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1. [bookmark: _Toc236864544]Section 1: Report
2. [bookmark: _d0s55f3r8blr][bookmark: _Toc236864545]1. Introduction   
International marketing in global organisations has become one of the major requirements to survive the extreme competition of the market. Brands like Zara nowadays must maintain a balance between standardisation and localisation to operate in diverse regions by understanding the similarities and differences of the different markets. Noor, Till and Hafeez, (2025, p.184) have further mentioned that consumer value differentiation occurs due to the culturally, economically and institutionally differentiation in the market. 
The report critically compares the international marketing strategy of Zara across two significant markets, the US and the UK, while evaluating the macro environment with the help of the PESTLE framework and the application of cultural dimensions from the perspective of consumer behaviour theory. The application of segmentation, targeting, and positioning strategy for their help in understanding the marketing mix. The study will also include a reflective account based on the learning and the experience gained throughout this project.
3. [bookmark: _6wfgwpd2wcr5][bookmark: _Toc236864546]2. Background of the Company 
In increasing sustainability, concern and digital environment upgradation, along with the geopolitical uncertainty within the fast fashion industry, have further intensified the situation of competitiveness and digital expansion. Specifically, regions like the UK or the USA are highly essential due to their variations in retail and macro-environmental pressure, which directly impact the purchasing habits of their consumers, as mentioned by Johnsson and Kramer (2023, p.13). The continued investment in sustainability and technology, along with consumer experience, has helped for maintaining strong prisons in the international market, despite having competition from other brands like H&M or other digital-first retailers like Shein.
[image: ]
Figure 1: Featuring the Logo of the Company 
(Source: INDITEX, 2026)
4. [bookmark: _Toc236864547]3. Comparative Analysis of the Market  
[bookmark: _cd5fntmtfk6d][bookmark: _Toc236864548]3.1 Critical Macro-Environmental Evaluation through PESTEL  
Political Environment: From the perspective of political stability, the UK is heavily dependent on the Parliamentary system, having a constitution and party dominance in the ruling system, while the USA have a centralised presidential system with a separate branch of government and federalism. Johnson and Zhu (2023, p.12) further highlighted that the Parliamentary and democracy constitutional system in the United Kingdom represent ahead of state as an elected representation, who is the head of government with the Prime Minister. However, the government intervention is having differentiation that directly influence the operation of global organisations. Rashid, (2025) highlights that the UK fashion industry is highly based on Trade agreement, protection, sentiment, and has recent vulnerability in the tariff environment making the environment less favourable compared to the USA. The fashion industry in the USA is highly dependent on domestic shifts and international trade policies, imposing higher effective tariff rates, as represented by Joy, (2026, p.13), specifically on footwear and apparel compared to other imports which makes the business challenging. However, with effective management of Zara can easily address these regulatory requirements.
Economic Environment: The economic stability of any nation is the navigating factor for the management of the business venture. The fashion resilience among younger consumers. Purwanti, Judijanto and Thalib, (2023, p.49) have mentioned that the higher growth economy of the United Kingdom is driven by Tech and consumer spending largely making this region more favourable for the growth of the fashion businesses. The USA market, however, features a high centralisation and service-based market which requires challenges for the conduction of the new business. This further makes challenges for the fashion businesses in the long run. The economic environment of both the UK and the USA is shaped by the differentiation of the fashion industry through trade policy and sustainability demands for the convenience of digital shopping in both regions (Bibi et al., 2024, p.1496454). The pricing strategy of Zara can be highly affected by the economic environment in both these regions.
Social Environment: The social factors can highly contribute towards the influential international market for global organisations like Zara. This can directly impact the business decisions of the fashion brands (Baena, 2024, p.4319). The social environment of the US is characterised by individualism and outward expression, with a high focus on the success of the career creating more opportunity for the Fashion brands like Zara to invent new apparel products. The social environment of the UK is based on privacy, politeness and stronger collectiveness through public services which demands sophistication and elegance creating new favourable approach for the business expansion. 
Technological Environment: The technical infrastructure is the primary way out for the retail strategy for featuring a digital-ready environment and having a better retail ecosystem for long-term delivery as mentioned by Barker, (2024, p.85). The talent pool within the UK creates created a strong environment for venture capital and giant tech corporations with a favourable market development. The advanced retail market in both the USA and the UK has a greater emphasis on artificial intelligence and both markets are effective for the development of the business expansion for the fashion brands like Zara. AI-driven demand forecasting can help Zara make consumer analytics and optimisation of the inventory for operational improvement across the diverse market (Kumar, 2024, p.1933). Advanced digital payment system technologies also have better opportunities for integration with mobile applications and omnichannel transfer for the enhancement of customer journeys and maintaining better technical capabilities. However, the primary differentiation among these regions is the focus on immediate omnichannel convenience among UK consumers through leveraging technology, whereas in the US, Zara focuses on vast logistics management and personalised digital engagement. The events like Brexit in this aspect can have a direct impact on the business management for the long run development for the business expansion in the UK. 
Environmental Factors: In recent times, environmental sustainability has become one of the essential aspects within the global fashion retail industry. Providing specific attention towards textile waste, carbon emissions and circular economic initiatives is essential to address with increasing consumer demand for responsible consumption (Arora and Mishra, 2023, p.5). The government initiatives within the UK further encourage sustainable consumption, which can place additional pressure on Zara to represent measurable environmental performance that makes the business chapelling due to additional cost rather than any commitments through symbolic measurements only. The federal environment policies in the US, however, have fluctuation and demand for sustainable practices is currently fragmented within this region, as mentioned by Ukpoju et al., (2024, p.389). Currently, Zara is facing intense scrutiny over the environment and the challenge of fast fashion operations. Emphasis on the global standardisation of join life sustainability initiative. The organisation has a step right to establish an example of a better clothing program and develop targets to mitigate environmental impact. 
Legal Environment: The legal environment at UK and the USA has a strong influence on the business creating more favourable business environment. The legal compliances shape in marketing and operational decisions of Zara, as they can maintain compliance with consumer protection legislation, with a focus on product safety, advertising standards, and employment rights, along with data privacy and data protection through rules like GDPR (Celestin, 2024, p.12). 
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Figure 2: Comparative Evaluation of UK and USA
(Source: Idea taken from INDITEX, 2026 and PESTLE analysis)
[bookmark: _a44brehvuxqq][bookmark: _Toc236864549]3.2 Socio-Cultural and Consumer Behaviour Synthesis  
The comparison through the application of Hofstede Insights (2026, p.1) as represented in the image below between the UK and the USA features exceptionally high individualism among both countries, representing appreciate towards personal self-expression through fashion and personal identity with unique styling. The framework is effective in describing the cultural differences among the people and helps in the navigation of the marketing communication of the fashion brands like Zara. However, the operationalisation of these business environments has differentiation. The British people are represented to be more individualistic and view fashion through the perspective of achieving success and uniqueness. Sindhuja, (2025) has mentioned that Americans have a preference towards changing urban high-street trends, along with the ethics of their purchase being eco-friendly.
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Figure 3: Cultural Variation Comparison among the UK and USA
(Source: Hofstede Insights, 2026)
The evaluation of the power distance among these countries represents subtle but effective variations, representing the high comfort level of consumers in having advances styling and challenging the traditional norms of styling. However, comparatively low scores in both countries suggest that consumers prefer informal relations within stores through personalised and customer-centric services from sellers (Noor, Till and Hafeez, 2025, p.184). As a result of this kind of preference, Zara focuses on accessibility of its own stores rather than offering only luxury products. 
Fashion purchases in Britain have the nature of frequent shopping, urban convenience, and fast online delivery. In case of America, the citizens are geographically scattered and dependent on the mall experience, along with a preference towards digital shopping and promotional events.  
However, the primary disadvantage of this framework is that it does not focus on the complexity of the human experience and the business operational issue having lesser capability of understanding the cultural aspects from the perspective of the business environment. Despite these limitations, the Hofstede's Cultural analysis can provide effective comparison among the national cultures which further helps the brands like Zara to understand the preferences of the consumers and maintain both the local responsiveness and globalisation at the same time. 
5. [bookmark: _b4ia0aaja2t5][bookmark: _Toc236864550]4. Comparative Analysis of STP  
Segmentation: The global fashion brand Zara primarily adopt standardised global segmentation strategy while selectively adapting towards localised offerings to address country-specific demographic requirements and differentiation in purchase behaviour. Bhat et al., (2025, p. 1566) have mentioned that international market segmentation is highly dependent on demographic, psychographic, and behavioural variables which is effective for both the UK and USA in a similar manner. The demographic segmentation by age specifically targets individuals who are between 18 and 40 years of age and have moderate income, focusing on people who are seeking the latest and stylist clothing options (Refer to Appendix 1). This hybrid segmentation helps the brand to mitigate global identity and respond to the local market conditions. In both the UK and US markets, the primary targeted consumers, Generation Z and millennials, have high fashion concepts and digital engagement, which makes it easier to target them through digital platforms (Wandhe, 2024, p.89). The highly compressed geographic segmentation within the UK model focuses on the Metropolitan area and high-street zone, whereas in the US, the brand is looking forward to having a vast continental segmentation of the market within the tier one centres. However, the USA offers a broad demographic due to its larger population and ethnic diversity, which influences Zara to provide differentiation in size, Product style and different regional merchandise. Purba et al., (2025, p, 159) also mentioned that Zara targets consumers who have a value for fashionable design and quality while also focusing on affordability. However, the primary differentiation of these two markets is the behavioural choices in the fashion product the helps the brand to maintain consistency based on the different expectations of the shoppers and attract rapid turnover of the product, having limited edition collections to create an exclusive environment. The critical segmentation of Zara is highly based on standardisation, regardless of demographic and psychographic differentiation, as the global trend of consumer profile is relatively uniform. 
Targeting: The primary targeted market of Zara is fashion involved generation Z and millennials, as this group include young professionals who prefer the latest fashion trends and have the potential to make purchases with a basic income level (Wandhe, 2024, p.22). The differentiated targeting strategy of Zara is concentrated on consumer segments preferring similar fashion areas, but different purchasing behaviour across different international markets. Young professionals value rapid adoption and digital convenience. These people are appropriate for approaching with a frequent product renewal and making them receptive towards the fast fashion business model of the organisation. However, the primary similarity of the both the UK and US market is in the preferences of the young professionals who value purchasing decisions with quality, affordability and professional appearance influenced by social media platforms like TikTok, as mentioned by Sibulan and Limos-Galay, (2024, p.48). In the UK, increasing sustainability awareness is encouraging Zara to make an environmentally conscious product line demanding high differentiation and the circular initiatives. On the other hand, the US market is having more preferences towards digital connectivity as consumers are prioritising convenience and differentiation in shopping availability. Within this region, the brand actively targets suburban demographics through prominent regional Mall placement. Purba et al., (2025, p.160) have mentioned that the targeting strategy of Zara is highly effective as it can directly address each requirement of the consumers with an increasing level of fashion involvement.
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Figure 4: Positioning Map of Zara and Competitors
(Source: Self-generated)
Positioning: The brand Zara has occupied a unique and highly profitable business space within the international fashion industry, including markets like UK and USA which operates at the convergence of fast fashion and affordable luxury rather than purely competitor on price or being a low-cost retail organisation, as represented in the image above. Islami, Rahyuni and Rukayyah, (2024, p.110) have mentioned that positioning is one of the necessary aspects for the business of Zara providing similar opportunity for the market development and acquisition while focusing on quality trends only, responsiveness or shopping experience. 
A detailed analysis of STP strategy developed by Zara is represented in the Appendix 1. This further includes comparing and contrasting the similarities and differences of its application in the UK and US markets.
6. [bookmark: _k8jp08g8nj80][bookmark: _Toc236864551]5. Application of 7Ps strategy  
Product Strategy: The international strategy of product development at Zara is based on standardisation while also including localisation within the business environment. UK products are more focused on seasonal clothing while the USA offers broader size ranges. Ukpoju et al., (2024, p.389) have mentioned that the physical product at Zara has continuous local adoption to match the regional needs of the consumers, as the brand offers globally standardised collections through minimalist European aesthetics and rapid turnover with limited production volume. The clothing collection in the UK has a frequent reflection of seasonal transitions with cold weather, which results in a greater focus on neat wear or outer wear and layering products (Singh, Midha and Sikka, 2026, p.16). 
On the other hand, the USA demands differentiation in size range and assortment depth, having regional differentiation in demand for product allocation. The vertical integration of the supply chain further helps Zara to have a real time sales information and maintain responsiveness while minimising the excessive inventory management requirement for developing a sustainable environment of value chain activities, as represented in the image below. 
[image: ]
Figure 5: V Fast-Fashion Supply Chain Depth of Zara
(Source: Ahmad, 2024, p.4)
Price Strategy: The price strategy of Zara is preferring value-based pricing, which helps in maintaining the retail business with a value-based pricing strategy. Rashid, (2025, p.16) has highlighted that rather than only focusing on the discount process. UK consumers place greater emphasis on product quality, and the consumer of the Usa is having more influence through the fashion trends, product variety and promotional communication. have also mentioned that consumers in the UK have a general awareness and scepticism towards the fast fashion industry. Within the region of the UK, the business operations are being influenced by the standard of living of the people, as also mentioned by Abdi, Li and Càmara‐Turull, (2022, p.1259). As the people of the UK are having more focus on the value of the product over advertising, the products can directly impact the perception of the people, creating a negative effect on the image of a premium brand within the UK, as mentioned by Guerreiro et al., (2023, p.39). 
On the other hand, the USA market is having preference towards the sizing requirements and prefers having information from the fashion magazine.  The demographic variability within the region of the USA is represented in differences in shopping approaches. Therefore, Zara needs to make sure that they opt for omni channel strategy for the retention of consumers. 
Place Strategy: The strategic combination of a highly agile and vertical supply chain at the same time can have a direct impact on the physical footprint in different locations of the brands, as mentioned by Ye, Lau and Teo, (2023, p.1567). The smaller business size of the UK provides Zara with an opportunity to establish effective logistic operations and a swift delivery system through the click-and-collect options for delivery and returning orders. The flagship stores of Zara are in London, Manchester and Birmingham, but there is also a unique brand experience to help the brand in the digitalisation (Gaudó, 2025, p. 78). 
On the other hand, the USA market has represented a significant increase in logistics considering the size of the country. The brand in this case concentrates on the flagship stores in metropolitan areas, while also maintaining digital commerce to reach consumers and clients from different parts of the USA.   
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Figure 6: New Biggest store of Zara in the UK
(Source: Fish, 2026)
[image: ZARA on 34th Street in New York City]
Figure 7: Zara store in New York City, USA
(Source: 34th Street, 2026)
Promotion Strategy: Zara employs a distinct and unconventional international promotion strategy based on minimal traditional advertising, where the brand completely avoids expensive television or any billboard campaign (Nguyen, 2023, p.29). Additionally, British consumers are having a tenancy for accepting changes in the fashion trends more easily than Americans. Jasrotia, Darda and Pandey, (2023) have mentioned that in recent times the British consumers have become more interested in responsible purchases and authentic consumption along with styling. The UK consumers respond effectively to the sustainable messaging. 
The people from the USA prefer to find reliable information in reviews and advertisements and having high influence like reviews, advertisements and influencer content. Despite some variations in terms of masculinity, Americans also focus more on achievements and status, which influences the marketing strategy of Zara to remain affordable but stylish. Both cultures show relatively high levels of Indulgence, highlighting instant gratification preferences. To drive engagement, the plan further depends on digital marketing and organic visits through social media platforms, leveraging the micro and micro influencer partnership. Overall, the promotional strategy can reinforce the perception of exclusivity and reduce marketing expenditure.
People: The marketing mix evaluation of people analysis extends beyond the fraud line employee for evaluating the capabilities of the organisation that can shape the perspective and experience of consumers (Azizi and Naeli, 2024, p.156). Focuses on knowledgeable staff and efficient consumer service, with continuous employee training to maintain a premium, accessible shopping environment. However, the implementation is represented in the local market conditions where stores in the UK prioritise personalisation, 
The store within the USA demands workforce flexibility. The younger consumers of the UK are having environmental credentials along with the quality of the product and price. American consumers, on the other hand, is having fashion-oriented mindset based on the availability and convenience of promotional value. These consumers have more preference for product variability and ethical considerations alone (Baena, 2024, p.4315). The total number of employees in the UK is 3,137, whereas in USA the company have employed around 7000 employees around the 103 stores.
Process: The operational process at Zara is created for mitigating the friction and providing a seamless consumer journey in the USA market as well as management of the inventory system (Nguyen, 2023, p.52). 
The digital checkout process in the UK have standardisation through the global framework integration, offering navigation through localised payment methods and automation with return labels.  
Physical Evidence: With the help of the cohesive and luxury-inspired brand identity, the physical evidence is standardised for delivering better services in the UK, having features of minimalist architecture aesthetics.  UK stores maintain a consistent European-inspired fashion for the consumers
[image: ]
Figure 8: Comparative Analysis of the UK and USA in terms of Similarities and Differences
(Source: Ye, Lau and Teo, 2023, p.1567; Nguyen, 2023, p.29)
The advanced Packaging ID in the USA further reflects the contemporary brand identity with the increasing use of recyclable materials to achieve the target of Net zero emission by reaching at least 90% of its carbon footprint by 2040, as represented in the image below. 
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Figure 9: Net Zero Target by 2040
(Source: INDITEX, 2026)
7. [bookmark: _amvwzakugoyi][bookmark: _Toc236864552]6. Directional Development Strategy: Ansoff Matrix  
Among the international business environment of Zara, the United States provides one of the most feasible contexts for the directional development of the company. The long-term growth opportunities of Inditex can have more opportunities within the USA, as this market has variability in the nature and preferences of consumers, as mentioned by Benavides, (2024, p.79). Zara primarily adopts a dual strategy in the region with market penetration and market development, despite having a significant presence. The market penetration is further executed through digital integrated flagship store in the secondary retail hub within the US for simultaneous out-of-stock with existing locations for omnichannel. Keep capabilities like automated pick-up points or RFID-based sales. Despite having the capability to determine the business environment with the help of the macro environment, cultural variations and values can have a direct impact on the business environment of fashion brands like Zara, while influencing consumer behaviour directly and defining the efficacy of international marketing, as mentioned by Gasamáns Gesto (2023). The application of Hofstede's Cultural Dimensions to the adaptation capacity of the Zara adaptation strategy can provide an effective evaluation of the cultural differentiation between the cultures of the UK and the USA while highlighting the reason behind the gradual adaptation in the marketing strategy from the organisation to retain the global identity. The market penetration is further executed through a digitally integrated flagship store in the secondary retail hub within the US for the simultaneous out Gracian with existing locations for omnichannel. Keep capabilities like automated pick-up points or RFID-based self-check-in. Zara also drives market development with the digital print expansion through corporate investment and having sub brand launching with high end collections. The report from INDITEX, (2026) further supported the strategic direction through the evaluation of investment in Digital transformation and sustainability governance for maintaining the key abilities and operational roles. At the same time, the strategy of Zara in America is characterised by Deep penetration within the existing market and supported by the selective development of different product categories. 
8. [bookmark: _59baf7pexr22][bookmark: _Toc236864553]7. Ethical Issues: Greenwashing, Sustainability, and the Circular Economy
The primary challenge for fashion brands nowadays is the global scrutiny regarding their commitment to environmental stewardship and the actual outcomes of the brands (Jamil, 2024, p.32). Established in 1975, Zara has become one of the leading fashion retail organisations with the help of vertical integration of the business model and product development cycle as represented in INDITEX (2026). From the perspective of the 7Ps marketing mix, the organisation Zara represents both ethical and unethical marketing practices. The production within this region has a high tendency to address the requirements of the people with sensitivity towards value though the approach like Zara promotes its Join Life clothing collection from the product in the USA. Again, the process strategy it offers digital receipts and click-and-collect services for the paper use minimisation.
However, unethical marketing has alos been noticed. From the of Promotion perspective, Greenwashing challenges in recent times has developed as one of the major issues at fashion organisations like Zara due to the requirement of concrete operational accountability and influencing the demand for measurable development towards the circular economy for maintaining sustainability from the Promotional aspect of the 7Ps marketing environment. Shibly and Hoque (2025, p.12) have also mentioned that the ethical challenge in the USA is having heavy dependency on supply chain transparency due to the increasing textile waste generation. Additionally, under the Product element, the fast manufacture with the short-life fashion collections have led towards the overconsumption and created textile waste influencing the environmental sustainability challenge. From the geographic perspective, this business is having a more concern to address the social status of the people. Papasolomou, Melanthiou and Tsamouridis, (2023, p.193). The global supply-chain transparency in the USA is also having high preference towards labour standards and responsible sourcing facilities, influencing the requirement of supply-chain accountability. 
9. [bookmark: _vqpbux1uetcp][bookmark: _Toc236864554]8. Recommendations  
To understand the potential of any market, it is essential to understand the external factors affecting the business environment (Purwanti, Judijanto and Thalib, 2023, p.46). The following recommendations can be helpful for further development. The recommendations below highlight the critical macro environmental component and approaches that can be essential in both the UK and USA aspects for providing necessary information regarding marketing expansion.
[bookmark: _Toc236864555]8.1 For the UK Market
To strengthen the international market is having effectiveness across the UK market that demand initiatives for scaling circular economy systems. Gaudó, (2025, p.88) have also mentioned that differentiation within the market and communicating the same can have a direct impact on the expectations of the consumers. A strong consumer data protection is necessary for operating in the UK through having a more decentralised system of legal obligations, including employment regulation, taxation, or environmental requirements. Effective legal adaptation, therefore, supports management while reinforcing consumer protection across different markets. Zara also needs to improve transparency within its supply chain with comprehensive disclosure to improve accountability and better sustainability communication through its annual reporting
[bookmark: _Toc236864556]8.2 For the USA Market 
[bookmark: _bnizearwmv0v]Inditex, the parent company of Zara, can have a direct influence on its business due to the differentiation of the regional environment. Strengthen the circular ecosystem for fashion products with recycling infrastructure by taking the used products back in exchange for reward points, as represented in the business operations of H&M (2026) can be effective for the USA market. Enhancing AI-driven personalisation, focusing on the US market, should enhance investment in predictive analytics and a better recommendation system for Product relevance enhancement. Focusing on the differentiation of the products based on the basic requirement of the local market can also help in the greater market acquisition.
10. [bookmark: _ml8ygv7qc85i][bookmark: _Toc236864557]Section 2: Reflection  
Description: The completion of the report have demanded systematic procedure of research that have aimed to evaluate the marketing strategy of the Zara and the evaluation have highlighted that for the development of an international marketing strategy within the US, business management, environmental-related demand balancing, global standardisation, and hyper-localisation are required to maintain regional diversity and strict state-by-state compliance due to the variance in consumer purchasing power and strict competition within the domestic market was also mentioned by Barker, (2024, p.85). Again, the UK market has an in-depth preference for trend management with a high fashion, environmentally friendly requirement for business management, which is mainly influenced by European trade policies and a recent alteration after the Brexit incident. The application of different frameworks like PESTEL, Hofstede's Cultural Dimensions, STP analysis, along with the extended 7Ps marketing mix, has been effective for the marketing strategy evaluation. 
[image: Gibbs reflective cycle diagram explanation and stages overview]
Figure 10: Gibbs Reflective Cycle
(Source: Athal & Athal, 2026)
Feelings: During the initial phase, the report structuring and construction have been the most challenging part, which required multiple observations of the assignment brief for understanding the requirement of the theoretical framework and critical comparison between the two different international markets. Moving towards the strategic evaluation, I have evaluated the order of international marketing and analysed how product differentiation or value-based pricing helps in promotional activity and implementation of variations. During the writing process, I found initial difficulty to avoid reputation as several frameworks, specifically PESTLE and the marketing mix, have addressed connected aspects of business strategy. However, with careful planning, it was effective to distinguish between the external environment and strategic response at the same time while completing this report and discovering the necessary insights regarding the transforming of marketing strategy to have more integration within the USA market. 
Evaluation: This has also helped Zara to actively re-engage its global positioning while emphasising environmental responsibility, revealing how the brand separates itself from the standard first fashion organisations and focuses on a High Street brand, maintaining balance between accessible pricing and effective design relevance.
One of the primary strengths of this research is in the successful integration of marketing theory concepts from the perspective of the real company perspective like Inditex, which is the parent company of Zara. Rather than focusing on a single framework like PESTLE or 7Ps in isolation, I have connected the theories with the real-life realities of Zara while focusing on the bi-weekly air shipments and value-based price matrices. Additionally, the RFID self-checkouts are also integrated for inventory tracking and management. The fundamental positioning of the brand is consistent across both the UK and USA. However, there are minute differentiations in the localisation practices of the marketing strategy. 
Despite having multiple achievements of the organisation, there are several difficulties connected with the writing process. This was one of the most challenging aspects of the task while also maintaining the word count requirement. Apart from that, I also have to deal with problems in finding unbiased sources regarding the problems of Zara in terms of logistics and greenwashing.  
Analysis: The successful completion of this report has enhanced my understanding towards internationalisation of any brand through Masiive combining strategic management and sustainability of consumer behaviour in the global business environment. My initial approach was to focus more on collecting information regarding marketing activities. However, academic literature provides me with the necessary information that postgraduate assessment demands and the strategies that are adopted and their implementation are influenced by the micro and macro environmental concerns. For example, the application of cultural dimensions has shown that small cultural differences among UK and the USA can produce meaningful variations in consumer expectations and purchasing behaviour. The clothes alignment between both markets, I suggested a standardisation in the marketing approach and helped me to realise that aligning with consumer value required differentiation in Product communication. These further highlight that global brands cannot depend on absolute standardisation but also require adapting place, price and logistics as per local requirements.
Conclusion: Overall, working through this individual report has evolved my understanding of international marketing strategy for global brands. The assignment has also demonstrated that successful international marketing requires addressing alterations in consumer expectations and making technical developments to reinforce critical thinking and evidence-based waste analysis.  
Development requirement as I need to develop more confidence in applying marketing frameworks and prepare for future work of stronger quality retrieve analysis using market statistics. From the research perspective, I have also realised that the mission approach is heavily dependent on descriptive writing, which needs to be altered in critical academic evaluation through integrating analytical insights and using a framework for explaining the success of the strategies. The experience has overall enhanced the capacity for the gradual development in the future area.
Action Plan: Based on these experiences gathered from his individual report, I further aim to improve my professional and academic performances in future projects through the implementation of a structured plan of action. I will attempt future extensive reports through the creation of highly strict online constraints and prepare drafts for each of the sections. This needs to be applied immediately for the next academic module, and it will prevent overwriting and ensure a better balance between critical analysis and descriptive writing. Apart from that, building a balanced critical matrix and enhancing the practical knowledge of data-driven prediction, maintenance is also essential, where I need to be self-directed, professionally independent from the critical literature during the initial phase of research. I will also focus on a professional training module focusing on the application of AI in the predictive model of the supply chain. This approach requires ongoing evaluation, and it can provide strong analytical depth and practicality in science, formulating any actionable strategy or Recommendations for the global organisation. The future direction also needs to focus on the capability development for the academic writing and managing proper citation. 
11. [bookmark: _Toc236864558]Conclusion 
Evaluate the international marketing strategy of Sara across the UK and USA, the macro environmental situation of both regions, along with their cultural differentiation. The application of the STP framework and international marketing may have been effective for highlighting the significant difference in economic condition and culture expectation, along with consumer behaviour and the regulatory environment. Moving forward, continued market leadership is highly dependent on its ability of navigating operation, cost and complex logistics through targeted intervention for the growth strategy. Overall, the individual report and the reflection have highlighted that a successful marketing strategy demands, continuous balance maintenance between the globalisation and local strategy adaptation.
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