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[bookmark: _Toc227851085]SECTION 1
[bookmark: _les7dptbiemg][bookmark: _Toc227851086]1. Introduction 
ZARA, one of the flagship brands of the Inditex Group, is commonly known as the fast-fashion business model pioneer, which is a company with a long lead time, fast product development, and responsiveness to new consumer trends. Owing to a supply chain that is vertically integrated and data-driven design processes, the brand operates in over 90 countries and has more than 2,000 stores worldwide (Yan, 2024). Interestingly, it takes only about 15 days to design, manufacture, and ship new collections at ZARA, which is infinitely faster than the usual fashion cycles and allows products to be regularly renewed. On the financial level, the parent company Inditex recorded around $35.9 billion in revenues in 2023, providing a significant portion of which ZARA took the part, which is indicative of its supremacy on the global market (Lindner, 2025).

[image: ]
Figure 1: Fast Fashion Brand as per Market Share (Source: Cardona, 2024)
The United States and India are chosen because of the difference in the market features, and this is a good comparative study. The United States is a well-developed, highly competitive fast-fashion market, where ZARA has a substantial market share of about 13% of the segment (Cardona, 2024).
[image: ]
Figure 2: India Apparel Market Size
(Source: Imarc, 2026)
India is a high-growth emerging market, and the apparel industry is expected to grow by approximately USD 88 billion in 2025 to around USD 117.05 billion by 2034 due to the rise in disposable incomes, urbanisation, and demand for mass, premium, and luxury (Imarc, 2026). These economic developments, consumer behaviour, and cultural differences render the two markets quite fit in comparative international marketing analysis. This report aims to critically examine the international marketing strategies of ZARA in the United States and India through an analysis of the macro-environmental conditions, segmentation, targeting, positioning, as well as the marketing mix. Moreover, the report examines strategy development and ethical aspects related to fast fashion, especially the sustainability issues in the global supply chain (Jain and Jain, 2025). The report is organised into major parts, such as comparative market analysis, STP and marketing mix evaluation, strategic assessment, ethical analysis and recommendations, with a reflective account being the last.

[bookmark: _d0fjecupk9c8][bookmark: _Toc227851087]2. Comparative Market Analysis (PESTEL)

	Factor
	USA Key Insight
	Opportunity/Threat
	India Key Insight
	Opportunity/Threat

	Political
	Trade policy and tariff variations have a substantial impact on the U.S. apparel industry, leading to higher sourcing expenses and price variability on international brands. As an illustration, tariffs on imports of clothing have been as high as 50% in certain instances, affecting supply chain choices and profit margins (Binns, 2026).
	Threat
	India is becoming a sourcing center, and its portion of U.S. apparel imports is projected to grow to 6.5 % in 2025, backed by the changing bilateral trade relations and policy programs like the Make in India program (Binns, 2026).
	Opportunity

	Economic
	The U.S apparel market belongs to a well-developed global sector with an estimated purchasing power of USD 1.84 trillion in 2025, with a slow growth rate relative to the new economies (Uniform Market, 2024).
	Opportunity
	In 2025, the apparel sector in India was estimated to be USD 88 billion, but is expected to grow to USD 117.05 billion by 2034, a stable growth due to the increase in income levels and the increase in the consumption of the middle classes (Imarc, 2026).
	Opportunity

	Social
	The buying behaviour of U.S. consumers is highly fashion-aware and responsive to trends, and social media and fashion cycles severely affect buying behaviour. This has led to the ongoing demand for apparel products even in the face of greater economic uncertainty (Rajesh, 2024).
	Opportunity
	The consumer market in India is quickly changing, and the population of the middle-income is expected to grow to 600 million individuals by 2025, which will become a strong force in the market, requiring fashionable clothes and a shift in attitudes towards branded and westernised outfits(Nandi, 2023).
	Opportunity

	Technological
	The retail market of the U.S. boasts a high level of digital infrastructure and omnichannel services, which allows online and offline shopping experiences to be effectively incorporated, improving customer interactions and sales performance(Lehmann, Mehta, and Gutierrez-Lozano, 2026).
	Opportunity
	Digital transformation in India is a booming process, and e-commerce penetration and the use of technologies like AI-based fitting and retail tools enhance accessibility and consumer interest in the apparel industry (Asif, 2025).
	Opportunity

	Environmental
	The issue of sustainability is growing in the U.S., and environmental impact causes the apparel industry to be under pressure as the global fashion market is the biggest source of emissions and waste, which is why the industry is viewed with renewed regulatory and consumer interest (FBI, 2024).
	Threat
	India is becoming more environmentally conscious, and sustainable clothing should grow at a CAGR of approximately 20%, which means that people are becoming more interested in buying eco-friendly clothes and still manage to afford those made in fast-fashion companies (Nandi, 2023).

	Opportunity

	Legal
	In the U.S., labour laws are stringent, and regulatory oversight of sustainability and supply chain transparency is growing, including proposed legislation focusing on fast fashion practices (Fraser and van der Ven, 2022).
	Threat
	The regulatory landscape in India is relatively lax, with cost-saving in production. The changing labour and environmental laws are slowly raising the level of compliance among companies (Prabhakar, 2024).
	Opportunity


Table 1: PESTEL Analysis
(Source: Self-Created)
[bookmark: _isuvwyhqpcoc][bookmark: _Toc227851088]Critical Analysis
USA
ZARA is faced with a very constrained and structured macro-environment in the U.S., where the combination of political and legal pressures has an overall negative impact on operational flexibility. The instability in the trade and tightening of the regulations discourage cost efficiency and response, which is a direct challenge to the fast-fashion model of ZARA (Binns, 2026). Simultaneously, these limitations are increased by environmental scrutiny, since the demands of sustainability are becoming more and more incompatible with rapid production cycles (FBI, 2024). Economically, despite the robust purchasing power and consequently high-end positioning, the market maturity limits the growth and expansion and enhances competition saturation (Uniform Market, 2024). Performance pressure is further increased by social and technological aspects, with digitally savvy consumers requiring fast turns on trends and omnichannel experiences that are seamless (Rajesh, 2024). As a result, the US market is not so much about its development but strategic optimisation, where ZARA needs to balance efficiency, innovation, and sustainability to maintain a competitive advantage.
India 
The macro-environment of India has been a dynamic growth environment, which is becoming increasingly more complex in terms of structure, necessitating adaptive approaches. The operational benefits are short-term, especially in sourcing and expansion, due to supportive policies and relatively lenient regulations, which are politically and legally inclined (Binns, 2026). The benefits are, however, short-lived since regulatory frameworks are slowly becoming tighter. A robust market development based on the increase of incomes and the growth of the middle class increases the prospects in the long term, but also opens the heterogeneity of the demands that have to be segmented carefully (Imarc, 2026; Nandi, 2023). The market is further complicated by social transformation as the old preferences are mixed with the growing use of Western fashion trends. Advancements in technology facilitate quick scaling with the growth of e-commerce and online interaction (Asif, 2025). The level of environmental awareness is increasing, which is an indication of regulatory and reputational pressures in the future (Nandi, 2023). Thus, India is a developing yet rapidly growing market, where ZARA should strike a balance between the cost benefits and the growing demands of sustainability and localisation.


[bookmark: _l7wjxuc4lhww][bookmark: _Toc227851089]3. STP Analysis (Segmentation, Targeting, Positioning)
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Figure 3: Perceptual Map
(Source: Self-Created)
[bookmark: _2yu4b0sooax4][bookmark: _Toc227851090]3.1 Segmentation
USA: Psychographic and Lifestyle Segmentation
In the United States, ZARA uses a psychographic and lifestyle-oriented segmentation approach, focusing on fashion-conscious, trend-sensitive, and digitally active consumers. This segment is highly impacted by social media and the rapidly evolving fashion cycles, and more than 70% of U.S. consumers say that online trends impact their purchases (Capgemini, 2025). The target market of ZARA is city-style people who are not so much concerned with brand loyalty as they expect quickness and diversity. This division is in line with a highly individualistic and consumption-oriented market where fashion is not a need, but an expression of self-identity, and fashion must be constantly updated and revitalised.
India: Demographic and Income Segmentation
In India, ZARA can segment the market mostly based on demographics and income levels and focuses on middle and upper-middle-income consumers in the urban areas. By 2025, the Indian middle class is expected to grow to about 600 million individuals, which will increase the number of consumers of branded apparel (Imarc Group, 2026). ZARA targets younger audiences between the ages of 18 and 35 with an increasing disposable income and access to fashion trends worldwide. Segmentation is highly associated with the purchasing power and affordability unlike in the U.S because price sensitivity is high. This is indicative of an emerging market where fashion consumption is aspirational and strongly associated with socioeconomic mobility and urbanisation.
[bookmark: _59ki3ji0c2mq][bookmark: _Toc227851091]3.2 Targeting Strategy
USA: Mass Premium Targeting
ZARA implements a mass premium targeting strategy in the United States, targeting a wide range of consumers who are interested in cheap but stylish clothing. The American apparel market has a valuation of USD 373 billion and justifies this methodology because of the high purchasing power and the need to indulge in affordable luxury (Statista, 2026). ZARA serves a market niche between luxury and fast-fashion stores by catering to those who want runway-inspired fashion at lower prices. It is an effective strategy in a mature market environment where consumers consider quality and responsiveness to trends; thus, ZARA is able to have high turnover and high volume and retain a high-premium perception compared to its competitors.
India: Aspirational Middle-Class Targeting
In India, ZARA aims at the aspirational middle and upper-middle-income groups, where it aims at consumers who view international brands as a source of status and modernity. As the apparel market in India is expected to experience significant growth in the coming decade, this segment is developing at a fast pace (IMARC Group, 2026). The targeting strategy at ZARA focuses on exclusiveness and brand desirability as opposed to being accessible to the masses. This is the economic reality where a smaller percentage of consumers can afford the premium fast fashion. Consequently, ZARA becomes a desirable brand that attracts consumers who want to acquire upward social mobility and conformity to global fashion.
[bookmark: _xni4tkxrwlqs][bookmark: _Toc227851092]3.3 Positioning
USA: Trend-Driven Premium High-Street Positioning
ZARA has positioned itself as a trend-based, high-end high-street outfit in the United States, which provides quick access to runway-based fashion. The design innovation, speed, and accessibility are its value proposition, which allows consumers to interact with ever-changing fashion trends. ZARA has the capability of doing this through superior supply chain capabilities that enable the introduction of new collections within weeks. With H&M and Uniqlo being the top brands in a competitive market, ZARA stands out with its high responsiveness in design and perceived quality (Lee, 2023). This positioning aligns with consumer demands of immediacy and diversity and supports the image of ZARA being a fast fashion leader.
India: Affordable Luxury and Aspirational Positioning
ZARA in India is a low-end luxury brand, with a focus on exclusivity and universal appeal. Compared to the mass positioning in the U.S., ZARA has a relatively higher price point in India, which further solidifies its aspirational value. This approach is in line with the perception of the consumer, where foreign brands are related to status and prestige. The small number of stores and upmarket retail outlets that ZARA has ensures this positioning is further enhanced. With the rising adoption of Western fashion among Indian consumers, ZARA uses its global nature to stand out among the local competitors (Aleem, 2026). This stance underpins brand equity and retains desirability amongst upwardly mobile urban consumers.
[bookmark: _ktm1ugawad4j][bookmark: _Toc227851093]4. International Marketing Mix (7Ps Comparison)
[bookmark: _xp7685u0zqoc][bookmark: _Toc227851094]4.1 Product 
ZARA has a product strategy in the United States that is focused on high-trend variety and quick product cycles, which is facilitated by its vertically integrated supply chain. The company launches new collections about 2-3 times faster than traditional retailers, which contributes to the constant demand stimulation (Agarwal and Thakur, 2024). This enables ZARA to react to micro-trends and be relevant to fashion-sensitive customers.
Conversely, in India, ZARA retains its design image worldwide, but it localises the products to the local cultural and climatic factors. In order to illustrate, the preference is given to lighter materials, conservative designs, and designs that fit the time of the year because of the diversity of climate and culture in India (Biswas and Santhosh, 2025). This is indicative of a partial localisation strategy. The disparity underscores the fact that whereas the U.S. values speed and variety, India needs a compromise between world and local fashion trends, so that product-market fit is achieved.
[bookmark: _4c54ar4xgiam][bookmark: _Toc227851095]4.2 Price 
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Figure 4: GDP per capita of United States
(Source: World Bank, 2025)
In the United States, ZARA uses an atmosphere of competitive premium pricing, placing between fast fashion and luxury brands. This has been buttressed by high consumer buying power, since the U.S. per capita income stood at USD $89,599 in 2025 (World Bank, 2025). Prices are set according to the perceived quality and responsiveness to the trend, and allow high sales volume without venturing into the luxury market.
In India, the prices of ZARA are relatively high because of the price of imports, transportation expenses, and brand positioning. Tariffs on clothing may greatly raise the retail price, and ZARA will be less available to mass consumers. As a result, the brand is seen as aspirational or high-end, as opposed to mass-market (DFU, 2025). This price disparity is more of a strategic placement than merely a price difference since ZARA is using high prices in India as a way of strengthening exclusivity and brand premium among middle- and upper-income customers.
[bookmark: _4u4beku175av][bookmark: _Toc227851096]4.3 Place 
ZARA has a robust omnichannel approach in the United States, which is characterised by the combination of brick-and-mortar stores and powerful e-commerce solutions. Over the past years, online sales have contributed more than 25% of the total revenue at Inditex, which indicates the significance of online retailing (Inditex, 2022). This will enable smooth customer experiences and effective inventory management.
ZARA has a selective distribution model in India, targeting up-market shopping centers in key metropolises like Mumbai and Delhi. Although e-commerce is growing, it is the physical retail that is dominant as consumers prefer the in-store experiences (Priya, Gawade, and Abhyankar, 2022). The e-commerce apparel market in India is expanding at a high rate, although it is still a small penetration in as compared to developed markets. This denotes that ZARA has to continue with a hybrid approach, both with physical presence and slow digital growth.
[bookmark: _ofrophqepdy][bookmark: _Toc227851097]4.4 Promotion 
The promotion strategy employed by ZARA in the United States is typified by the low use of traditional advertisement and high use of the digital presence and store experience. The brand does not spend much on advertising as compared to the competitors, but it takes advantage of the social media visibility and the word-of-mouth marketing. Social media has proven to be a successful strategy because more than three-quarters of U.S. consumers are impacted by social media during fashion purchases (Capgemini, 2025).
However, in India, ZARA also follows the low-advertising approach to influencer marketing and brand visibility campaigns to create awareness in a growing market. The use of social media like Instagram is essential in creating fashion trends among the Indian youth (Seijin, 2025). This is an indication of a more aggressive promotion approach, with brand awareness and education still in its developing stages, unlike the developed U.S. market.
[bookmark: _1ylx7r28po8n][bookmark: _Toc227851098]4.5 People
ZARA in the United States has made a high priority on efficient and customer-oriented service and specialises in speed and convenience in line with consumer expectations. Employees are also trained to handle high turnover rates of customers and to sustain high levels of speed in the busy retail locations (Hamzah, Sulaiman, and Ismail, 2026).
In India, the employee role is more of a relationship; customers usually want individual help and advice throughout the shopping process. The difference in culture in the service expectations demands that the staff become more involved with the customers, increasing the perceived value (Misra, Kapoor, and Sanjeev, 2024). This is an indication of a transformation in the U.S. as being transactional in service to relationship based in India. As a result, ZARA will have to modify its human resource practices so as to align its human resource practices to the local service expectations without compromising its global brand.
[bookmark: _lqqp4ewsa1ap][bookmark: _Toc227851099]4.6 Process
The process strategy at ZARA is globalised, and the fast and responsive supply chain is one of the major competitive advantages of the company. The company is able to design, manufacture, and ship new products in about 15 days, much quicker than the industry average (Li, Liu, and Zhou, 2024). This flexibility enables ZARA to reduce inventory risk and react to consumer demand swiftly.
This process is the same in both the U.S. and India, but logistical issues are different. The U.S. also enjoys a well-developed infrastructure, which facilitates easy distribution. Conversely, infrastructure limitations and geographical diversity in India have the potential to cause delays and add complexity to the operations. ZARA continues to be efficient in its supply chain with its centralised production and strategic distribution. This is an indication of a highly standardised process strategy with slight operational modifications.
[bookmark: _tcb12t27r582][bookmark: _Toc227851100]4.7 Physical Evidence 
ZARA stores in the United States are styled to convey a high-end minimalist style, which supports brand identity and positioning. The layout of stores is a global standardised, meaning that there is uniformity in customer experience and brand perception (Sara, 2025). High-end locations and visual merchandising enhance the perception of quality and fashion leadership.
In India, even though ZARA retains its global store design, there is a little localisation in the form of store size, structure, and product displaying to the consumer preferences and mall structures. The shops are normally situated in up-market shopping malls, which support the aspirational positioning of the brand. Retail reports suggest that the premium mall footfall in India has seen a marked rise over the past few years, which underpins the location strategy of ZARA (Nguyen, 2023). In general, physical evidence is still highly standardised, yet localisation is subtle enough to allow cultural relevance and make customers more interested in various markets.
[bookmark: _ggatax7ljq4b][bookmark: _Toc227851101]5. Directional Development Strategy 
The directional development strategy used by ZARA in India will be an indication of a well-planned growth strategy that is well-balanced in the expansion and control of risks. To overcome regulatory complexities, local market knowledge, and operational challenges, ZARA used a collaborative entry mode when entering the Indian market in a joint venture (JV) with the Tata Group under Trent Ltd. This type of JV has helped ZARA to use the existing retail infrastructure and consumer behaviour knowledge of Tata to enter the market with minimal entry barriers and improve localisation ability.

[image: ]
Figure 5: Ansoff Matrix  (Source: Li et al., 2023)
According to an Ansoff Matrix, ZARA's strategy in India is first aligned with the market development since the company has implemented its existing product lines in a new geographical location. As operations have, however, become mature, however, the strategy has changed towards market penetration, targeting more market share in urban metropolitan areas like Mumbai, Delhi, and Bangalore. This can be seen through the growth of physical stores in high-quality shopping centres and the streamlining of store operations to achieve greater sales per square foot.
In addition, ZARA is slowly incorporating online growth into its growth strategy. The fast-developing e-commerce industry in India, supported by a growing internet penetration and smartphone-based activities, creates considerable opportunities in the development of omnichannels (Musty et al., 2025). Physical stores still dominate, but ZARA has increased its online presence to make the company more accessible and customer-focused. This implies that it is a mixed approach, involving physical store growth and online incorporation, which is in line with the changing consumer trends. Tactically, ZARA is oriented towards luxury urban buyers instead of the mass market (Liu, Huang, and Pan, 2024). This discriminatory growth strategy will enable the brand to retain its aspirational positioning and manage the complexity of its operations. This restricts scalability in the short run as well as in comparison to local competitors.
Importantly, the directional strategy of ZARA in India exhibits a balanced approach towards standardisation and adaptation. Although fundamental processes of operation and brand presence are universal, entry mode, rate of expansion, and digitalisation changes in response to local requirements. In general, the approach of ZARA can be associated with a step-by-step growth model, which moves towards the entry and further expansion in the market through digitalization and strategic alliances.
[bookmark: _3go8cvrh3a4b][bookmark: _Toc227851102]6. Ethical Issues Evaluation 
The rapidly changing style of business followed by ZARA brings up serious ethical issues, especially regarding sustainability, labour management and transparency. Through the lens of the Stakeholder Theory, companies should generate value to not only shareholders but also to more general stakeholders, such as workers, consumers, and the environment (Shah and Guild, 2022). Fast fashion is incompatible with this principle because it is based on quick production cycles and consumption habits. The sector has an estimated carbon emission of about 10% across the world, showing how it has affected the environment (Andreadakis and Owusu-Wiredu, 2023).
Consumer awareness about ethics is not that low in the United States, and more and more people want to use sustainable and ethically produced clothes. This puts a strain on ZARA to embrace open supply chains and the environmentally responsible practices. The inability to deliver on these expectations may lead to a damaged reputation and loss of consumer confidence.
Conversely, India is a developing ethical environment with the sustainability awareness rising yet still not a significant factor in buying behavior (Choudhary and Sharma, 2024). Especially with labour issues, the global supply chain is usually dependent on the low cost production in third world economies. Although ZARA has implemented sustainability measures like eco-efficient stores and recycling programmes, such measures have been labeled as greenwashing, whereby the environment claims do not necessarily correspond to the actual practice.
Importantly, the disconnect between sustainability promises and operational practices raises questions about ZARA fits the Stakeholder Theory. Although progress is being made, there is need to improve on transparency and accountability to strike a balance between profitability and accountability towards both the developed and emerging market.
[bookmark: _okupecebr7f1][bookmark: _Toc227851103]7. Strategic Recommendations 
[bookmark: _hu2lnaduvjca][bookmark: _Toc227851104]Recommendation 1: Localised Sustainable Strategy (India) 
One of the main problems in India is the comparatively low consumer awareness about sustainability, which restrains demand of environmentally friendly fashion. ZARA can implement an adaptation strategy that involves launching low price sustainable product lines to local price sensitivity. This may involve working with organic cotton or recycled materials and at competitive prices. As an example, H&M has been able to roll out its conscious collection at affordable prices, which have been more accepted by emerging market consumers (Papaioannou, 2024). Through localisation of the sustainability efforts, ZARA can create awareness and demand gradually and meet long-term environmental objectives and reinforce brand awareness in India.
[bookmark: _e8pzzkjbzff][bookmark: _Toc227851105]Recommendation 2: Digital Integration and Omnichannel Expansion 
ZARA should strengthen its omnichannel strategy in India by integrating online and offline retail experiences to enhance customer convenience and engagement. Despite the growing use of digital, the present model is still store-based. Accessibility can be enhanced through the addition of new services like click-and-pick, live inventory trackers, and mobile apps. A good example can be given by Nike, which offers an excellent seamless omnichannel experience, integrating digital platforms with brick and mortar shops to improve customer experience (Deshmukh, 2025). This approach is consistent with the market development theory, as it helps ZARA to expand effectively and respond to the changing consumer behaviour within the fast-growing environment of India e-commerce market.
[bookmark: _q46s2ksj3bso][bookmark: _Toc227851106]Recommendation 3: Ethical Transparency and Supply Chain Visibility 
ZARA needs to improve the transparency of its supply chain, which is required to respond to the increasing ethical issues and meet the expectations of stakeholders. This includes a public release of sourcing practices, labour conditions and data on environmental impact. Use of digital traceability systems, including QR codes on clothes, can enable customers to monitor the origins of products. The best example of best practice is Patagonia, which offers comprehensive supply chain transparency, which increases trust and brand credibility (Holloway, 2024). Using Stakeholder Theory, this will be applied in order to be accountable to various stakeholders such as consumers and workers. High transparency will minimise the reputational risk and make ZARA a good corporate citizen in the global fast-fashion market.
[bookmark: _w0ljt8ngxewz][bookmark: _Toc227851107]8. Conclusion
This report critically assessed the international marketing strategies of ZARA in the United States and India, and how the differences in macro-environmental elements influence strategic decisions. As it was shown during the analysis, the U.S. market is large and profitable, but it is also regulated, with a demand to be sustainable, which means that ZARA needs to work on optimising, innovating, and acting ethically. India, in contrast, has high growth potential due to increasing incomes, urbanisation, and changing consumer behaviour; however, it needs localisation and adaptive strategies to deal with market complexity. The STP and 7Ps analysis also showed that ZARA embraces a differentiated strategy, which is both global standardisation and local adaptation. Efficiency and speed will always be a key strength however, there are growing ethical and sustainability issues which require strategic change. In general, the success of ZARA in the long term is predetermined by the possibility to combine digital growth, increase transparency, and pursue profitability and responsible business operations in both developed and developing markets.
[bookmark: _cix7ppvzdo4m][bookmark: _Toc227851108]SECTION 2: Reflective Account Using Gibbs Reflective Cycle
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Figure 6: Gibbs’ Reflective Cycle
(Source: Praveena et al., 2025)
This section provides a reflective account of the process undertaken in completing the international marketing report on ZARA, focusing on the United States and India. Gibbs Reflective Cycle was used to organise the reflection allowing to systematically assess the experiences on the basis of description, feelings, evaluation, analysis, conclusion, and action plan. The aim is to critically evaluate the research, analytical and academic writing skills acquired in the assignment. This reflection takes into account the contribution of theoretical frameworks and data analysis to a deeper understanding and areas of improvement to increase future academic and professional work.
[bookmark: _b459d6nam9sn][bookmark: _Toc227851109]Description
The task was to carry out a thorough international marketing study of ZARA in two different markets that are United States and India.. The analysis incorporated the use of major frameworks of PESTEL, STP, and the 7Ps marketing mix to assess the conditions in the market and strategic disparities. The secondary research was conducted, relying on academic journals, industry reports, and statistical data (Cheong et al., 2023). Critical comparison of the two countries, as well as development of strategic recommendations, was also a part of the task. Moreover, the Harvard referencing was used throughout the report in order to provide academic integrity. The general procedure involved systematic planning, data analysis and synthesis of theoretical understanding and practical business activities.
[bookmark: _3dxw4he964k6]Learning
First, the task seemed to be complicated by the necessity to compare critically and apply several frameworks. I was struggling to find credible and up-to-date sources, specifically when comparing two different markets. In the course of the research, I felt confident in my ability to analyse data and use theoretical models in practice. My clarity of thought was also enhanced in the process of structuring the report. At the culmination of the assignment, I felt accomplished, as I was capable of incorporating different ideas into a coherent explanation. All in all, it was a difficult yet rewarding experience which helped me to advance in my studies.
[bookmark: _7llhzwha20a9][bookmark: _Toc227851111]Evaluation
The assignment was strong in a number of aspects, especially the well-applied frameworks, including PESTEL, STP and the 7Ps, which assisted in making the analysis organised and logical. Recent data and credible sources were used, which increased the trustworthiness of the findings (Kiviranta, 2024). Also, the analogy between the United States and India was vividly expressed. There were certain difficulties such as time management, and a propensity to be descriptive as opposed to being critically analytical in specific areas. Also, consistency between various data sources was problematic. In spite of those limitations, the final result was good, and it led to the formation of some important academic skills.
[bookmark: _ca23tx1oy29s][bookmark: _Toc227851112]Analysis 
This experience shows the value of critical thinking and the use of theoretical models in the interpretation of complex business settings. Such models as PESTEL and STP allowed a better understanding of the impact of external and internal factors on marketing strategies (Tarasova and Orel, 2022). It also showed how it was necessary to go beyond the description and start engaging in critical assessment, which is imperative at the postgraduate level. The study helped me to sharpen my skills in synthesising data presented by various sources and creating evidence-based arguments. Moreover, the general comparison of two markets helped me to develop my analytical skills and strategic implications identification, which once again proves the significance of trying to be adaptive when dealing with international marketing situations.
[bookmark: _a0v7bc5ax7ca][bookmark: _Toc227851113]Conclusion 
In conclusion, this assignment provided valuable insights into international marketing strategy and enhanced my academic and analytical capabilities. I realised the necessity of applying systematic frameworks to the analysis of advanced business settings and critical assessment with valid evidence. The experience also revealed the areas of improvement, especially in time management and building a deeper critical analysis. In sum, the assignment helped me to learn about the dynamics in global marketing and the issues faced by multinational corporations like ZARA. The insights will help in future studies and practice in the area of international business.
[bookmark: _pibdot3qsro2][bookmark: _Toc227851114]Action Plan 
In order to achieve better performance in the future, I will concentrate on having better time management skills by ensuring that I begin assignments earlier and set some time aside to do research and critical analysis. I will also seek to enhance my academic writing by paying more attention to evaluation as opposed to description. To add more depth to the analysis, more high-quality journal articles will be used. I will also train my ability to interpret data, so that I can be consistent and accurate in arguments. Consistent practice of reflective thinking will assist me in discovering my strengths and weaknesses in a more efficient way, which will enable me to continually improve and be ready to work in the international marketing field.
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