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[bookmark: _Toc224056697]SECTION 1: Introduction and Report Overview
[bookmark: _Toc224056698]1. Introduction
Zara is a fast-fashion retailer that is ranked among the strongest in the world, focusing on offering the runway-inspired designs to the consumers at affordable prices and an impressive speed. Zara is the flagship brand of Inditex, one of the largest fashion retail chains in the world that is based in Spain. The competitive strength of the brand is the integrated fast-fashion business model that allows quick design, production and supply of brands thus the brand is able to adapt quickly to changing consumer demands.
The report evaluates the Indian and United Kingdom international marketing strategy of Zara, two markets that vary in matters of economic development, cultural and consumer behaviour greatly. This report will aim at comparing and contrasting the marketing strategy of Zara in these two countries (More, 2024). It will review the macro-environmental situation first with the PESTEL framework and then specifically with a focus on social and cultural aspects. The report will subsequently discuss the Segmentation, Targeting and Positioning (STP) strategies used by Zara and then provide a comparison of international marketing mix (7Ps) used by the company. Lastly, it will discuss the directional development strategy of Zara in a single chosen market, evaluate ethical concerns related to its business, and offer suggestions concerning the further international marketing development.
[bookmark: _Toc224056699]2. Comparative Market Analysis: PESTEL
2.1 Political Factors
The political surroundings of India and the United Kingdom provide different threats and opportunities to Zara. The political system of the United Kingdom is mature and stable with properly established regulatory establishments and clear governance systems. The retail industry has been in a highly open market economy where there are little limitations on foreign owned brands. Trade laws are predictable, policies, which touch on retail, taxation, and employment are well spelt out (Zhou, 2025). Such stability will reduce uncertainty among the international retailers and provides them with relatively low political risk long-term strategic planning.
Conversely, the political environment in India, however, being stable in general, is more complicated when it comes to regulatory aspects. Traditionally the nation had had more restrictive foreign direct investments (FDI), especially on the single brand retail segment. Even though these policies have been liberalised in some bits, foreign companies have been required to abide by local sourcing policies and regulatory certifications. Operational efficiency can also be influenced by bureaucracy and policy differences between states. Consequently, Zara will have to be more regulatory-conscious and more flexible in India than in the UK, where the policy environment is less regulatory-intensive and more predictable.
2.2 Economic Factors
The two markets are highly different in terms of economic conditions and thus the market positioning of Zara is directly affected by the economic conditions. The United Kingdom is a developed economy with high GDP per capita, and quite high consumer purchasing power. The consumers generally possess increased disposable incomes and therefore, can spend on the discretionary goods like fashion more often (Lee, 2023). Shoppers however have been highly sensitive to consumer prices lately due to inflationary pressures and lack of stability in the economy, so much so that they are willing to be more price conscious without having to compromise their tastes in fashion. This environment helps the positioning of Zara as a high-end but affordable high street brand.
India on the other hand is an emerging economy that is growing at a high pace and is typified by low average income levels but a large and fast-growing middle-income population. Even though the level of GDP per capita is still significantly lower than in UK, the large cities like Mumbai, Delhi and Bangalore have a rich consumer base that will be willing to pay on the international brands. The difference in economic inequality is greater, in that the pricing of Zara places it on a higher or higher-end brand, as opposed to a shop catering to the mass market. Even though the potential of the growth in India is great based on population growth and increasing incomes, purchasing power gaps necessitate strict segmentation and pricing policy.
2.3 Social Factors
One of the most influential variables that influence the strategy of Zara in both countries is the social and cultural differences. Fashion consumption in the United Kingdom is entrenched in the daily existence. Consumers are very sensitive to the trends and tend to consider clothing a way of expressing themselves (Aleem, 2026). Western fashion standards prevail and modernity and experimental styles have the high acceptance of culture. The awareness of sustainability is also becoming a major influence on consumer behaviour. This may be due to a large number of shoppers in the UK demanding transparency on the sourcing, ethically and environmentally responsible labour, and the fast-fashion brands must respond responsibly.
Consumer behaviour in India is a combination of traditional Indian culture and the contemporary global culture. Western fashion has become a highly popular product among young urban clientele, but traditional fashion and culture regarding modesty and family values do not disappear. Most consumers adopt the global fashion trends in culturally relevant clothes instead of adopting western cultures to the latter. The Indian demographic layer with a high proportion of young population helps to foster the long-term trend in the demand of fast fashion. Shopping habits are however not like UK. There is a better likelihood of Indian consumers shopping in big shopping malls and metropolitan shopping centres, but the UK consumers often use high streets as well as internet-based shopping programmes. These social distinctions demand that Zara should uphold the uniformity of the brand internationally as well as exhibit cultural sensitivity in India.
2.4 Technological Factors
In both markets, the level of technological development is at an advanced stage though the level of maturity and infrastructure is different. The United Kingdom possesses one of the well-developed systems of e-commerce, broadband connexion, and effective logistics systems. The online retail market is well penetrated and the customers have gotten used to mobile apps, online payments and shopping experiences through the omnichannel (Matosas-López, 2023). The retailers have integrated systems that enable them to interact seamlessly between physical and online stores.
India has witnessed a high rate of technological advancements especially when it comes to the use of smart phones and mobile internet penetration. The e-commerce has grown tremendously, owing to the youths and online payment systems. Nevertheless, logistics and last-mile delivery systems might not be as uniform as in the UK, especially when it comes to non-metropolitan cities. In the case of Zara, online retailing in India is a growth opportunity as well as a strategic instrument to increase coverage of areas outside metropolitan centres without necessarily increasing physical stores.
2.5 Environmental Factors
In both countries, environmental consciousness is having its effect on fashion retail. Sustainability issues are one of the major concerns of regulators and consumers in the United Kingdom. The policies of the government favour environmental responsibility and consumers become more suspicious of fast-fashion models, which stimulates over-consuming, and waste of textiles. Sustainable collections, recycled materials and transparent reporting of environmental impact are in increasing demand. This climate forces Zara to lay more stress on environmentally friendly shops and green product projects.
E-consciousness among consumers in India is also increasing, especially the urban educated consumers (Limaye, 2025). Nevertheless, the price sensitivity in numerous cases is a more powerful purchasing force than sustainability factors (Shao, 2024). The attention of the regulators to waste management and sustainable practises is growing, but the consumer activism is not as intense as in the UK. Zara will consequently have to strike a balance between the price competitiveness and environmental friendliness in the two markets, albeit with varying intensity of consumer scrutiny.
2.6 Legal Factors
The United Kingdom and India have different legal systems of enforcement and complexity in their operation. UK has got stringent labour laws, consumer protection laws, and advertising laws. The compliance procedures are well spelt out and the mechanisms of enforcement are uniform (Nur and Kumar, 2023). Supermarkets are supposed to comply with the requirements of transparency, product safety and employment laws.
India also has provided laws on labour and consumer protection which are subject to enforcement depending on the region and level of administration. The retailing business should meet the sourcing laws, taxation laws, and employment laws that might have more procedures as a prerequisite. As a result, Zara has to respond to specific legal frameworks in respective countries in a way that does not violate the rules but ensures the effectiveness of operations and preserves the brand image in the markets.
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Table 1: PESTEL Analysis
[bookmark: _Toc224056700]3. STP Analysis
3.1 Segmentation
By applying demographic, psychographic and behavioural variables, Zara divides its worldwide market to enable it to have a wide but distinct customer base. The brand is also demographically focused on consumers aged 18- 40, students, young professionals and fashion-conscious adults (Hassan and Rukiman, 2025). The United Kingdom segmentation is heavily based upon the urban population that has moderate to high disposable income and follows fashion trends on a routine basis. Such customers are usually active and social, digitally oriented and used to changing their wardrobe on a regular basis. Their purchasing behaviour is easily determined by the rapidly changing trends and seasonal changes, and they do not hesitate to shop in-store and online.
Segmentation in India focuses more on the young customers, but is more focused on the urban middle and upper-middle classes found in the metro cities like Mumbai, Delhi and Bangalore. The Indian customers that Zara targets psychographically are aspirational and brand-conscious, considering international fashion brands as the source of modern identity and social status (Azimi and Saleh, 2025). In terms of behaviour, the consumers in the UK might buy Zara products more often since prices are relatively low, but the Indian consumers might tend to shop less often but at a higher rate. The role of brand loyalty and felt prestige is greater in India. Thus, income distribution, cultural values and buying habits will make the segment profiles different in spite of the demographic similarities in both markets.
3.2 Targeting
Zara uses differentiated targeting approach, which targets people who are fashion conscious and are interested in modern fashion at affordable prices. The target market of the United Kingdom comprises students, young professionals and working adults who would wish to be on-trend without spending luxury prices. Competing directly with other high-street stores, Zara is characterised by a high turnover of trends and fashionable designing that is oriented towards the latest trends in Europe (Miranda and Roldán, 2023). The purchasing power of consumers in the UK is relatively high, which gives Zara an opportunity to tap into the mass market of middle-income consumers, making it affordable, yet a step above, the high-street market.
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Figure 1: Zara Target Market
(Source: https://businessmodelanalyst.com/zara-target-market-analysis/?srsltid=AfmBOoozqgGmGmjmc9IAK187wAiCIFW-WJNVr0OOUaMUcvrDLqR6yYPT)
In India, the target audience is limited, and more specific. Zara has specialised mainly on high-income consumers in the urban and the professionals who have greater disposable income. Given the cost of imports and its pricing system, Zara goods will be comparatively expensive in relation to average income rates, which will restrict the accessibility of the low-income segments. Consequently, the brand appeals to consumers who are interested in international fashion being a type of status expression. Although the main target audience will be also the same as in the UK, affordability is also a key factor that will affect the extent of target market in India.
3.3 Positioning
Zara has positioned itself in the world market as an affordable luxury fast fashion brand that integrates modernity, speed and exclusivity. The brand is viewed as a high-street retail store of premium quality supplying trendy clothes at competitive prices in the United Kingdom (Nursetyo and Dwiridotjahjono, 2025). Customers perceive Zara as fashionable and design-oriented, a notch higher than no frills fast-fashion retailers, but affordable enough to be bought on a regular basis.
Zara is in an aspirational and high-end position in India. Due to elevated relativity prices, the brand is commonly related to foreign luxuries and life in modernity. Premium image is supported with location of the stores in high-end malls. As a result, although Zara continues to have similar branding globally, the relative positioning is dissimilar: mainstream premium in the UK and aspirational international label in India.
[bookmark: _Toc224056701]4. International Marketing Mix (7Ps)
4.1 Product
Zara is a globally standardised product company based on the fast-fashion platform, with runway-related collections targeting women, men and children. In the United Kingdom, Zara has similar products range to that of Europe with regards to seasonal changes that are evident in fashion capitals. Autumn and winter collections are heavier in nature, in the form of wool coats, knitwear, and layered garments, which are worn in a colder climate, whereas spring and summer collections are lighter and more of a trendy nature (Klomtooksing and Chirapanda Sato, 2023). The UK consumer has a high turnover of trends and Zara delivers on the demand with new arrivals frequently to facilitate repeat customers.
[image: Is Zara the new face of luxury? | Mint]
Figure 2: Zara Autumn and Winter Collections in the UK
(Source: https://www.livemint.com/mint-lounge/style/zara-luxury-industry-fast-fashion-111709273056394.html)
In India, Zara presents its global fashion image, however, some adjustments can be observed. Since weather is warmer in most places, the collections are based on lightweight fabric, breathes and transitional clothing. Even though Zara is not orienting its designs significantly on the local scale, Indian stores can be less stocked with heavy winter goods and more all-season ones. Product preferences are also subject to the cultural factors, and comparatively small figure and longer hemline are favoured. In general, Zara weighs standardisation down the world and minimum adjustment to climate and cultural values in India, whereas in the UK it is closely oriented to standard European fashions.
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Figure 3: Zara Collections in India
(Source: https://in.apparelresources.com/business-news/retail/zara-india-faces-loss-rs-41-crore-revenue-28/)
4.2 Price
Zara uses a market-oriented pricing strategy in both the countries, although there is a significant difference in price perception. Zara is a high street fashion retailer in the United Kingdom that is positioned as a premium one. It is affordable and accessible to middle-income earners with its prices being relatively low as compared to luxury brands (Ruan, Sang and Zeng, 2022). The speed of buying is very frequent, as people understand that Zara products are available as the outfits with stylish design and acceptable prices.
In India the prices are relatively high owing to the duty of importation, logistics costs and taxation. Consequently, the products of Zara have risen to a higher bracket as compared to the average income (Shah, Olya and Monkhouse, 2023). The Indian customers might interpret the brand as premium and exclusive as opposed to low end fashion. Whereas the UK customers tend to use Zara as the value-for-money experience, Indian customers would correlate the increased price with international prestige and quality. Pricing strategy, therefore, favours the varying positioning results in every market.
4.3 Place (Distribution)
The distribution strategy used by Zara is an indication of its premium brand image and focus on strategic store location. Zara sells its products through many outlets in large urban areas in the United Kingdom including London, Manchester and Birmingham, frequently on a high street, or within a major shopping centre (Jain, Jain and Jain, 2022). The UK also enjoys a highly evolved e-commerce platform and therefore, there is smooth incorporation of online and offline channels. The omnichannel retailing is supported by click-and-collect and efficient returns services.
Zara has a greater physical presence in the metropolitan cities like Mumbai, Delhi and Bangalore in India. The stores are usually found in high quality malls and high-end retail areas, which supports its aspirational positioning (Elgarhy and Mohamed, 2023). The number of stores is less and more geographically discriminating than in the UK. The e-commerce has become high in India, and the reach to consumers even outside the major cities has been achieved, and logistics infrastructure may pose a challenge. In general, Zara has intensive distribution in the UK and selective distribution in India.
4.4 Promotion
Zara has a reputation of having a low-profile traditional advertising in the two markets. The brand does not require heavy investment in television or print advertisement as the store location, visual merchandising and word-of-mouth create brand awareness. The high-street presence and window displays are very prominent factors in the United Kingdom as a central promotional product (Rathnayake, Senarathna and Siriwardena, 2022). Another factor that makes social media a good place to promote a brand is brand visibility especially among the younger consumers.
The promotional strategy is similar in India, and there is not much paid advertising. Nevertheless, the use of digital marketing and social media interactions is getting more and more crucial when targeting the urban youth. The culture of influencers is expanding at a rapid rate in India, indirectly marketing Zara by fashion bloggers and content creators of lifestyle. In spite of the cultural variations, Zara does not use intensive advertising campaigns but the brand image and attractiveness of its products in marketing efforts, which remain globally consistent.
4.5 People
Individuals are central to providing Zara with a brand experience. The store attendants in the United Kingdom are trained to ensure they service efficiently, cheque out fast, and have an orderly store environment (Papadopoulou, Papasolomou and Thrassou, 2022). In a developed retail market, customer service is a measure of expectations whereby convenience and speed are some of the treasured values.
In India, the customer touch might be a little more personalised, especially in the high-end mall settings where customers are used to receiving valuable attention. Since Zara is more of an inspirationally placed company, employee behaviour helps in enhancing a high-end brand image. The employees in both nations play a crucial role in ensuring that the brand image of sophistication, efficiency and trend awareness are upheld.
4.6 Process
The competitive edge of Zara is in the form of fast-fashion supply chain process. The company has an integrated model which enables it to develop design ideas into store products in several weeks. The stores in both the UK and India have new stock regularly, which makes a visit to the store a regular routine and it creates the impression of scarcity.
The extensive logistics networks in the United Kingdom also make it possible to conduct distribution efficiently and to quickly replenish. In India, although supply chain model is still centralised, more lead times can be witnessed because of importation processes and proximity to manufacturing centres. However, Zara has comparatively high inventory turnover in both the markets, keeping it up to date with the changing fashion trends.
4.7 Physical Evidence
Zara premium positioning is highly backed by physical evidence. The interior design of the stores is minimal, the colour combinations are neutral and well-arranged product display which accentuate sophistication in the United Kingdom (Agustian, Bakhri and Faozi, 2025). The newest collections are displayed in windows, which makes the trends relevant.
Store design in India is in line with the global standards, and this has given India a uniform international brand image. Places in high end malls and premium retail spaces increase the perceived exclusivity. In both markets, clean design, contemporary lines and highly selected visual retailing add a lot of overall brand experience and customer experience.
[bookmark: _Toc224056702]5. Directional Development Strategy (India)
The Ansoff Matrix is useful in analysing the growth strategy adopted by Zara in India especially with the focus on market development and market penetration. In its initial move into the Indian market, Zara employed the market development approach that involved bringing its current portfolio of global products into a new and young economy. The brand made use of its existing fast-fashion model and global brand image, instead of developing completely new lines of products targeted to India (Darmawan, 2024). The main target was the urban, middle, and high-end consumers which were getting exposed to the global fashion trends more and more and were in need of international brands as the indicators of modernity and status.
Zara changed its focus as the brand became established, to market penetration. This entailed an increase in its store network in the big metropolitan cities like Mumbai, Delhi and Bangalore, and the enhancement of brand recognition amongst its target market. Zara instead of diversifying in other unrelated product lines focused on expanding its sales in its segments. Positioning of its stores in the high-end shopping malls solidified its aspirational positioning and guarantee presence to the high-income earners. This reasoned growth plan enabled Zara to expand without losing its high-end brand name.
The development of e-commerce also became one of the major strategic directions. As the internet penetration and smartphone usability in India continue to increase, Zara has made investments in building its online retail platform (Kusnaini, Abdillah and Fahrudi, 2023). The digital channels will facilitate the brand to tap into customers in the tier-two cities without necessarily committing to the physical expansion in a large scale.
In general, Zara directional development strategy in India is associated with slow yet stable growth. With a selective store development and digital growth through selective process, the brand manages to create a balance between exclusivity and accessibility, which over time will help it secure its competitive power in the changing fashion market in India.
[bookmark: _Toc224056703]6. Ethical Issues
Zara being one of the major fast-fashion quick retailers has been subjected to continuous ethical scrutiny both in the United Kingdom and India. One of the biggest issues is associated with sustainability and the environmental effect of fast fashion. The business concept of the brand is based on short-speed production and regular replacement of the collection, thereby adding to the waste of textile products, energy consumption, and strain on nature (Sugiyono et al., 2022). In consumer-focused markets like the UK, where consumers are gradually becoming environmentally aware, fast fashion has frequently been blamed to promote excess consumption and the culture of disposable attire.
The global fashion industry has also questioned labour practises in global supply chains. Although, Zara does not produce the majority of the products itself, it relies on the network of suppliers in numerous countries, which generates the issues of working conditions and wage levels. To counter the criticism, the company has launched sustainability efforts like eco-efficient stores, recycled collections of fabrics and pledges on carbon neutrality. It has also enhanced monitoring systems and transparency policies by suppliers. Nevertheless, the opponents state that structural problems persist in the fast-fashion model and the increase must be constant and quantifiable to retain consumer confidence in the two markets.
[bookmark: _Toc224056704]7. Recommendations
To empower its international marketing strategy, Zara would be well-advised to broaden its sustainable lines of fashion and underline sustainability as a more prominent part of its brand message. Consumers in the UK and India are increasingly conscious of the environment, and communicating more about environmentally friendly activities would improve brand image. More transparency to the supply chain such as more transparent sourcing and labour standards reporting would enhance further consumer confidence.
Zara, in India, should look at the concept of offering more product localisation in terms of culture and weather patterns (Benavides, 2024). Capsule collections, which are based on the trends within the local market, may be introduced with limited collections to maintain the brand identity on the global level. Besides, reinforcing the digital marketing approaches, especially with the help of social media involvement and mobile optimisation, would contribute to the achievement of reaching the younger consumers in both markets (Al Aghbari et al., 2025). The customer convenience and competitive positioning would be enhanced through expansion of omnichannel retail potentials such as ensures integration between online and on-store retailing.
[bookmark: _Toc224056705]8. Conclusion
This report has shown that despite the fact that Zara has a rather generic global brand strategy, there are significant differences between its work in India and in the United Kingdom. The difference in the level of economic development, disposable income, and levels of market maturity affect pricing structures and target marketing scope a lot (Haque and Lang, 2025). In the UK, Zara is a high end but affordable high-street retailer, whereas in India it is more of an aspirational global brand. The consumer behaviour and cultural expectations also determine the taste of products, shopping and the influence of promotion within each country.
The success of Zara is that it has been able to preserve its global image and be selectively adapted to local economic and social factors (McDougal et al., 2025). The competitive advantage in both markets is through its fast-fashion model and strong supply chain. Nevertheless, continuous ethical issues with regard to sustainability, environmental effect and responsible sourcing are still burning issues. These issues will be paramount to staying competitive and having favourable brand perception in the global market.
[bookmark: _Toc224056706]

SECTION 2: Reflective Account (Gibbs Reflective Cycle)
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Figure 4: Gibbs Reflective Cycle
(Source: Gibbs, 1988)
[bookmark: _Toc224056707]1. Description
In this assignment, I was required to write a detailed report that would examine the international marketing mix of Zara in two countries, which were India and the United Kingdom. This included the use of marketing models including PESTEL, STP and 7Ps in order to identify the brand adjustment strategies in various macro-environmental conditions. I have done a study of Zara business model, the fast-fashion business, and its competitive stance in the two markets. Ethical issues as well as strategic recommendations needed to be evaluated and suggested (Agyekum et al., 2024). In general, the assignment entailed a mixture of theoretical marketing concepts and practical business analysis, which entailed both academic research and critical comparison of two opposite national settings.
[bookmark: _Toc224056708]2. Feelings
The first impression of the given assignment was less favourable as I felt rather overwhelmed with the scope of the task. The fact that it was necessary to implement several different frameworks and at the same time provide an in-depth comparison of two countries appeared complicated. One of my main concerns was to make sure that my analysis was rather comparative than descriptive because it is so easy to write separately about each individual country but not to make a full comparison (Geng et al., 2023). I was also confused on how to strike a balance between academic theory and practical examples of the operations of Zara.
Nonetheless, as I started structuring the page and dividing the report into smaller parts, I started getting more confident. Headings and the count of words assigned to me made me feel more at ease with the work load. The more I studied the strategies that Zara uses and associated them with the theory of marketing, the more I was comfortable with the idea of application that has a critical element. At the middle of the assignment, I was more confident about my skills to analyse information and make rational comparisons between India and the UK.
[bookmark: _Toc224056709]3. Evaluation
There were a number of positive aspects of my approach. The systematic application of models like PESTEL, STP gave me a definite analytical background and helped to make my discussion focused. The models served as guide lines and they helped me to organise information in a logical manner and some irrelevant information was not sought. The research on the global strategy and fast-fashion business model of Zara was also fruitful as most of the information was available about the efficiency of its supply chain and branding strategy. This facilitated the use of theoretical concepts to a practical organisation.
Nevertheless, there were certain difficulties arising in the process (Wu et al., 2022). I was not able to find very detailed, country specific marketing plans, particularly in relation to differences in ways business is done in India and the UK. The publicly accessible information was to a large extent general and globalised. This entailed my consideration of bigger data and logic reasoning in justifying probable differences. Also, time control posed a certain challenge because more critical comparison and refinement of two markets than I originally thought was required to analyse them in depth. I found out that comparative writing requires more time as compared to descriptive writing.
[bookmark: _Toc224056710]4. Analysis
By undertaking this assignment, I have learned more of the complexity of international marketing. Among the most valuable lessons, the necessity to balance between standardisation and adaptation was included. Zara has a powerful brand name in the world, but it is not able to use the same strategies in every market (Gibbs, 1988). The pricing, positioning and distribution of products are influenced by the economic conditions, cultural norms and consumer expectations.
The analysis of the factors related to purchasing power in India in comparison with the United Kingdom contributed to my comprehension of the role of purchasing power in brand perception significantly. In the UK, Zara is sold as a high-end high-street brand whereas in India, it is perceived as being more aspirational because of the relatively higher prices (Bai et al., 2023). This showed how the same product and pricing structure could have produced varied positioning results under varying economic conditions.
I have also appreciated more the notion of cultural sensitivity in international marketing. Values, traditions and differences in the lifestyle affect consumer behaviour. As an illustration, the climate conditions and norms of modesty in India influence the suitability of the products whereas in the UK, the purchasing decisions are influenced more by sustainability awareness. This demonstrated the significance of the social consideration in the analysis of foreign strategies in more detail.
Moreover, studying ethical dilemma made me aware about the difficulties that are connected to the fast-fashion model. As fast production cycles make Zara gain competitive advantage, there are also concerns of the environment and labour practises. This motivated me to be more critical in consideration of the overall social consequences of marketing choices.
[bookmark: _Toc224056711]5. Conclusion
The given assignment has considerably expanded my knowledge of international marketing strategy and its real-life implementation. I have gained skills in applying structured frameworks in order to facilitate critical comparison over basic description. The process helped me to improve my research skills, analytical thinking and academic writing. I have also gained more awareness of the way economy, culture and ethics contribute to the global brand strategies (Patil et al., 2024). This reflective exercise has been able to help me identify my areas of weaknesses as well as my strengths in my academic work.
[bookmark: _Toc224056712]6. Action Plan
There is a need to initiate research earlier on in the future so that I have more time to critically analyse and weed out the research. Earlier beginning will help me to investigate a wider range of academic journal articles and will allow me to add a greater theoretical intensity to my work. Also, I am going to develop my comparative writing abilities in terms of making more definite comparisons between markets instead of writing about them chronologically. The ability to reinforce my academic referencing methods will also increase my ability to have a credible analysis (McDougal et al., 2025). Also, I would like to gain more knowledge about the international marketing frameworks as I would be able to use them more critically and confidently. Through better time management, increased academic research and more analytical comparisons, I think I will be able to come up with even more well-organised and informative and academically sound back then.
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