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[bookmark: _Toc225132510][bookmark: _GoBack]Introduction- ZARA/Inditex's International Market Entry Strategy in UK and Canada
This study critically analyzes the international market entry and marketing mix of Zara/Inditex in the United Kingdom and Canada through the prism of PESTEL and STP as well as the 7ps frameworks, identifies the ethical contradictions, and provides the strategic recommendations using the corporate data and theoretical framework.
[bookmark: _Toc225132511]a. A Comparative Analysis of the Market in Both Countries
This analysis applies the PESTEL framework (Morrison, 2020) to evaluate the macro-economic environment that has influenced the market entry and marketing mix of Zara in the United Kingdom and Canada to identify the different strategic issues even though both countries are developed economies.
Political Factors: The political environment of the United Kingdom is defined by the post-Brexit regulatory difference with the European Union that creates tension in trade due to the presentation of new customs declarations and value-added tax (VAT) rules regarding imports (Hughes, 2022). Such developments drive up administrative cost and lead times of a firm that depends on agile and just-in-time supply chains. Any supply chain disruption has significant financial consequences to Inditex, which recorded EUR 39.9billion in the global sales in FY 2025-refer to Appendix-VIII (Inditex, 2026). In comparison, the political climate in Canada is relatively stable, and the United States-Mexico-Canada Agreement (USMCA) is the offer of predictable trading conditions with a main trading partner, though there is also a latent threat of protectionist pressure on the United States (Deloitte, 2023). 
Economic Factors: Both markets exhibit strong consumer spending but with different dynamics. The economy of the United Kingdom is facing continuous inflationary pressures with the GDP growth of 1.1% in 2024 to 1.3% in 2025, and the history of 4.5% average inflation of clothing and footwear in 2024, 3% in 2025 and same in 2026-refer to Appendix-XIII (tradingeconomics.com, 2024;ONS, 2025; Bank of England, 2025). This forms a price elastic consumer group, and this exerts pressure on the pricing as a premium strategy in the value-based marketing mix of Zara. The economy of Canada expanded by 1.1% based on 2024 and the core inflation decreased to 2.5% based on the early of 2025 and in turn contributed to the enhancement of real disposable income growth-refer to Appendix-XIV (Statistics Canada, 2025; OECD, 2025). Such financial strength provides a better platform in the expansion of Inditex, as it has reported a high growth of 7.0% in constant currency sales in FY 2025, with the part of this growth being attributable to the Americas region (Inditex, 2026a). The comparative advantage of the Canadian dollar versus the euro also enhances the consumer power of the Canadians to buy foreign fashion.
Social & Cultural Factors: This dimension reveals the most significant divergence, which has a direct effect on consumer behaviour of Zara and cultural context. The culture of the United Kingdom market is the one of the high level of cultural heterogeneity and the culture of individualistic shopping (Hofstede Insights, 2023). There is a high tendency of online shopping among the consumers of the UK, where 38% of all the clothing products are being purchased online in 2024, thereby pushing Zara towards strategic focus on online integration, which saw the company make EUR10.7 billion in online sales worldwide (Inditex, 2026; Statista, 2025). However, there is increasingly strong opposition to fast fashion, and 45% of consumers in the UK are now making a conscious choice to buy more sustainable labels (Intidex, 2026). This is a socio-cultural threat that will force Zara to market its sustainability performance, including the 88% of textile fibres that fall under the lower-impact category (Inditex, 2026), to ensure the brand is perceived as legitimate. The social fabric of Canada, on the contrary, focuses on multiculturalism and experience consumption (Hofstede Insights, 2023). Although fashion-focused, Canadian consumers are more loyal to the brands that embody the local inclusivity and environmental ethic as 50% of Canadian consumers report that they prefer to shop in a company with a strong ethical and environmental policy and 68% of the Canadian public is paying attention to issues related to corporate social responsibility (Ipsos, 2024)-Refer to Appendix-III. 
Technological Factors: Technology happens to be a major facilitator of the integrated store- online concept at Zara. The penetration rate of smartphones is high in the United Kingdom (84 % of the population) as well as the development of digital payments (Statista, 2025), which eases omnichannel initiatives. The application of AI-powered virtual fitting technology, Zara Try-on, which has so far received more than 7 million visits worldwide, is also necessary to reach digitally native consumer in the UK (Inditex, 2026a). Likewise, the developed e-commerce system in Canada that has 27 million active online shoppers (Statista, 2025) offers a favorable environment to this technology. Furthermore, the logistical issues vary: the UK enjoys the advantage of geographic footprint due to the high density of major cities which allows serving the stores with fulfilment within a greatly short time, whereas Canada has a huge geographical area and most people are concentrated in a few major cities, making the delivery by last-mile a costly operation which impacts the efficiency of the integrated model (CBC, 2024).
Environmental Factors: Stringent environmental regulations are an influential major PESTEL element in both jurisdictions. The Environment Act 2021 of the United Kingdom sets biodiversity and waste management targets, which require comprehensive regulation, and are in accordance with the corporate aim of Inditex to cut the total Scope 1, 2, 3 altogether emissions by 11% of the 2018 value-refer to Appendix-XV (UK Government, 2021; Inditex, 2026a). The Plastic Pollution Prevention Act of Canada also imposes an influence on the packaging policies, as it has made Zara hasten its process of switching to recycled and minimal packaging (Environment and Climate Change Canada, 2022). Importantly, the two consumer markets have been using corporate environmental performance as a buying criterion. In the United Kingdom 56% of consumers are concerned or very concerned about the environmental impact of the clothing they buy (Wrap, 2024) and in Canada this proportion is 48% (Ipsos, 2024). This consumer attitude and makes Inditex to disclose its sustainability gains, including the use of lower-impact fibres at 88% and 26% of water consumption reduction (Inditex, 2026), thus turning sustainability into a corporate social responsibility report instead of its core element of the marketing mix.
Legal Factors: Legal systems determine the operation and marketing dimensions. The employment legislation in the United Kingdom, and specifically that of the classification of workers to the gig economy, poses a threat to a brand providing temporary staff to stores during periods of seasonal demand (ACAS, 2025). On the other hand, the Canadian unique legal environment is made up of federal laws and provincial laws, which are difficult to establish. An example is the Charter of the French Language of Quebec that stipulates that all marketing resources, such as the Zara site and in-store displays, should be provided in French, so that it will require an individual marketing approach as compared to the rest of Canada (OQLF, 2024). 
[bookmark: _Toc225132512]b. Comparative Analysis of STP and International Marketing Mix (7Ps) Strategies  of Inditex in Canada and UK
STP Analysis
Refer to Appendix-I, the segmentation strategy of Zara in the United Kingdom and Canada is based on both the demographic factors: the urban residency and middle-to-high-income segment and the psychographic variables, including the fashion-oriented orientation (Kapustina et al., 2022). However, there is a difference in the targeting strategies. In the United Kingdom, Zara uses the wider strategy of targeting digital-native buyers in the form of the high-profile presence of the Travelling Mode and Zara Second Hand applications on the UK site ( Zara UK, 2026); this strategic orientation is consistent with the 38 percent of clothing transactions taking place online in the United Kingdom (Statista, 2025). Targeting in Canada is more refined and focused on quality and inclusiveness as the brand name, Massimo Dutti, also figures prominently in the main menu of Zara Canada (Zara Canada, 2026). The strategy is aimed at a high-income segment of consumers attached to reserved style (Hofstede Insights, 2023).
Positioning 
Both markets use positioning on Zara’s fundamental value of democratising fashion, i.e. fast, trend-driven clothing, at affordable prices (Kapustina et al., 2022), but the messages used in that case are culturally tuned. The positioning in the United Kingdom is based on the value of digital integration and sustainability, where the section of the site is called Join Life (Zara UK, 2026) and targets a market in which 45% of consumers actively pursue sustainable brands (Intidex, 2026). Positioning in Canada is more lightly emphasised on quality and heritage through the connexion with the high-quality brand Massimo Dutti to attract the market in which 50% of people focus on the ethics and environmental concerns (Ipsos, 2024).
International Marketing Mix (7Ps) strategies 
Product: refer to Appendix-II, the main product service, which is trend-led clothes, is standardised, although adaptations are available. The site in the United Kingdom has a feature that reflects the high levels of circular fashion in the country, with a prominent section of the site called the Zara Studio Collection and a separate section titled pre-owned ( Zara UK, 2026), in response to the resale market increasing by 15% there in 2024 (Wrap, 2024). In Canada, product mix is curated to focus more on Basics and Collection lines, whereas the product line by Massimo Dutti is more integrated to meet the demands of the consumer market that prefers versatile and long lasting products to wear (Zara Canada, 2026; Statistics Canada, 2025). The world 88% of fibres used in the textile industry were categorised as lower-impact (Inditex, 2026a), which is a sustainability measure that is more explicitly reported on the United Kingdom market to address the increased consumer expectations (Intidex, 2026).
Price: Refer to Appendix-III, Zara has a premium-mid market pricing strategy in both countries, but it is led to diverge due to economic forces. In the UK, the brand is more price-sensitive due to the consistency of inflationary pressures of 4.5% on the price of clothes (ONS, 2025). The Special Prices section on the UK webpage (Zara UK, 2026) is an obvious tool on the UK site, serving as a competitive measure to keep value consumers. Core inflation in Canada dropped to 2.5% (OECD, 2025), which means that the pricing power of Zara will be higher and it will be possible to have a more stable pricing policy and the focus will not be on aggressive promotion, as there is no Special Prices section on the homepage in Canada (Zara Canada, 2026). This strategic flexibility is supported by the global gross margin of the company (58.3) of 58.3% (Inditex, 2026).
Place (Distribution): Refer to Appendix-IV, the countries have an omnichannel model but physical distribution approach is different. Zara has 30 stores in the United Kingdom (Inditex, 2026b) and capitalises on the high geographic density of the locations to achieve rapid fulfilment and returns, which is essential because 84% of the British are smart phone users and demand a seamless online-to-offline connexion (Statista, 2025). In Canada, where there are 33 stores in the large urban centres (Inditex, 2026), the strategy puts a focus on the flagship stores to create brand prestige and surpass the logistical difficulties of a large geographical location (CBC, 2024). The online channel plays a significant role in both and it is adding EUR 10.7 billion worldwide (Inditex, 2026), but in Canada it is a more significant channel in the country with consumer externalising major hubs.
Promotion: Refer to Appendix-V; promotions are different and tailored to the culture. The UK market is using the promotion mix that is oriented to the innovations in digital marketing and sustainability confirmation. The service and promotional features of the Zara Second Hand platform and the Travel Mode can serve both as a service and a promotional platform (Zara UK, 2026), which attracts a value-conscious, sustainability-conscious, and tech-savvy audience. The advertising expenditure of Zara is as low as 0.3% of revenue globally (Kapustina et al., 2022), and it caters to these functionalities and the word-of-mouth. Promotion in Canada is more community-based and is based on brand heritage. Premium lines are cross-marketed in the Massimo Dutti which can be found on the Zara platform (Zara Canada, 2026), and in Quebec, advertising content has to be legal, which is regulated by the French-language law (OQLF, 2024) so that it should be locally promoted which is unnecessary in the United Kingdom.
People: Refer to Appendix-VI, Zara integrated model revolves around the personnel training, and in 2025, 3.4 billion training hours worldwide are planned (Inditex, 2026). In the United Kingdom, employees will probably be trained to manage more omnichannel returns and to provide online services like the one introduced there, which is called Travel Mode (Inditex, 2026). In Canada, due to its multiculturalism and multilingualism, employees have to be trained to serve a multicultural client base, as in Quebec, bilingualism (French-English) is also a requirement, which is an added complex issue that is not observed in the United Kingdom market.
Process: This is a globally integrated process, design-store, which is one of the major differentiators of the Zara brand, where collections update every two weeks (Kapustina et al., 2022). In the United Kingdom, the digital process is highly streamlined, including the option of “Travel Mode” that enables customers to obtain online orders in their accommodation (Inditex, 2026), a feature that is specifically designed to suit a market with a large number of tourists and business travellers. In Canada, the procedure focuses on smooth integration of an omnichannel yet logistics challenges in a large country are also a major problem and the strategy of increasing gross space by 5% amounting to a year (Inditex, 2026) is essential in increasing physical touchpoints to facilitate online effectiveness. 
Physical Evidence: The physical outlet of the stores are standardised all over the world, but the online experience is different. The layout of the United Kingdom site places the emphasis on New In and Trends and displays Zara Second Hand (Zara UK, 2026 ) and it creates the online atmosphere that indicates the perpetual newness and circular consumption. The Canadian location features very prominently the word Massimo Dutti and the word Vacation Getaway (Zara Canada, 2026), giving the impression of quality and lifestyle appealing to the Canadian consumer values. Both countries have an in-store experience that is meant to be high-end and high-service, although, in Canada, the stores are usually located within a high-end shopping centre or on a desirable downtown street, which supports a more aspirational brand image.
Zara has a marketing mix that is aligned to the highly digital, sustainability-conscious and price-sensitive consumer in the United Kingdom based on innovation and circular economy efforts. The Canadian strategy is geographically scattered, quality-conscious, and culturally varied market, and it employs premium brand associations and-compliant, inclusive marketing.
[bookmark: _Toc225132513]c. An Analysis of Inditex/Zara Directional Development Strategy 
The market entry and directional development strategy of Zara in the United Kingdom is a complicated case study of how to implement high-control entry modes and the difficulties that follow of maintaining a competitive advantage in an already mature highly saturated market. Theoretically, regarding the entry of the international market, especially the Eclectic Paradigm created by Dunning (OLI Framework), the entry strategy of Zara would reflect both the benefits of the ownership-specific advantages and the threats of the location-specific socio-cultural changes.
Zara first penetrated the UK via wholly- owned subsidiary which is a high-commitment, and high-control mode (Root, 1994). This is in line with the global strategy of the company to own its retail network to protect its proprietary model of fast fashion. This model had taken Inditex to sales of EUR39.9billion by 2026-refer to Appendix-VIII, of which Europe (excluding Spain) comprised 51.3percent of all its sales, making the UK a key sale zone within this bloc (Inditex, 2026a). The choice of the entry mode was based on the utilisation of ownership-specific advantages, such as a vertically integrated supply chain, allowing the company to achieve design-to-retail lead times of only two weeks, whereas the industry average is eight months (Kapustina et al., 2022). This efficiency in operations gave it a huge competitive advantage where Zara achieved a huge market share. The net cash position of EUR 11.0 billion in FY 2025 (Inditex, 2026) indicates the financial strength available on this model and the firm will be able to finance its operations and expansions in the UK and it will be typical internalisation advantage.
However, a critical analysis shows that the directional growth of Zara in the UK is currently facing the constraints of the historically successful strategy. There is a structural change that is taking place in the market that is not as pure a fast fashion model as Zara mastered. The post-Brexit UK regulatory landscape has presented a point of friction and new customs forms have added friction to operations by raising costs and lead times (Hughes, 2022), which has removed the very component of Zara core location specificity of quick replenishment. 
The directional strategy to counter this has been a pivot toward digital integration and a reactive embrace of sustainability, but this has its own criticism. The online sales of Inditex in all countries amounted to EUR10.7 billion-refer to Appendix-IX (Inditex, 2026), and the UK with its 84 percent penetration of smartphones and 38% of the clothing purchased online (Statista, 2025) were a test-bed location. Nevertheless, there is a grave weakness to this digital concentration. Substitute goods are also a high threat, with 21% already purchasing online clothes through competitors (Kapustina et al., 2022), and pure-play e-retailers including ASOS and Boohoo possessing sustainability-oriented sub-brands are stealing the market share of Zara. The advertising expense at Zara is at 0.3% of revenue (Kapustina et al., 2022), which has been successful in a pre-digital, word-of-mouth world, but is becoming less effective in a digital marketplace saturated with advertisements where consumers are turning to targeted advertising to find a brand. Such under-investment in advertising can be interpreted as a strategic error in the highly competitive digital economy in the UK.
According to the Porters five forces, Zara is at a great risk of intra-industry rivalry in the UK (Kapustina et al., 2022). Its brick-and-mortar approach has changed to the closing of small stores and increasing its large and technologically connected flagships. Even as this is in line with its strategy of Retail Optimisation, which recorded a reduction of 6 % of its stores around the world, but a rise in sales by 22% (Inditex, 26), it is a protectionist action against the dwindling foot traffic in its secondary retail outlets. This approach is expensive in the UK and can only be effective when these flagship stores can generate online interaction, which will create a feedback mechanism that requires the continuous and expensive technological investment. 
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1. Introduction: Ethical Contradictions of a High-Control Entry Strategy
The marketing mix of Zara, although commercially viable, has major ethical contradictions especially when it is evaluated in the prism of its high-control international market entry strategy. Zara has a presence in the UK and Canada that is based on the wholly-owned subsidiary model (Root, 1994), and this model places on the corporation an unconditional and irrevocable responsibility to remedy any ethical failures it harbours in its marketing communications and operational practises. These weaknesses are predominantly in the form of greenwashing, cultural commodification, and supply-chain transparency, and when combined together, they undermine the credibility of the brand as a responsible practitioner.
2. Greenwashing: The Misalignment Between Sustainability Claims and the Fast Fashion Model
The biggest ethical issue is the lack of consistency between the marketing efforts of sustainability and the basic business model of Zara. In both the United Kingdom and Canada, the company features its sustainability messages such as the Join Life to a great extent on its corporate websites (Zara UK, 2026; Zara Canada, 2026). Inditex officially documents the fact that 88 per cent of textile fibres used by that company are less impactful, and the emissions of Scope 1 and 2 decreased by 88% (Inditex, 2026). However, in terms of marketing-ethics, these statements translate into greenwashing when compared to the fundamental strategy underlying the Zara brand fast-fashion strategy namely. According to research studies, the competitive edge of Zara is based on the high turnover of collections and the copying of haute- couture designs to encourage the purchase of products as a sign of impulse buying (Kapustina et al., 2022). A business model which focuses on volume and disposability can never pass through the principles of sustainability which it claims to support. In the United Kingdom, 45 per cent of consumers are active finders of sustainable brands (Intidex, 2026), in Canada 50 per cent of consumers are active finders of ethical practises (Ipsos, 2024); this dissonance creates an objective risk of deceit with consumers. 
3. Cultural Commodification: Ethical Ambiguity in Product and Promotion Strategy
A second ethical concern lies in the cultural commodification inherent in Zara’s product and promotion strategy. Traditionally, the Zara store has been successful in the market by recreating designs of luxury fashion houses and cultural trends (Kapustina et al., 2022). Although such a practise is an ethically dubious one that is a legally grey act, it brings up deep ethical concerns about cultural theft and intellectual property. Marketing mix in Canada, where multiculturalism is an official policy, should be carried out with increased sensitivity in reference to these issues. The range of collections created by Zara Canada like Vacation Getaway and Polka Dot (Zara Canada, 2026) is often based on various cultural aesthetics without recognition or profit-sharing. 
4. Supply Chain Opacity: The Ethical Gap in the ‘People’ Element of the Marketing Mix
Furthermore, the moral stand of the people element in the marketing mix is questionable. The value proposition of Zara suggests trendy quality at affordable prices an offer that is made possible through a vehemently cost-managed supply chain. The United Kingdom and the Canadian markets have a high premium pricing with the support of 58.3% gross margin (Inditex, 2026) of the Inditex, which induces an ethical anticipation of fairness in the supply chain. However, the fast-fashion concept of Zara is based on supplier groups that are characterised by severe cost-reduction pressures (Kapustina et al., 2022). Despite the fact that Inditex claims to perform audits, the default tension between speed, price, and ethical issues poses a consistent threat of the abuse of labour further up the chain. The failure to market the end product, without open, verifiable, and independent certification of the entire production process, can be considered an ethical omission, especially in Canada where supply-chain transparency among consumers is high ( Competition Bureau Canada, 2023).
[bookmark: _Toc225132515]e. Recommendations for Inditex/Zara's International Marketing Strategy
As a strategy to curb the highlighted ethical conflicts and competition issues, Zara should realign its international marketing concept both in the United Kingdom and Canada and shift its focus to adaptive coping to transformation.
First, Zara must replace greenwashing with verifiable circularity. Since 45% of the UK consumers are actively seeking sustainable brands (Intidex, 2026) and half of the Canadians pay enough attention to ethical practises (Ipsos, 2024), the current Join Life messaging is a reputational and regulatory risk (CMA, 2022). Zara should shift to selling a quantifiable circular-economy model, setting publicly observable goals to grow its 47% recycled fibre rate (Inditex, 2026) to 80% by 2030-refer to Appendix-X, and certify all sustainability assertions on its own according to the set structures including the Canadian Environmental Protection Act (Government of Canada, 2022) to regain consumer confidence.
Second, the brand should reshape its product and promotion plan in order to deal with cultural commodification. Under the official multiculturalism within the Canadian policy, Zara must move beyond the cultural aesthetical appropriation, to partnerships with Indigenous and diverse Canadian designers, dedicating a part of revenue on the collections to community arts programmes. It would convert its insignificant 0.3% advertising spend (Kapustina et al., 2022) into authentic promotion, community-authenticated, which would create brand equity by actual collaboration and not stealing a borrowed cultural capital (OQLF, 2024).
Third, Zara needs to incorporate transparency in its supply chain as a promise in marketing. The brand has a gross margin of 58.3%-refer to Appendix-XI (Inditex, 2026), which means the company has the economic power to deploy the blockchain-based traceability system to allow the UK and Canadian customers to scan a QR code and track the movement of a garment through the factory and retail store. This would directly respond to the ethical demands of fairness in the supply chain in the two markets (Competition Bureau Canada, 2023) and convert the existing vulnerability into a competitive advantage.
[bookmark: _Toc225132516]Section 2: Reflective Account of the Research and Analysis Process
This reflection is using Gibbs’ Reflective Cycle (1988) and includes the following-refer to Appendix-XII;
Description
The task entailed the preparation of an international marketing report of Zara/Inditex, a comparison between the United Kingdom and Canada. The major sources presented were the FY2025 annual report of Inditex, quarterly reports, annual reports, sustainability report, as well as the corporate site. There was also the availability of the Zara UK and Zara Canada websites and an academic article pertaining to the competitive strategy of Zara. The task involved the synthesis of these materials into a structured analysis in terms of PESTEL, STP, the 7Ps, directional strategy, ethical issues, and recommendations. The first step was to take a careful analysis of all the documents, extract essential facts, figures and statistics and plan how to analyse them in the required sections, keeping in mind that every sentence must have an evidence and connexion to theoretical framework. PESTEL was used to compare macro-environmental analysis, STP and 7Ps to conduct marketing mix analysis, critical evaluation of the UK directional strategy based on Dunning OLI and Porters Five Forces and analysis of the ethical issues as greenwashing and supply-chain transparency. They then came up with recommendations on the gaps.
Feelings
First, the amount of information was overwhelming. Inditex annual report was more than forty pages of financial reports and strategic plans alone, and it is of concern how such detailed information can be condensed into a brief yet critical analysis without turning out to be descriptive. But with the data being grouped in headings of PESTEL, confidence was enhanced. There were also sustainability numbers, like lowered number of lower-impact fibres by 88%, or recycled content by 47%, which were especially striking, but which did not fit the fast fashion paradigm presented in the scholarly paper, creating an air of tension that would become a common motif in the ethical attempt. A comparison of the British and the Canadian sites showed that both have minor differences in navigation, which include Massimo Dutti in Canada and Second hand in the UK; this suggests that more is to be seen about the influences of culture and regulation, and not a simple observation. By the end, a sense of accomplishment emerged from weaving theory, data, and critique into a coherent narrative.
Evaluation
What went well: the inclusion of a plethora of statistics in each section served the need of facts and figures on each sentence. Use of theoretical models (PESTEL, Porters Five Forces, Dunning OLI) brought the analysis to the next level instead of description. The ethical concerns, including the greenwashing one, were critically assessed along with the data provided by Inditex itself, as well as the external statistics of consumer behaviour and thus provided the credibility to the argument. The suggestions were based on the analysis provided above and were formulated as practical steps.
What did not go as well: there was a difficult beginning to balance the depth of the PESTEL analysis of two countries in the 1000-word restriction that led to some factors being somewhat unequally treated. The ethical analysis, though critical, have been better developed as to address certain marketing-mix elements more specifically. 
Analysis
When looking back at the exercise, the most helpful learning was based on the realisation of the interaction between corporate strategy and local adaptation. The PESTEL model helped explain why a globalised brand such as Zara has to manoeuvre a different regulatory, cultural, and economic reality; the post-Brexit trade frustrations in the UK and Quebec language legislation directly influence the marketing mix. There was also an increased realisation of utilising the own financial reports of a company to criticise the ethical stance of this company; the 58.3% gross margin of Inditex shows that the company is a major source of pricing power, but the same report boasts of sustainability success. Associating this with the model of fast fashion outlined by Kapustina et al. (2022) made it possible to express the ethical dilemma of profitability over responsibility and support the idea that triangulation of various sources is necessary, including the ones that point to inconsistencies. The other lesson was the significance of visual and navigational indicators on corporate websites as a sign of strategy. The fact that Travel Mode was more prominent in the UK than the Massimo Dutti in Canada was indicative of different consumer behaviour and competitive environment, and it is necessary to continue marketing-mix analysis past indicated strategies to actual digital touchpoints.


Conclusion
The experience highlighted the need that successful international marketing research must be (1) keenly informed by theoretical frameworks to guide the investigation; (2) uncompromisingly informed by quantitative data in annual reports and other reliable sources; and (3) a critical optic that questions the consistency of a firm in its assertions and model of operation. Ethical assessment is not a simple compliance exercise but a major strategy issue especially when the consumer expectation is high in the market. Further research on future work will dedicate more time to cross-referencing the data on consumer-behaviour, which is specific to Canada, and will involve a more direct comparison of the advertising and promotional messages in the two countries, potentially using content analysis of the web sites.
Action Plan
For future assignments, I will:
· Pre-plan the template of data extraction, which will include the information categorised by framework (PESTEL, 7Ps etc.), to guarantee a balanced coverage.
· - Deliberately seek out contradictory sources to test the validity of corporate claims.
· Use screen-capturing software to record the evidence on websites so they can be analysed more accurately on the creation of digital marketing strategies.
· Engage more deeply with the academic literature on consumer ethics in the countries under study in order to base the ethical appraisal in local standards.
The reflective process has not only broadened the perception of how international marketing strategies can be critically analysed but it has also strengthened the importance of reflective practise as a means of academic and professional growth.
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SHIPPING

‘SHIPPING METHODS, TIMES AND COSTS

ORDERS IN SEVERAL SHIPMENTS

WHERE DO WE SHIP?

HOW CAN WE HELP YOU?

SHIPPING METHODS, TIMES AND COSTS

‘Shipping options may vary depending on the delivery address, what time you place your
order and item availabilty.

When you process your order, we will show you the shipping methods available, the cost
and the estimated delivery date.

Please note that deliveries are only made on working days.

Please remember that the shipping address of your order must be in the same
‘market/region as where you made the purchase.
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SHIPPING TO A ZARA STORE

Deadline: 23 working days.

Cost: FREE

The delvery tmes shown above shalncrease for Nrthern Ireland and remote aress.

During your order, we wil tell you the available stores and the estimated delivery date.

ou have 7 days to collect the order in store. You just need 10 present your ZARA OR or
the QR code on your electronic receipt. If someone else goes instead, they must
D card

Age-resiricted items require ID at the time of delivery or in-store handover
Use our store finder to find your nearest Zara store.

This option is not available for orders that include a HOME large item.

HOME DELIVERY
© Next day delivery guaranteed - 4.25 GBP
© Delivery in 2-3 working days - 2.95 G8P

* Same day delivery - 7.95 GaP
‘Same day delivery within London for all orders placed between Monday and Sunday.
before 12:30.

The delvery tmes shown above shalncrease for Nrthern Ireland and remote aress.

Remember that orders including a large HOME item will be charged a corresponding
delivery rate.
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DROP POINT DELIVERY
Deadline: 23 working days.

Cost: 2.95 GBP
The delvery tmes shown above shalncrease for Nrthernreland and remote aress.

When you complete the purchase, we will show you the drop points available :
estimated date you will receive your order

We will inform you when your order is ready at the selected drop point. Remen
‘must show identification to collect i If another person goes in your place, they

present written authorisation and a copy of your identity document

This option is not available for orders that include a HOME large item.

FREQUENTLY ASKED QUESTIONS

WHEN WILL | RECEIVE MY ORDER?
CAN | CHANGE THE SHIPPING METHOD?

WHAT HAPPENS IF MY ORDER CANNOT BE DELIVERED?
CAN | REFUSE TO RECEIVE MY ORDER?

CAN MY ORDER BE DELAYED?

MY ORDER SHOWS AS HAVING BEEN DELIVERED, BUT | HAVEN'T
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JOIN
[HE TEAM

OUR PEOPLE ARE PASSIONATE, CURIOUS, WELL-ROUNDED,
MOTIVATED AND DYNAMIC, EACH WITH THEIR OWN PERSONALITY.
THEY'RE ENTHUSIASTIC ABOUT EVERYTHING THEY DO, AND ARE
CREATIVE, UNSTOPPABLE, CLEVER AND PROACTIVE.

WOULD YOU LIKE TO BE PART OF OUR STORE TEAM?
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1 People

We continue to focus on atiracting top talent thanks to dedicated teams who embrace our
culture and values. A key factor in this is our commitment to training (34 million hours in
2026), which has allowed us to fil 80% of vacancies through the intemal promotion of
9100 of our professionals.
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INDITEX

FY2025 Results

1 February 2025 to 31 January 2026

In 2025, Inditex continued with a robust operating performance. The innovation,
diversification and flexibility of our integrated model continues to support consistent
sales growth and sustained profitability

Oscar Garcia Maceiras, CEO, "These results reflect the ability of our teams to honour
the trust that millions of customers place in our eight commercial formats every day.
Connecting with them, understanding their desires and delivering the best product and
adifferentiated experience underpin our long-term growth expectations”

The collections were well received by our customers. Sales grew 32% to reach €308
billion, showing very satisfactory development both th stores and online. Sales were
positive in all concepts and, in constant currency, in all geographical areas. Sales in
constant currency grew 7.0%

The execution of the business model was very strong. Gross profit increased 39% to
€232 billion. The gross margin reached 58.3%. The control of operating expenses has.
been rigorous. Operating expenses increased 28%, below sales growth
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Total selling space (m?) 2025 2024
Zara (Zara, Zara Home & Lefties) 3180596 3140105
PullaBear 407,073 306522
Massimo Dutti 215323 21961
Bershka 493,680 481556
Stradivarius 28122 319720
Oysho 95909 93,061
Total 4720703 4650575

Inditex opened stores in 41 markets in 2025. During the year, the Group remained very
active in store optimisation activities (190 openings, 217 refurbishments which include 96
enlargements and 293 absorptions). At the end of FY2025 Inditex operated 5460 stores.
The number of stores by concept s included in Annex IV.

Online sales grew at 4.8% to reach €M billion.

The integration of our store and oniine opkrations enables us to deliver a seamless global
omnichannel experience.

Y2026 Resuls INDITEX
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through atificial inteligence. It is an Al-based virtual fiting system that allows customers to
create a synthetic avatar from their own photos and generate images of that avatar
wearing real products. Currently deployed in 43 markets with over 7 million sessions, it
operates exclusively on Zara.com and is being rolled out to the other concepts.

/ Sustainability
Water

In 2025, we reached our target by achieving a 26% reduction in water consumption across
our supply chain compared to 2020 levels.

Fibres

88% of the textile fibres used during 2025 in our garments were classified as lower impact
fibres. B3 o the total fibres used were sourced from recycled materials. We remain on
track toward our goal of reaching 100% lower-impact textie fiore usage by 2080.

Emissions

Through the execution of our Supply Chain Environmental Transformation Plan, we
reduced total Scope 1,2 and 3 emissions covered by our Science-Based Targets (SBT) by
1% compared to our 2018 baseline. This includes an 88% reduction in Scope 1 and 2
emissions and a 7% reduction in Scope 3 emissions.

1 People
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Oscar Garcfa Maceiras, CEO, ‘These results reflect the ability of our teams to honour
the trust that millions of customers place in our eight commercial formats every day.
Connecting with them, understanding their desires and delivering the best product and
adifferentiated experience underpin our long-term growth expectations”

The collections were well received by our customers. Sales grew 32% to reach €39.9
billion, showing very satisfactory development both in stores and online. Sales were
positive in all concepts and, in constant currency, in all geographical areas. Sales in
constant currency grew 7.0%

The execution of the business model was very strong. Gross profit increased 3.9% to
€232 billion. The gross margin reached BBI8%. The control of operating expenses has
been rigorous. Operating expenses increased 28%, below sales growth

EBITDA increased 5.0% to €113 bilion and EBIT 5.9% to €8.0 bilion. PBT increased
5:8%to €8.0 bilion

Net income increased 6.0% to €6.2 billion, building on the strong growth over recent
years

Given the very satisfactory execution of the business model, lease adjusted funds from
operations grew 7%. The net cash position at the end of the period was €110 billion

Inditex's dividend policy consists of a 60% ordinary payout and bonus dividends. For
FY2025, the Board of Directors will propose at the AGM a dividend of €175 per share,
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Over the past decade, CSR has moved up the discussion agenda in the boardrooms of Canadian businesses and in civil society, government, and financial institutions. ts earl;
adoption by select industry leaders is beginning to change the nature of key business variables, ranging from access to capital, return on investment, and government regulat
to consumer trends and employee recruitment. What are the vital signs of corporate Canada's CSR engagement? And, is CSR resonating with Canadians?

In a recent survey of Canadian CSR business leaders and consumers, Ipsos Reid and Canadian Business for Social Responsibility (CBSR) found that
T N R T CR e R TSl eIl}. Despite evidence corporate Canada is investing time and money in developing CSR policies and programs
these activities have not yet had the desired impact: the majority of Canadian consumers remain either uninformed or unimpressed by corporate actions. With 68% of
Canadians paying attention to these issues, there appears to be a serious business advantage to those companies that can integrate and communicate CSR effectively.

Three-quarters of business leaders say their firms have "made an explicit commitment to CSR" and close to the same number assert that their companies have ‘developed
formalized policies for CSR activities® or "created and implemented programs related to CSR." Canadian consumers, however, remain considerably unaware of companies’
practices and initiatives: only one third to four in ten are aware of any companies engaged in making an explicit commitment to CSR, having formal CSR policies in place, or
having implemented CSR initiatives.

Vital signs of corporate social responsibility in Canada? Findings like these reveal that Canadian companies are either missing or underutilizing the real opportunities to impr.
their number one stakeholder: the Canadian consumer. Our survey shows that 45% of companies involve their stakeholders in the development and évaluatior of theéir CSR
activities, whereas fully 71% of Canadians would have a favorable impression of companies who did so. For companies to take their CSR to the next level, thiey need to lig th
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inditex.com/itxcomwebyapi/media/f8d28973-3e94-45a5-9b0f-9edddb1c14b3/SustainabilityReport.pdf?t=1773650992554.
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