently have an impact on dress choices. Additionally, even though international labels like Zara are seen as prestige and modernity markers, Indian buyers are typically more price conscious. These variations show how sociocultural elements are crucial in influencing consumer involvement and brand perception in various markets.
For Zara, technological aspects further distinguish the Indian and UK markets, influencing how the company develops and implements its strategy in each setting.

Zara works in a highly developed digital ecosystem in the UK, where sophisticated omnichannel retailing is supported by cutting-edge technology. Customers anticipate a smooth transition between online and offline experiences, from real-time inventory insight to click-and-collect services and mobile apps. Zara's internal technology assets, especially its highly integrated value chain and supply chain management system, are closely aligned with this external environment. Zara's competitive edge originates from its information technology platforms, which facilitate constant data flow between stores and headquarters, rather than just visible digital tools. Real-time customer input is recorded and shared throughout the company, enabling quick modifications to production, distribution, and design.
Strong supplier coordination and decentralised decision-making underpin this buyer-driven value chain, which improves responsiveness and flexibility—two essential elements in the fast fashion industry. Because of this, Zara is able to continue offering trend-responsive goods in the UK market in a timely and reasonably priced manner. India, on the other hand, offers a quickly changing yet uneven technology landscape. Significant differences still exist between urban and rural areas, despite the fact that rising smartphone usage and the expansion of e-commerce platforms are speeding up digital change. As a result, Zara's IT strategy operates in a more complicated environment. On the one hand, the business can use digital platforms to connect with an expanding number of online customers, especially in cities. However, it also needs to make sure that its technical projects are still accessible and flexible enough to accommodate different degrees of digital infrastructure. In contrast to the UK, where fully integrated omnichannel systems are anticipated, Zara's strategy in India must strike a compromise between creativity and pragmatism, providing streamlined digital experiences without unduly depending on cutting-edge infrastructure that might not be accessible everywhere. Crucially, Zara's information-driven supply chain—its fundamental technology capability—remains applicable in both markets. Its use varies, though: in India, it improves market responsiveness while being tailored to regional technology limitations; in the UK, it enhances consumer experience and operational efficiency by complementing an established digital retail environment. Because of this dual strategy, Zara is able to maintain its flexibility and successfully localise its global fast fashion model to accommodate varying degrees of technical advancement (Luz, Wreaves and Paschoalotto, 2021),(Strategic Direction, 2009),(Subash, Ramanathan and Šostar, 2024).

Although the type and severity of these constraints vary greatly across the two countries, environmental concerns are increasingly influencing Zara's strategic choices in both the UK and India.
Environmental factors are a key part of retail strategy in the UK. Brands are under pressure to implement sustainable practices due to robust legal frameworks and high levels of customer awareness, especially among younger generations. These include cutting waste throughout the product lifetime, guaranteeing ethical sourcing, and lowering carbon emissions. Since sustainability is now a major factor in brand loyalty, Zara needs to keep enhancing its environmental performance and transparency in order to stay competitive. This is consistent with more general patterns in developed economies, where the effects of globalisation and consumption on the environment are closely examined. This has an impact on Zara's retail operations as well as necessitates more stringent control and sustainability integration throughout its global supply chain, highlighting the significance of effective, adaptable, and ecologically responsible value chain management. India, on the other hand, has a more complicated environmental landscape that is influenced by the dynamics of a rising economy. While promoting market expansion, rapid economic growth, globalisation, and urbanisation also exacerbate environmental problems including pollution and resource depletion. In certain places, urbanisation can enhance infrastructure and law enforcement, but it can also make environmental problems worse. As a result, economic goals like accessibility and cost frequently take precedence over sustainability issues in India. But this is gradually shifting. Environmental aspects will become increasingly significant over time, as seen by growing environmental consciousness and government attention to topics like sustainable development and emissions management. Environmental sustainability is a major issue in both markets from the standpoint of the supply chain. Strategic flexibility and cooperation among its network of suppliers and stakeholders are essential to Zara's capacity to react successfully. Adopting adaptable (organic) organisational structures and taking part in regional innovation projects might enhance environmental performance in developing markets like India. Even if enforcement is still uneven, Zara must anticipate and adjust to tougher environmental norms because to changing regulatory contexts, especially those pertaining to emissions and pollution management. In general, India needs a more gradual, adaptable approach that strikes a compromise between environmental responsibility and economic reality, whereas the UK seeks urgent and visible sustainability commitments driven by laws and consumer expectations. Maintaining long-term competitiveness in both markets requires Zara to include sustainability into its global supply chain while customising its application to local requirements
(Bouguerra et al., 2024), (Hilali and Neffati, 2025), (Aidoo et al., 2023), (Mehran and Yen-Chiang, 2018), (Nadia, Bahadur and Shah, 2022).

Zara faces unique operational difficulties in the UK and India due to legal considerations, especially with regard to compliance, enforcement, and regulatory clarity.
 
High accountability and openness are guaranteed in the UK by a well-established legal framework with stringent employment, consumer protection, and environmental rules. Although there is less uncertainty in this steady environment, the strict compliance standards raise operating costs. Crucially, even though laws are usually more straightforward, companies still need to have good legal expertise in order to properly interpret and apply complicated or changing legislation.
In contrast, India's legal system is still evolving, more dispersed, and unevenly enforced in different parts of the country. This leads to uncertainty and a discrepancy between "legal rules on paper" and practical application. For Zara, this implies that adhering to regulations requires more than just knowing them; it also entails adjusting to local enforcement practices. Flexible compliance solutions, frequently backed by local partnerships, are necessary due to legal ambiguity, administrative capability, and different institutional contexts. Operations are further complicated by perceptions of enforcement (legal consciousness), which affect how regulations are actually obeyed.
 
In general, Zara has to balance strong internal legal capabilities with flexibility while navigating both clear but strict regulations in the UK and less predictable, unevenly implemented legal regimes in India.
In summary, the more comprehensive PESTEL research reveals significant political, economic, social, technical, environmental, and legal distinctions between the UK and India. Zara's strategy choices are greatly impacted by these macroenvironmental differences, necessitating a careful balancing act between local adaption and global standardisation in order to maintain competitiveness in both markets (Sasaki and Kunii, 2025), (Hunter et al., 2016), (Lanamäki et al., 2025), (Zhelyazkova, Kaya and Schrama, 2016), (Hertogh, 2024).




3. Segmentation, Targeting, and Positioning (STP) Analysis
A key foundation in international marketing is segmentation, targeting, and positioning (STP), which helps businesses recognise and efficiently cater to particular client segments. Organisations can create more specialised marketing strategies by segmenting diverse audiences into discrete groups based on behavioural, psychographic, and demographic traits (Kotler et al., 2025). 
According to Kotler, Armstrong and Balasubramanian (2024), positioning determines how consumers view a brand in comparison to rivals, whereas targeting entails choosing the most appealing categories.
Due to differences in consumer behaviour, cultural expectations, and economic realities, Zara's use of STP varies greatly between the UK and India. Zara uses a fairly wide segmentation approach in the UK, focusing on middle-class customers who are aware of fashion and adaptable to quickly evolving trends. In line with the traits of fast-fashion consumption, the brand attracts to people who value style, speed, and affordability (Sull and Turconi, 2008). This strategy reflects the maturity of the UK retail sector, where customers have high expectations for accessibility and convenience and are used to regular product revisions.
Zara, on the other hand, has a more selective segmentation strategy in India, concentrating mostly on wealthy urban consumers, especially millennials and Generation Z. These customers are usually found in cities and are impacted by aspirational lifestyles, social media, and international fashion trends (Gupta, 2024). Zara has a much smaller potential client base in India than in the UK because of lower average income levels and greater price sensitivity. As a result, the brand targets people who can buy high-end international fashion, and segmentation is strongly correlated with socioeconomic level.
[image: ](Gupta,2024).
Zara's worldwide fast-fashion approach and its capacity to adjust to local market situations in the UK and India are both reflected in its STP (Segmentation, Targeting, Positioning) strategy.
 
Zara's segmentation strategy focuses on fashion-conscious customers that prioritise cost, trendiness, and regular product refreshes over exclusivity. Customers who often interact with fashion, as evidenced by frequent store visits and receptivity to brief product cycles, are the foundation of its business strategy. This global segmentation is applicable to all markets and concentrates on customers who believe that fashion is easily available and always changing.
 Targeting, however, is very different in the UK and India. Zara uses a mass-market strategy in the fast-fashion sector in the UK, catering to a broad range of people of all ages and socioeconomic backgrounds. Large physical shopfronts and cutting-edge e-commerce infrastructure complement this, allowing for strong customer involvement and wide reach. Zara, on the other hand, has a focused targeting strategy in India, concentrating on a smaller group of affluent urban buyers. In contrast to its widespread appeal in developed economies, this reflects economic gaps and places Zara in a more exclusive customer group.
Positioning is where the biggest difference can be found. Zara is positioned globally as a fast-fashion company that offers reasonably priced, trend-driven apparel with quick style turnover. This translates into a distinct position as an approachable yet fashionable company in the UK, competing with companies like H&M and Topshop by providing regular wardrobe changes at reasonable rates. However, Zara is seen as a high-end, aspirational multinational brand in India. Higher relative pricing, carefully chosen store locations in posh malls, and more restricted availability all serve to reinforce this, linking the brand with contemporary, global lifestyles rather than daily affordability (Mukherjee et al., 2014), (Dahan and Peltekoglu, 2011), (Dahan and Peltekoglu, 2011),(Strategic Direction, 2005).

Zara adjusts its targeting and positioning to local economic and cultural situations while maintaining a consistent global identity focused on fast fashion and quick product cycles. This illustrates how local responsiveness and global standards can be strategically balanced. However, Zara's appeal beyond specialised, wealthy niches in emerging nations may be constrained by its premium positioning in India.



















4. Marketing Mix Analysis (7Ps)
The extended 7Ps model (Booms and Bitner, 1981) of the marketing mix framework offers a thorough lens through which to examine how Zara generates value in global marketplaces. Based on its fast-fashion business model, Zara's approach strikes a mix between selective adaptation to local conditions in India and the UK and global standardisation.


[image: ](Oxford College of Marketing,2023).







Product: Rapid design and production cycles are the cornerstone of Zara's product strategy, allowing for regular collection updates and trend adaptability. Customers looking for modern trends with limited lifespans are drawn to this fast-fashion strategy. In order to satisfy the high demand for variety and trend-driven fashion, Zara offers its whole worldwide selection in the UK. Modesty and occasion-specific clothing are examples of how the product mix in India is somewhat tailored to the country's environment and cultural preferences (Sull and Turconi, 2008). In order to preserve brand consistency, overall product strategy is still mostly standardised.
Price: Different market conditions are reflected in Zara's pricing. It positions itself as an inexpensive substitute for luxury labels in a fiercely competitive market in the UK by using a competitive price approach within the fast-fashion sector. This affordability is a key component of its popularity on a global scale. However, increased import taxes, logistics expenses, and strategic placement result in comparatively higher prices in India, supporting its reputation as a high-end fast-fashion brand that is mostly available to wealthy customers (Gupta, 2024). Although this increases aspirational value, it restricts the market's potential.

Location: Zara integrates physical stores with e-commerce platforms as part of an omnichannel distribution strategy. This is well developed in the UK, where accessibility and convenience are supported by vast shop networks and sophisticated digital integration. In India, distribution is focused in large cities like Delhi and Mumbai, where retailers are housed in posh shopping centers. Despite its growth, e-commerce's overall reach is still more constrained due to positioning decisions and infrastructure limitations. Promotion: Zara maintains a consistent global promotion strategy with minimal reliance on traditional advertising. Instead, it emphasises store design, visual merchandising, and prime locations to communicate brand identity. Social media and digital platforms play a key role in engaging consumers and reinforcing customer-centric communication. While this applies in both markets, digital integration is more advanced in the UK due to higher technological maturity  whereas in India, word-of-mouth and aspirational branding are more influential.
People: Zara places a strong emphasis on comprehending and successfully servicing its target customers. Although expectations vary, staff training guarantees consistent service quality. In India, customer service is more individualised and in line with a high-end shopping experience, whereas in the UK, efficiency and convenience are given priority.
Process: Zara's worldwide success is based on effective supply chain management and quick product turnover. Tight control from design to distribution is made possible by its vertically integrated, private-label business strategy. However, compared to the UK, India may be slower and less responsive due to logistical and infrastructure issues.
Physical Evidence: Zara's identity is reinforced by the store's design, atmosphere, and general brand presentation. While this is true everywhere, Indian stores are frequently situated in upscale retail settings to increase exclusivity, while UK retailers prioritise accessibility and heavy foot traffic (Fadel and Konis, 2024) ,(Zhang, 2024),(Wang, 2024).
.

5. Directional Development Strategy (India Focus)

With the use of strategic alliances and progressive localisation, Zara's directed development strategy in India may be described as a controlled expansion plan and selected market penetration. Zara has purposefully placed profitability, brand positioning, and operational control over rapid scaling in the Indian market, in contrast to other fast-fashion competitors' aggressive expansion strategies.
In 2010, Zara made its debut in India through a joint venture with the Tata Group's Trent Ltd. In accordance with legal regulations pertaining to foreign direct investment (FDI) in multi-brand retail, the ownership structure initially provided Inditex a 51% interest and Tata a 49% stake (LICENSEGLOBAL, 2018). This route of entry serves as an example of how institutional limitations influence tactics for international expansion. Through the cooperation, Zara was able to keep control over its supply chain and brand identity while taking advantage of Tata's local knowledge, real estate access, and regulatory navigation. Zara's dedication to the Indian market has grown over time. By 2025, Inditex's share of the joint venture had grown to almost 80%, indicating a shift from market entry to market expansion and consolidation. This change reflects Zara's desire to increase strategic control as well as rising confidence in India's potential for long-term growth.
From a performance perspective, Zara India demonstrates a profitability-focused model rather than volume-driven growth. The joint venture generated revenue of approximately ₹27.82 billion (around £260–270 million) in 2024–2025(Reuters,2025). Despite modest revenue growth of only 0.5% in FY2025, net profit increased by 23% to ₹299.47 crore (The Times of India,2025) . This indicates Zara’s ability to sustain strong margins through premium pricing, efficient operations, and tight supply chain control, even within a price-sensitive market.
Zara has a very selective expansion plan in India. The corporation concentrates on flagship stores in large cities like Delhi, Mumbai, and Bangalore rather than aiming for national saturation. This supports its premium brand identity and is consistent with its targeting of wealthy metropolitan consumers. In order to capitalise on India's expanding e-commerce sector, Zara has progressively increased its online presence. However, its online growth is still less developed than in more developed nations like the UK.

In general, Zara's global internationalisation approach, which blends vertical integration, quick response, and dynamic strategic planning, is reflected in its directional strategy. Global consistency and local responsiveness are supported by its strictly controlled supply chain, which allows for rapid adaptation to local market conditions and fashion trends. By utilising knowledge transfer and operational efficiency, this strategy has enabled Zara to overcome conventional obstacles in global marketplaces, such as the "psychic distance paradox."
Importantly, Zara's approach in India is a combination of local and global strategies. While expansion pace, pricing methods, and store locations are tailored to local market situations, core components like product design, supply chain integration, and brand identification continue to be standardised globally. But there are drawbacks to this conservative and premium-focused approach. Zara might be underutilising prospects within India's rapidly growing middle class by focusing largely on affluent metropolitan consumers.

In conclusion, Zara's actions clearly point to a controlled, profit-oriented expansion model based on global capabilities and local adaptation, despite the fact that concrete evidence regarding its India-specific directional plan is fairly sparse (de Lemos, 2013). (Li, Liu and Zhou, 2024), (Bhardwaj, Eickman and Runyan, 2011).


















6. Evaluation of Ethical Issues in the Marketing Mix
Zara's marketing mix has come under growing ethical scrutiny, especially with regard to labour practices, environmental sustainability, price, and the openness of its marketing messages. These issues are particularly important in global markets like the UK and India, where socioeconomic situations, regulatory demands, and customer expectations vary greatly.
The use of workers in Zara's international supply chain is one of the most significant ethical concerns. Zara, a fast-fashion company, depends on a vast network of producers in nations including Bangladesh, Turkey, and Morocco. This promotes economic effectiveness and quick product turnaround, but it also poses issues with labour rights, pay, and working conditions. Transparency and accountability in sourcing procedures are becoming more and more important to ethically concerned consumers in the UK. Consumer trust can be undermined and a brand's reputation harmed if these expectations are not met. Even while work ethics are becoming more well known in India, price and brand appeal still have a greater impact on consumer choices.
Another crucial ethical issue is environmental sustainability. According to estimations, Zara manufactures hundreds of millions of clothes annually, which is a significant amount of apparel (Jangid, 2022). One of the main complaints of the fast-fashion model is that it leads to waste, overproduction, and environmental deterioration (Joy et al., 2012). In the UK, customers are actively looking for eco-friendly companies and products, making sustainability a major factor in consumer behaviour. On the other hand, although environmental consciousness is increasing in India, accessibility and affordability frequently take precedence.
Zara's sustainability messaging and possible greenwashing techniques raise additional ethical concerns. Research indicates that Zara has not consistently or extensively communicated its environmental initiatives, especially on social media sites like Instagram. As a result, there is a discrepancy between the brand's actual marketing messages and its formal sustainability claims (such as those made on websites or in-store messaging). Concerns regarding "greenwashing," in which businesses exaggerate or insufficiently support their environmental endeavours, are raised by such disparities. Customers may be misled by this, perceptions of corporate responsibility may be distorted, and trust may eventually be damaged. More consistency and clarity in environmental message will be crucial as regulatory scrutiny grows, particularly in the UK.
Ethical issues are also brought up by pricing strategies, especially in developing nations like India. Because Zara's items are relatively expensive in relation to average income levels, the brand is positioned as exclusive and aspirational. This raises concerns about accessibility and justice even while it enhances its luxury image and profitability. The brand's emphasis on affluent customers may exacerbate socioeconomic disparities in consumption, restricting involvement to a tiny portion of the populace.
In developed nations like the UK, where consumers and authorities demand higher standards of transparency, sustainability, and corporate accountability, ethical concerns in Zara's marketing mix are generally more prominent. But the increasing emphasis on ESG principles around the world indicates that these issues will become more important in developing nations like India.In conclusion, fair pricing, employment conditions, environmental effect, and the veracity of sustainability communications are the main ethical issues facing Zara. Because they have a direct impact on consumer trust and long-term brand credibility in international markets, the possible use of greenwashing and a lack of openness in marketing communications pose particularly serious concerns (Zervoudi, Moschos and Christopoulos, 2025), (Mysore, Cardozo and Ingle, 2022),(Edwards et al., 2024), (Bennesved et al., 2025).
























7. Recommendations for Future International Marketing Strategy (UK & India)
To stay competitive in the UK and India, Zara should implement a more well-rounded foreign marketing approach.
 First, by investing in circular fashion models and properly expressing its environmental commitments, the corporation must increase sustainability and transparency. In the UK, where customers place a high value on ethical and sustainable activities, this is especially crucial.
 Second, Zara ought to improve localisation in India by modifying its offerings, costs, and advertising tactics to more accurately represent regional cultural preferences. While retaining its premium brand identity, it should simultaneously address the expanding middle class. Thirdly, Zara needs to increase its online and social media visibility. In the UK, platforms like Instagram and TikTok should be used to engage Gen Z customers through micro-influencers, whereas in India, this entails enhancing e-commerce capabilities.
 In order to address labour and environmental issues, the business should also improve monitoring systems and comply with Environmental Social and Governance standards in order to boost its ethical supply chain processes.
 Additionally, Zara must strengthen its ties with customers by establishing emotional bonds with them. In India, identity-based branding and in the UK, community-driven engagement techniques can accomplish this.
Finally, Zara should maintain a balance between global efficiency and local responsiveness by adopting a hybrid global–local approach, allowing for greater flexibility in pricing, product design, and marketing.
Overall, Zara’s future success will depend on its ability to integrate sustainability, digital innovation, and localisation to effectively meet the distinct needs of different international markets.







Reflective Account Using Gibbs Reflective Cycle

Description : With an emphasis on a comparison between the UK and India, this reflection describes the steps used in the research and preparation of the international marketing report on Zara. Applying frameworks like PESTEL, STP, and the marketing mix (7Ps), as well as assessing ethical issues and formulating strategic suggestions, were all part of the task.
 
Secondary data was gathered for the study from reliable internet sources, industry papers, and scholarly journals. I concentrated on finding accurate and current data, especially information on consumer behaviour, market performance, and macroenvironmental issues. In order to adequately compare the two marketplaces, the analysis stage included arranging this data using theoretical frameworks.

Feelings: The assignment's intricacy and need to connect several frameworks initially made it difficult for me. At initially, it was also challenging to compare two quite distinct markets. But as I developed and organised my study, my confidence grew. When I started connecting theory to practical instances, the task became more interesting and deepened my understanding.

Evaluation:
Using organised frameworks to organise the analysis logically and clearly was one of my approach's strong points. The report's overall quality was further enhanced by the inclusion of accurate data and reliable sources.

But I had trouble striking a balance between critical analysis and depiction. I occasionally concentrated too much on elucidating ideas rather than assessing them. Additionally, it was necessary to pay close attention to preserving consistency in Harvard referencing.

Analysis: This procedure brought to light the need of conducting efficient research and possessing critical thinking abilities. Since not all of the information was appropriate for academic use, it was crucial to assess the reliability of the sources. PESTEL and STP frameworks were used to help organise the analysis and guarantee that important issues were taken into account.

The task also underlined how crucial it is to apply theory to practical situations. For instance, it was necessary to comprehend both theoretical models and real-world business decisions in order to analyse how Zara modifies its strategy between the UK and India. This is consistent with scholarly viewpoints that highlight the function of frameworks in strategic analysis.
Conclusion: all things considered, this task increased my research and analytical abilities as well as my comprehension of worldwide marketing. I became more comfortable using theoretical frameworks and assessing business tactics.

I am aware, nonetheless, that in my next paper, I must improve my critical analysis skills and employ a greater variety of scholarly sources.
Action Plan: I'll concentrate on strengthening the level of analysis in next tasks by using scholarly journal sources more effectively. Additionally, by critically analysing arguments rather of depending solely on description, I hope to improve my critical thinking skills.

I'll also increase the correctness of my references and give myself more time to revise and review my work. I will be able to do better academic work in the future because to these steps.
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