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The business dynamics of the organization provide the analysis of the internal and external needs and trends. In this consideration globalization is involved in this reference. The use of globalization makes organizations and brands better business dynamics and marketing kinetics in the different kinds of nations of the world. In this prominence, the organizations or brands will engage with the diversified customers of the world. In this consideration, research and studies of the needs of the diversified customers of the world are needed. In this report, the fashion and clothing brand of the UK, Zara, is involved. The report will illustrate the information based on the international business dynamics of Zara. Two nations are being involved in this consideration, and these are Sri Lanka, and another one is the UK. The report provides the information that international marketing provides an increment of the marketing value of the brand. 
This will provide Zara to have an increment in brand prestige. This will provide Zara to make a proper marketing ethos in the international dimensions (Jayasinghe and Prasadi, 2019). Through this, the organization will have a better magnetization of the customers in this consideration. This will make the organization have linear efficiency on the verge of precision. It must be noted that international business dynamics increase Zara's competitive advantage (Zara.com, 2022). This will reduction of competitive thrusts from H&M, John Lewis Partnerships, and Primark. Zara needs to use international marketing advantages to have better stability in the prevailing environment of customer demands (Zara.com, 2022). New trends and fashion needs of the customers are needed to be involved by Zara (Govinnage and Sachitra, 2019). This report provides information that Zara has better business dynamics in the developed nation of the world. 
These nations are the USA, the UK, and France. It must be noted that for the benefits of global marketing, Zara has to make business influx in the under-developed or developing nations (Zara.com, 2022). So in this consideration, Sri Lanka is involved in making a proper analysis. Zara is a fashion & clothing retail brand in Spain. It has proper business units in the nations of Europe. Zara was founded in the year of 1975 (Zara.com, 2022). The headquarter of Zara is located in Arteixo in, Spain. Zara provides worldwide services to globalized and diversified customers of the world. 
This provides the organization to have better marketing and business executions. This also makes Zara have better brand value in the line of efficiency (Zara.com, 2022). Through this, Zara has 2007 stores in the global dimensions (Zara.com, 2022). So with new kinds of international marketing tactics, several business units Zara will be installed. Zara has an annual revenue of 19,586 million Euros (Zara.com, 2022). This will provide stability to the processes of international marketing for Zara. Social and cultural evaluation of the UK and Sri Lanka is being evaluated in this consideration (Ali, 2021). Zara is a more sophisticated and modernized brand among the global and diversified customers of the world. 
[bookmark: _Toc123406625]Business dynamics of Zara in Sri lanka
In this consideration, the retail industry of Sri Lanka will be evaluated. Sri Lanka has few retail services in the nation (De Silva and Herath, 2019). The nation is considered one of the developing nations of the world. The shock of the COVID-19 pandemic has provided the existing retail industry of Sri Lanka to fluctuate (Karunathilake et al.  2021). So in this prominence, Zara has to come to the retail dimension of Sri Lanka with linear efficiency (Zara.com, 2022). The retail dimension in Sri Lanka is vital for national economic progression. It is related to the national retail sales dynamics of the nation. The retail industry of Sri Lanka provides 23% help and support to the nation's GDP. In this consideration, the gross retail dimension of the nation has a value of 13 billion USD (Muniweera et al.  2020). So with these advantages and opportunities, Zara has to articulate successful business dynamics in Sri Lanka. 14% of the industry of Sri Lanka is focused on the retail dimension (Jayasuriya et al.  2018). More than 1 million individuals in the nation are involved in the retail sector (Marasinghe et al. 2018). 
So in this consideration, Zara has to provide new advantages to the national retail sector of Srilanka. This will give the organization to have a better economic value chain in the nation. Most of the customers and individuals of Sri Lanka are middle-class. So Zara has to provide moderate pricing of their products and services to the human beings of the nation. It is necessary to consider that making Sri Lanka's human beings more modernized is the need of Zara (Udadeniya et al. 2019). Collaboration and partnership with the local retailers of Sri Lanka are needed in this prominence. Zara has to connect properly with Sri Lanka Retailers' Association (SLRA). This department is the governmental accessories of the nation which will provide a competitive and capability advantage to the business dynamics of Zara (Gopura and Kothalawala, 2021). In this case, proper formalities and regulations of the government of Sri Lanka are needed to be followed in this consideration. 
The ethos of SLRA will provide retail business units and organizations of Sri Lanka with better and linear cohesion (Zara.com, 2022). In this consideration, SLRA aims to harness the resources and needs of the organized retail dimension to have a common platform and an advantage (VH and HRAT, 2021). This will provide linear benefits to the business dynamics of Zara in Sri Lanka. This will provide an increment of global out research, innovation and growth of the nation's retail sector (Abeyrathna et al.  2021). In this consideration of SLRA, 50 corporate members of Sri Lanka are involved. So in this reference, Zara will be involved with SLRA to have business conferences and decisions (Lakchan et al.  2020). This will provide Zara to have better marketing conduction in Sri Lanka. This will also give Zara better retail services in the nations with linear advantages. 
It is also essential for the government of Sri Lanka to provide subsidies and support to the retail dimension of the nation. Most of the retail organizations of Sri Lanka are involved in digitalization (Sandunima et al. 2019). So, in this case, digitalization will be used as a tool of advantage to have better business dynamics in Sri Lanka. Proper promotions and advertising are needed for the benefit and magnetization of the human beings of the nation (Zara.com, 2022). In this prominence, technological preference is needed to be increased in the nation. Sri Lanka's retail dimension must integrate and collaborate with the local companies to have a better influx to the nation's GDP (Senevirathne et al.  2021.). So Zara has to use these as better options in their marketing kinetics and business dynamics. This will provide Zara to have better thrive and succeed with their retail conduction in Sri Lanka. 
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The UK is one of the most developed nations in the world. In this consideration, most people in the UK are sophisticated and tech-savvy in their purchasing manner. So in the UK, the essence of online dovetailing and maximization of the economy in the nation is needed (Keay and Iqbal, 2018). Therefore, in the UK retail industry, diversification of the products and services is prominent in this consideration (Zara.com, 2022). There are many retail organizations in the UK (Swaffield et al. 2018): Zara, Walmart and Sainsbury. The level of competitive advantage is also low in the nation. So it would be better for Zara to circulate high-class services to the customers. 
It is because most of the customers of the UK are sophisticated in their lifestyle (Bamfield and Hollinger, 2020). They all are involved in the essence of modernization. So Zara has to provide better customer loyalty in the business dynamics in the UK. Zara needs to collaborate with the British Independent Retailers Association (BIRA). This will provide legal stability to the business dynamics of Zara. The human beings of the UK demand the essence of new products and services. Innovation and value-proposition are the catalysts of the retailing services of the UK. Most of the customers of the UK tend to switch to other organizations (Moult et al. 2018). So Zara needs more customers magnetized in the organization with better subscriptions and premium memberships. The use of festive discounts and offers by Zara is also essential and satisfying for the customers of the UK (Zara.com, 2022). In this consideration, with the UK government's help and support, Zara is involved in technological innovation (Pantano et al.  2020). 
This will provide Zara to have short-term and long-term benefits to the organization. In this regard, the essence of linearity based on retail efficiency is needed for Zara's consideration. The retail industry of the UK provides 36.73 billion Euros to the nation's GDP (Homayounfard, 2021). So technology and economic stability of Zara will be needed to be used as opportunities by the organization. High-class and sophisticated services are being provided to the human beings of the UK. In this consideration, new kinds of supermarkets, market stalls and door-to-door sales dynamics are needed in the business dynamics in the UK (Zara.com, 2022). The UK's retail industry will provide Zara with better buying advantages. This will increase the level of customer service provided by the organization. The prevention and security in the retail sector of the UK are needed to be involved in this consideration (Brown et al. 2019). The use of merchandising and allocation is also needed to be valued in this consideration. The rate of online retailing has to be increased for customer satisfaction in the UK. 
This will provide better visual merchandising to the business dynamics of Zara in the UK (Zara.com, 2022). In this consideration, Zara has to make classified and efficient use of supply chain, logistics, distribution and warehouse management. This will give Zara better and more linear marketing conduction in the UK. It is also essential to have a value-proposition of the products and services of Zara to be in the dimension of fashion and entertainment. It is because most of the human beings of the UK are involved in artistic and creative ways of life. So in this consideration, Zara has to provide food and general merchandise to the customers of the UK (Zara.com, 2022). In this consideration, the ethos of beauty and health is needed in this marketing conduction of Zara. Zara in the UK has to provide new facilities and services based on home, sports, leisure and technology. 
This will provide proper magnetization of the customers of the UK (Vicente-Pastor et al. 2018). In this consideration, better employment options needed to be circulated by Zara to the human beings of the UK. The salary level, so employees of Zara in the UK have to be increased in this consideration. Zara has to provide better and more sophisticated social services to the human beings of the UK. The benefits based on lifestyle, pension and health packages are needed to be involved in the business dynamics of Zara in the UK. 
This will provide diversified customers of the UK with better and linear satisfaction on the verge of precision. The retail industry of the UK needs proper use of commercial awareness. It also needs to prosper the circulation of brands and products to the customers. The passion for retail has to be increased among the customers of the UK (Nanda et al.  2021). The new fashion and trends have to be involved in the consideration for the welfare of the human beings of the UK. In this business dynamics in the UK, Zara has to involve more technological sophistication (Zara.com, 2022). In this reference, the use of proper Information Technology is needed in the retail dynamics of Zara. This will provide proper stability to the business dynamics of Zara in the UK.
The Macro environment 
Political factors
The political factors in Zara's UK and Sri Lanka businesses are both favorable and unfavorable. On the one hand, the company benefits from low taxes and relaxed regulations in both countries. This makes it easier for Zara to operate its business and expand into new markets. On the other hand, political instability in Sri Lanka could lead to violence and unrest, disrupting Zara's operations. In addition, the UK's close relationship with the European Union (EU) means that Zara would be affected by any changes in EU trade policy (Arora and Purohit., 2022). 
Economic Factor
The economic factors in both the UK and Sri Lanka are generally favorable for Zara. The company benefits from low labor costs in Sri Lanka and the country's export-oriented economy (Nabi et al., 2021). Additionally, the UK's strong economy and high consumer spending power provide a lucrative market for Zara's products. However, the company must contend with some unfavorable economic conditions in both countries. In the UK, Zara faces high business taxes, rent costs, and competition from other luxury brands. The company must deal with high transportation costs and import tariffs in Sri Lanka. 
Social Factor
The social factors in the UK and Sri Lanka favor Zara. The population is young and fashion-conscious, and there is a growing middle class with disposable income. In addition, both countries have a strong culture of shopping and consumerism. There are some differences between the two countries, however. In the UK, shoppers are more likely to be brand-conscious and purchase items seen as status symbols. In Sri Lanka, on the other hand, shoppers are more likely to be price-conscious and to purchase items that they feel represent good value for money. 
Technological factor
Technological advancements have played a pivotal role in the success of Zara. The company was one of the first retailers to implement an integrated point-of-sale and inventory management system, allowing them to track sales and stock levels in real time. This allowed them to quickly adapt to changes in customer demand and avoid the costly markdowns associated with overstocking. Additionally, Zara's use of RFID tags has helped to streamline its operations further and reduce theft. 
Environmental factor
The environmental factor is one of the most important factors to consider when expanding into new markets. The UK and Sri Lanka have very different climates, which can impact how Zara designs and produces its clothing. In the UK, the weather is much cooler and wetter than in Sri Lanka, making it difficult to produce clothing suitable for both markets. Additionally, the UK has stricter environmental regulations than Sri Lanka, which can impact how Zara sources its materials and manufactures its products.
Social factor
The social factors affecting Zara in the UK and Sri Lanka are favorable and unfavorable. The favorable factors include the company's strong brand name recognition, global reach, and trend-setting designs. The unfavorable social factors include the high cost of living in the UK and the political instability in Sri Lanka. Despite these unfavorable factors, Zara has maintained a strong presence in both countries. 
Legal factor
Legal factors can impact Zara's business in the UK and Sri Lanka. One key difference is that the UK has strict employment laws, while Sri Lanka does not (Butler et al., 2021). This can make it difficult for Zara to find workers in the UK who meet their standards and may lead to higher labor costs. Additionally, the UK has strict environmental regulations that Zara must comply with, which can add to the cost of doing business there. There are few such regulations in Sri Lanka, which may make it easier and cheaper to operate there. However, it is important to note that Sri Lanka also has a lower overall standard of living, which could impact Zara's ability to attract and retain employees.
Hofstede's cultural dimensional model 
The Hofstede cultural dimensions model is a framework for understanding the effects of culture on international business. The model has four dimensions: power distance, individualism, masculinity, and uncertainty avoidance. Each dimension represents a different aspect of culture and has different implications for international business.
Power distance is the extent to which a society accepts that power is distributed unequally. Societies with high power distance are characterized by hierarchical relationships, where people in positions of power are respected and obeyed. In contrast, societies with low power distance are more egalitarian, with less hierarchy and more equality between people.
Individualism is the extent to which people are expected to look after themselves and their immediate family. Societies with high individualism are characterized by independence and self-reliance, while those with low individualism emphasize community and cooperation (Lomas  et al., 2022). 
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Figure 1: Hofstede Cultural Dimensional Model 
Source: (Lomas  et al., 2022).
Masculinity is the extent to which a society values traditional masculine traits such as competition, aggression, and achievement. Masculine societies tend to be competitive and goal-oriented, while feminine societies are more cooperative and relationship-oriented.
Uncertainty avoidance is the extent to which a society feels threatened by ambiguity and uncertainty. Societies with high uncertainty avoidance tend to be rigid and rules-oriented, while those with low uncertainty avoidance are more flexible and tolerant of change.




The porter five forces for Zara in the UK and Sri Lanka 
1. The bargaining power of buyers: 
The bargaining power of buyers is high in both the UK and Sri Lanka. This is because many alternative retailers are available, meaning buyers do not rely on Zara specifically (Nathan., 2021). In addition, buyers are price sensitive and will often choose the cheapest option available to them. This puts pressure on Zara to keep prices low to remain competitive.
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Figure 2: Porter five forces
Source: (Nathan., 2021).
2. The bargaining power of suppliers: 
The bargaining power of suppliers could be higher in both the UK and Sri Lanka. This is because Zara sources its products from many suppliers, giving it much choice and flexibility. In addition, Zara is a large company with significant buying power, meaning that it can negotiate favorable terms with suppliers.
3. The threat of new entrants: 
The threat of new entrants could be higher in the UK and Sri Lanka. This is because the retail market is already saturated, and new players have few opportunities to enter. In addition, setting up a retail business requires significant investment in money and resources. This acts as a barrier to entry for potential new entrants.
4. The threat of substitute products: 
The threat of substitute products is high in the UK and Sri Lanka. This is because many alternative retailers are available to sell similar products at similar prices. This puts pressure on Zara to differentiate its products to remain competitive.
5. The intensity of competitive rivalry: 
The intensity of competitive rivalry is high in the UK and Sri Lanka. This is because many retailers are competing for market share (Colgan and Miller., 2022). 

Swot Analysis 	
	





Strength
	Zara's strengths in the UK and Sri Lanka are its low prices, fashionable clothing, and convenient locations. Zara can keep its prices low by manufacturing its clothing and selling it directly to consumers (López et al., 2022). This allows Zara to avoid the high markups typically associated with designer brands. Additionally, Zara's clothing is always on trend, which makes it a popular choice for fashion-conscious consumers. Finally, Zara has stores in major cities across the UK and Sri Lanka, making it convenient for consumers to shop.

	



Weakness
	Zara does not have an online store in the UK or Sri Lanka, meaning that customers can only purchase items in person. This limits Zara's potential customer base and makes it difficult for customers to compare shops or find the best deals.
In addition, Zara is heavily reliant on its brick-and-mortar stores for sales. While this gives Zara a physical presence in both countries, it also means that the company is vulnerable to economic downturns and other factors that can impact foot traffic.

	

Opportunity
	Zara has many opportunities in the UK and Sri Lanka. One opportunity is that Zara can continue to grow its online presence in these countries. Additionally, Zara can open more stores in high-traffic areas and expand its product offerings to include more accessories and home goods. Finally, Zara can continue to build its brand awareness through marketing campaigns that target its key demographics.

	
Threat
	Zara's main threat in the UK and Sri Lanka is its reliance on a small number of suppliers. If one of these suppliers were to experience a production issue, it could significantly impact Zara's ability to meet customer demand (Zhu., 2022). Additionally, Zara is facing increased competition from fast-fashion rivals such as H&M and Forever 21. These companies can undercut Zara on price, which could lead to market share losses for the Spanish retailer.
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Zara in Sri lanka
Segmentation is the kind of consideration that provides a better influx of customers in the retail organisation's business dynamics of the retail organization. This is based on targeting broad customers linearly and efficiently. This will provide the organization to provide general information to the human beings of Sri Lanka by Zara properly and perfectly (Weerathunga et al. 2020). Segmenting the customers of Sri Lanka is based on the classification of some attributes. In this consideration, classified attributes are needed to the conducted by Zara. The use of marketing segmentation will boost the competitive advantage of Zara (Panditaratne et al. 2021). This will also provide the organization to have better and linear business dynamics. This will provide information to the customers of Sri Lanka in a precise way (Dissanayak and Weerasinghe, 2021). It would be better for Zara to have four kinds of segmentation to thrive and succeed in Sri Lanka. Based on the geographic segmentation, the nation's tourism industry must be involved. It is necessary to consider that the tourism industry of Sri Lanka makes the nation more modern and progressive (Zara.com, 2022). In the dimension of demography, middle-class and tourist human beings of Sri Lanka have to be involved in this prominence. Every year many numbers of foreign tourists are involved in the nation. So they must be involved in the essence of better retail advantages from Zara (Moazzem et al.  2021). Based on behaviour segmentation, Zara has to make communication channels with the customers of Sri Lanka. The importance and benefits of retail services are needed to be articulated to the human beings of the nation linearly. In this consideration, Zara has amplified brand loyalty for its customers. This will make the customers of Sri Lanka pleased with Zara (Ganhewa et al. 2021). In the dimension of psychographic segmentation, sophisticated and luxury-oriented human beings of Sri Lanka will be targeted in this consideration (Zara.com, 2022). This will provide linear benefits to the marketing conducts of Zara in Sri Lanka.

Targeting is one of the crucial needs of the business dynamics. This provides stability to the process of segmentation of the customers conducted by the organization. In this consideration, the market size of the retail industry in Sri Lanka is needed to be involved in this reference (De Silva and Herath, 2019). The customers of Sri Lanka need to have more involvement in the retail dynamics of the nation (Gunawardana and Wedasinghe, 2021). It is essential for Zara to have a magnetization of the teenage and high-class customers of the nation is being needed (Zara.com, 2022). The measurable difference has to be modulated with proper justification. In this consideration, the essence of the reachability of services and products to the customers has to be increased in this consideration (De Silva and Herath, 2019). The use of customer acquisition cost will provide an increment in the rate of profit of Zara in Sri Lanka (Gunawardana and Wedasinghe, 2021). It is also essential for Zara to provide subscription-based moderate retailing services to the customers of Sri Lanka.
Positioning is the consideration in which the insights of segmentation and targeting are involved. It is essential to make the proper classification of the customers of Sri Lanka is being needed (De Silva and Herath, 2019). So, in this case, Zara has to involve in the installation of their business units in the nation's tourist places (Gunawardana and Wedasinghe, 2021). This will provide magnetization of the many kinds of customers who want retail service as part of luxury (De Silva and Herath, 2019). In this reference, value proposition and communication have to be involved for the human beings of the nation (Gunawardana and Wedasinghe, 2021). The differentiation of the products and services of Zara in Sri Lanka is needed to be involved in this case. 
Zara in the UK
Segmentation is the kind of process which provides the organization with a formulation of distinct groups of customers with the use of segmentation involvements. This provides the organization with the manipulation of diversified customers (Gorst and Ballantyne, 2021). It is necessary to consider that the UK has diversified customers (Bamfield and Hollinger, 2020). So Zara has to provide better value-proposition in the products and services. High-class customers will be involved in this consideration with proper references (Goworek et al. 2020). In consideration of geographic segmentation, Zara has made connections with customers who are located in the metro cities of the UK (Bamfield and Hollinger, 2020). In this consideration of demographic segmentation, Zara has to make the classification of customers based on age, gender and choice of fashion (Zara.com, 2022). In this consideration, Zara has to provide more fashionable services and products to the customers of the UK (Bamfield and Hollinger, 2020). In the prominence of behavioural segmentation, the demands and needs of the customers and human beings of the UK is needed to be involved. In this consideration, most human beings in the UK have more purchasing power, and they are also involved in switching to other brands (Lim et al. 2019). 
So in this prominence, Zara has to provide more features and preferences in their services and products to attract customers to be attracted to Zara (Bamfield and Hollinger, 2020). In this consideration, the use of festive eve occasional discounts and offerings needed to be circulated by Zara to the human beings of the UK (Zara.com, 2022). In the dimension of psychographic segmentation, the lifestyle of the human beings of the UK is needed to be considered in this prominence. Most human beings in the UK are sophisticated. They are involved in a more tech-savvy ethos (Abe and Mugobo, 2021). Most of the human beings of the UK are involved in their own modernization. So these will provide linear benefits to the marketing success of Zara in the UK (Bamfield and Hollinger, 2020). 
Targeting is the kind of consideration that an organization involves in its marketing processes to make the customers more satisfied with the organization. This is a process in which leads are converted into sales by the organization. The market size of the UK in the retail dimension is efficient and transparent (Brown et al. 2019). It is also quite flexible in this consideration to have better relinquishment (Zara.com, 2022). So in this consideration, Zara has to involve in the sustainability business dynamics in the UK. This will provide linear advantages to the business dynamics of Zara in the UK. The ethos of customer acquisition costs is needed to be regulated in a proper way in the UK (Cummins et al.  2021). So in this consideration, the use of better customer classification is needed. 
Positioning is the kind of consideration which provides the increment of appealing power of the customers towards the organization. In this consideration, the competitive advantage of Zara has to increase. The use of symbolic positioning is needed to be used in the business dynamics of Zara in the UK. The behaviour and intentions of the human beings of the UK are needed to be evaluated by Zara (Bamfield and Hollinger, 2020). Customers who are tech-savvy and modern have to be provided with linear organizational features (Christophers, 2019). In this consideration, functional positioning also needed to be conducted in this consideration. This will provide Zara to have better marketing efficiency in the UK (Zara.com, 2022). It is essential for Zara to have better and more linear marketing and business processes in the UK (Akpan et al. 2021). The use of social media connection with the customers of the UK will be advantageous for the business dynamics of Zara (Zara.com, 2022). This will provide a competitive advantage to the organization in a precise way. This will also provide Zara to have better and linear marketing evaluation (Bamfield and Hollinger, 2020). This will increase the level of the marketing excellence of Zara in the UK. 
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Zara in Sri lanka
The elements of the 7ps of marketing for Zara in Sri Lanka are provided below:
· Price: In this consideration, Zara has to involve in the use of tactics and skimming penetration (Muniweera et al.  2020). The use of psychological cost-plus reference is needed to have better business dynamics (Gunawardana and Wedasinghe, 2021). It is essential for Zara to provide moderate pricing of the products and services to the human beings of Sri Lanka (Zara.com, 2022). In this case rate of discount for the customers have to be increased (De Silva and Herath, 2019).
· People: In this consideration, Zara has to formulate an efficient organizational and business culture with the human beings of Sri Lanka in the nation (Muniweera et al.  2020). It is based unification of all the employees of the retail industry of the nation to have better agreement and proposals of advantage (De Silva and Herath, 2019).
· Process: In this consideration, new kinds of technology are needed to be provided to the customers of Zara in Sri Lanka. This will provide linear success to the business dynamics of Zara in Sri Lanka (Muniweera et al.  2020). This will also modify the essence of customer service in Sri Lanka by Zara.
· Physical environment: It is necessary to consider that Sri Lanka is a nation which is under progression. The opportunities provided by the retail industry of the nation give an advantage to the marketing techniques of Zara (Muniweera et al.  2020). In this consideration, smart, run-down interface, comfort and facilities needed to be involved (Gunawardana and Wedasinghe, 2021). With the use of linear and moderate luxury, the human beings of Sri Lanka can be satisfied.
· Place: In this regard, Zara has to involve retail services based on wholesale, mail order and online sales dynamics. It is also essential for Zara to have better direct sales of retail products in Sri Lanka. This will provide a dynamic advantage to Zara (De Silva and Herath, 2019). In this consideration, Zara needs to involve in peer-to-peer multi-channel usage.
· Promotion: In this consideration, website and social media essence needed to be circulated to the human beings of Sri Lanka. The use of physical evidence like brochures and pamphlets of Zara is needed to circulate in this consideration (De Silva and Herath, 2019). It is also essential for Zara to have common promotional conduction in the retail dimension of Sri Lanka (Zara.com, 2022). This will provide linear benefits to the marketing thrive of Zara in Sri Lanka (Gunawardana and Wedasinghe, 2021). In this reference, the use of special offers, advertising and endorsements is needed to be involved Zara in Sri Lanka. 
· Product: In this regard, Zara has to provide proper design and technological services and products to the customers of Sri Lanka. In this consideration, better value and quality are needed to be involved in the business dynamics of Zara (De Silva and Herath, 2019). The rate of valuer proposition is needed to be involved by Zara to make the customers of the nation to have satisfied in a linear way (Zara.com, 2022). In this consideration, a moderate range and quality of services and products can satisfy the human beings of Sri Lanka (Gunawardana and Wedasinghe, 2021). This will provide linear benefits to the marketing conduction of Zara (De Silva and Herath, 2019). This will also increase the value of the input and output involved in the marketing and business methods of Zara in Sri Lanka. 
Zara in the UK
The elements of the 7ps of marketing for Zara in the UK are provided below:
· Product: In this consideration, Zara has to provide high-class services to the human beings of the UK (Pantano et al.  2020). It is because most of the customers of the UK have luxurious and sophisticated living standards (Cummins et al.  2021).
· Price: Proper and competitive pricing is needed to satisfy the customers of Zara in the UK (Pantano et al.  2020). This will provide the organization to have a better influx of customers.
· Place: In this consideration, the metro and urban cities of the UK are needed to be involved in the business dynamics of Zara (Zara.com, 2022).
· Promotions: Most human beings in the UK are tech-savvy. So Zara has to provide more advertisements and digital references in their business dynamics to make the human beings of the UK happy (Cummins et al.  2021).
· People: In this consideration, the millennials and adult human beings of the UK are needed to be targeted by Zara.
· Process: In this reference, smooth and customer-friendly services are needed to be involved by Zara in the markets of the UK (Zara.com, 2022).
· Physical evidence: The use of magazines and pamphlets is needed to provide satisfaction to the human beings of the UK (Cummins et al.  2021). This will also provide linear benefits to the business dynamics of Zara in the UK (Pantano et al.  2020).

Ansoff Matrix 
The Ansoff Matrix is a strategic planning tool that provides a framework for identifying the risks and opportunities involved in business growth. It can be used to develop future strategies for businesses, including Zara.  The Ansoff Matrix identifies four main growth options: market penetration, product development, market development, and diversification (Czinkota et al., 2021). Zara has successfully used the market penetration strategy in the past, which is likely to continue to be a successful strategy for the company. This involves selling more of the same products to the same markets. 
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Product development is another option for Zara's future growth. This would involve introducing new products to existing markets. For example, Zara could introduce a new line of clothing aimed at a different demographic than its current customer base. 
Market development is another possibility for Zara's future growth. This would involve selling existing products to new markets. For example, Zara could expand into new geographic markets such as Sri Lanka. 
Diversification is a more risky option for growth, but it could also be successful for Zara. This would involve introducing new products to new markets. For example, Zara could enter the home furnishings or cosmetics markets (Atik et al., 2022). 
The Ansoff Matrix provides a helpful framework for thinking about the risks and opportunities involved in business growth. Zara should consider all of its options before making decisions about its future strategy.
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Zara in Sri lanka
In this consideration, the use of a directional strategy is needed to be involved in the business dynamics of the organization. This will provide a tactical advantage to the business conduction and processes of the organization (Muniweera et al.  2020). It will increase the products and revenue of the organization (Moazzem et al.  2021). This will also make the customers of the organization happy and pleased with the products and services of the organization (Gunawardana and Wedasinghe, 2021). In this consideration, corporate goals are needed to be involved in this reference with linear precision (Muniweera et al.  2020). In this regard, Zara has to involve in better business advertising essences to make the human beings of the nation satisfied in linear ways (Gunawardana and Wedasinghe, 2021). Sri Lanka is a nation which has a proper and famous tourism sector (De Silva and Herath, 2019). Human beings from different nations of the world come to Sri Lanka to have better tours and travelling relinquishment (Muniweera et al.  2020). So the retail facilities of Zara have to be involved as an integral part of the tourism dimension of the nation (Moazzem et al.  2021). This will increase the essence of national progressiveness of the nation (Muniweera et al.  2020). This will also provide the nation to have better connections and interactions with the local and global retailers being needed (Moazzem et al.  2021). Zara has to involve in the proper use of entities and logistics in the business dynamics in Sri Lanka. In this consideration, advertising to service affiliates is needed to articulate marketing techniques by Zara in Sri Lanka (De Silva and Herath, 2019). This will provide the nation to have better and linear economic progression (Zara.com, 2022). This will also provide the nation to have better modernization of national development (Gunawardana and Wedasinghe, 2021). Conducting business dynamics in Sri Lanka needs the essence of relative targeting of the customers (Moazzem et al.  2021). It is the intention of Zara to make the human beings of the nation educated in the knowledge of the retail industry of the world (De Silva and Herath, 2019). The retail industry of Sri Lanka provides 25% of employment facilities to the human beings of the nation (Muniweera et al.  2020). So Zara has to involve in better employment options for the human beings of the nation (Zara.com, 2022). This will provide a social and economic progression of Sri Lanka in a linear way. Most of the human beings of Sri Lanka have fewer ideas of fashion and new trends in the market. So, in this case, new kinds of advertising and promotions are needed (De Silva and Herath, 2019). It is essential for Zara to make the human beings of Sri Lanka more modern with the help of organizational efforts (Moazzem et al.  2021). This will provide Zara to have successful business dynamics in Sri Lanka (De Silva and Herath, 2019). It is essential for Zara to have proper approval from the government of the nation.
Zara in the UK
In this consideration, the use of directional options strategies is needed to be involved. This will provide investors of the organization to have more profit. This will also increase the profitability of the organization. This will reduce the financial pressure on the business dynamics of the organization (Cummins et al.  2021). Through this, the rate of risks, volatility and options of expenses will be reduced (Pantano et al.  2020). This will provide linear satisfaction to the customers of the organization. This will provide the organization to have benefits in their purchasing behaviour and tendencies (Bamfield and Hollinger, 2020).  This will also increase the brand value of the organization in a precise way (Cummins et al.  2021). The use of new kinds of technology is needed in this consideration. Zara has to provide augmented reality for the customers of the UK. This will increase the brand value of Zara in the European cosmos (Bamfield and Hollinger, 2020). The incident of Brexit has provided some issues to the business dynamics of the retail organizations of the UK (Cummins et al.  2021). In this consideration, new kinds of employment schemes and corporate social responsibility in the UK have to be increased (Zara.com, 2022). The use of robotics is also needed to be used in the production units of Zara in the UK (Pantano et al.  2020). This will provide linear benefits to the organization to have successful marketing in the UK, and this will make the organization linear stability (Cummins et al.  2021). Therefore, Zara has to involve in features to the customers (Bamfield and Hollinger, 2020). These are based on physical, digital, offline and online entities to the customers of the nation (Pantano et al.  2020). In this consideration, Zara has to provide more and more online and digital services to its customers (Cummins et al.  2021). This will make the customers of the UK to be pleased with the marketing performance of Zara. This will also make the organization have better marketing conduction.
[bookmark: _Toc123406630]Evaluation of similarities and differences
It is essential for Zara to have a proper evaluation of the similarities between the UK and Sri Lanka is needed to be conducted. This needed to be understood that Zara is familiar with the markets of the UK (Bamfield and Hollinger, 2020). But it is not familiar with the markets of Sri Lanka (Moazzem et al.  2021). In this case, better consideration of the business analysis is needed to be conducted in this prominence (Moazzem et al.  2021). The human beings of Sri Lanka are more healthy and dynamic as compared to the human beings of the UK (Mkansi, 2022). These human beings of Sri Lanka are less involved in obesity and other kinds of health issues (De Silva and Herath, 2019). So from this preference, better employees can be derived from the human beings of Sri Lanka in the business dynamics of Zara (Moazzem et al.  2021). It is essential to the consideration that the GDP of Sri Lanka is less compared to the GDP of the UK (Cummins et al.  2021). But in this prominence, Sri Lanka has linear progression, which can provide commercial advantages to Zara (Gunawardana and Wedasinghe, 2021). The unemployment rate of Sri Lanka is also high as compared to the UK (Moazzem et al.  2021). So in Sri Lanka, Zara has to provide better employment options to human beings (De Silva and Herath, 2019). The poverty line in Sri Lanaka is also similar to the UK (Cummins et al.  2021). The essence of corporate tax in the UK is higher than in Sri Lanka (Bamfield and Hollinger, 2020). So from this, linear advantages and options can be derived for the business dynamics of Zara. It is essential to note that 35% of the human beings of Sri Lanka are involved in teach-savvy conduction (Cummins et al.  2021). In contrast, the UK have 95.0% tech-savvy customers (Zara.com, 2022). 
Most of the customers of the UK are fond of modernization and technological sophistication (Sharma et al. 2020). This makes the customers of Zara have linear and efficient satisfaction in this consideration in the UK (Zara.com, 2022). The purchasing power of the customers of the UK is also high as compared to Sri Lanka (Cummins et al.  2021). It is necessary to consider that the human beings of Sri Lanka have to be involved in more and more technological benefits with the business dynamics of Zara. This will provide Zara to have better business performance in the nation. The government of both the UK and Sri Lanka are democratic in nature (Gunawardana and Wedasinghe, 2021). The freedom given to the human beings of both nations is also in proper equilibrium (Bamfield and Hollinger, 2020). It is essential to understand that the literacy rate of Sri Lanka is also increasing, and it can provide a general advantage to the customer retention methods of Zara (Bamfield and Hollinger, 2020). In this convergence, Zara has to provide more relinquishing schemes to the customers of Sri Lanka (Moazzem et al.  2021). This will provide better marketing benefits to Zara. 

[bookmark: _Toc123406631]Conclusion
In this consideration, it needed to conclude that Zara will have better business advantages in the UK as compared to Sri Lanka. It is because Sri Lanka is a developing nation in the world. In contrast, the UK is one of the most developed nations in the world. So in Sri Lanka, Zara has to involve in better essence of marketing evaluation and technological featuring for the customers. In contrast, in the UK, Zara is satisfied with the use of value-proposition and digitalization in its services. Zara is a fashion & clothing retail brand in Spain. It has proper business units in the nations of Europe. Zara was founded in the year of 1975. The headquarter of Zara is located in Arteixo in, Spain. Zara provides worldwide services to globalized and diversified customers of the world. This provides the organization to have better marketing and business executions. This also makes Zara have better brand value in the line of efficiency. Through this, Zara has 2007 stores in the global dimensions. So with the use of new kinds of international marketing tactics, a number of business units Zara will be installed. Zara has an annual revenue of 19,586 million Euros. This will provide stability to the processes of international marketing for Zara. Social and cultural evaluation of the UK and Sri Lanka is being evaluated in this consideration. Zara is a brand that is more sophisticated and modernized among the global and diversified customers of the world. This makes the customers of the UK of Zara happy and pleased with the business and marketing processes. The business dynamics of the organization provide the analysis of the internal and external needs and trends. In this consideration globalization is involved in this reference. 
The use of globalization makes organizations and brands better business dynamics and marketing kinetics in the different kinds of nations of the world. In this prominence, the organizations or brands will be involved in engagement with the diversified customers of the world. In this consideration, research and studies of the needs of the diversified customers of the world are needed. In this report, the fashion and clothing brand of the UK, Zara, is involved. The report will provide an illustration of the information based on the international business dynamics of Zara. Two nations are being involved in this consideration, and these are Sri Lanka, and another one is the UK. The report provides the information that international marketing provides an increment of the marketing value of the brand. This will provide Zara to have an increment in brand prestige. This will provide Zara to make a proper marketing ethos in the international dimensions. Through this, the organization will have a better magnetization of the customers in this consideration. This will make the organization have linear efficiency on the verge of precision. 
It is needed to be noted that international business dynamics increase the competitive advantage of Zara. This will reduction of competitive thrusts from H&M, John Lewis Partnerships, and Primark. It is essential for Zara to use international marketing advantages to have better stability in the prevailing environment of customer demands. New trends and fashion needs of the customers are needed to be involved by Zara. This report provides information that Zara has better business dynamics in the developed nation of the world. These nations are the USA, the UK, and France. It is needed to be noted that for the benefits of global marketing, Zara has to make business influx in the under-developed or developing nations. So in this consideration, Sri Lanka is involved in making a proper analysis. 
Recommendation with the help of TOWS analysis
	

Threat
	Zara should focus on expanding its online presence in the UK to combat the threat of online competitors. Additionally, Zara should focus on increasing its marketing efforts to raise awareness of the brand and attract new customers. Finally, Zara should focus on improving its in-store experience in order to better compete with brick-and-mortar retailers.

	


Opportunity
	Given that Sri Lanka is a rapidly growing economy with a young and fashion-conscious population, Zara has significant potential to expand its operations in the country. In order to capitalize on this opportunity, Zara should focus on increasing its presence in key urban areas such as Colombo. This can be achieved through the opening of new stores as well as the expansion of existing ones. Additionally, Zara should focus on increasing its online presence in Sri Lanka to reach a wider audience.

	


Weakness
	Zara should focus on its weaknesses in Sri Lanka in order to create future strategies that will be successful. One area for improvement is that Zara needs a very strong online presence in Sri Lanka. This means potential customers may need help finding information about the company or its products. Another area for improvement is that Zara does not have any physical stores in Sri Lanka. Customers would have to order products from the company's website, which could be difficult for some people. Finally, Zara's prices may need to be lowered for some customers in Sri Lanka. This could make it difficult for the company to attract and retain customers in this market.

	

Strength
	One of Zara's main strengths is its ability to adapt to market changes quickly. For example, when the fast fashion trend first started, Zara quickly jumped on board and started producing its own line of affordable, trendy clothing. This allowed them to stay ahead of the competition and maintain a strong market share.
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