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[bookmark: _Toc227717062]Introduction
Zara is a powerful fashion brand in the sphere of the world retail and the flagship brand of a Spanish group Inditex. Amancio Ortega and Rosalia Mera are the founders of the firm which was started in 1975 at A Coruna, Spain. Since the inception, the founders wanted to make trendy apparel cheap and reach out to the largest number of consumers. Zara has created a scalable operating model, in contrast to the old fashion companies, which have a very long seasonal process. The company has lots of control in its design, production and distribution processes and this has enabled new styles to reach its stores within a short period of time (Ferdows et al., 2004). This very intimate connection between the design teams, the factories and the retail outlets assists Zara to react promptly on the changing trends and customer demand. Consequently, Zara has developed an effective competitive advantage within the fast-fashion industry and has become a popular business and marketing case study on the international business. The mission of Zara in Spain is to provide the latest fashion at affordable rates and enhancing the shopping experience. The vision of the company in the home market is to be a company that is close to its customers, responsive to their needs, and develops in a responsible manner (Ghemawat and Nueno, 2006). This vision has also been complemented by a more intense focus on sustainability in the recent years, including the decrease in environmental impact, the application of more responsible materials and the enhancement of transparency in the supply chain.
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Figure 1: Zara Brand logo
This report will analyze the international marketing mix of Zara in two countries; the country of origin, which is Spain and the foreign country, which is India. Zara joined India in 2010 in a joint venture with Trent Ltd Indian market has a high growth potential because of the large population, fast urbanization and growing middle classes. Meanwhile, it has distinct challenges associated with cultural diversity, price sensitivity and lack of similarity in consumer behavior as in the European markets. In India, Zara has the same general mission as in Spain and this is to provide trendy clothes that indicates the current trends and to change collections regularly. Nevertheless, marketing mix is adjusted by the brand to the local conditions. The position of the stores is largely in big cities and shopping malls with greater purchasing power and higher rates of demand on international brands. Pricing policies are based on income variations and the cost of imports, whereas the product mix is adapted to local tastes, climate and culture (Tokatli, 2008). There is also a difference in terms of strategy in promotion with more focus on in-store experience and online means since online shopping is still on the rise in India. In India, the vision of Zara is consistent with its vision of the global market of integrating speed, customer-focused and responsible business practices as well as seeking to reinforce its presence in a competitive and rapidly evolving retail market. This report is a comparison and contrast report aimed at the international marketing strategies of Zara in Spain and India based on major marketing models. It will compare differences in the macro-environment using PESTEL analysis, segmentation, targeting and positioning strategy, and how Zara will respond to changes in marketing mix in the two markets. In this comparative manner, the report will attempt to demonstrate how global brands strike a balance between standardization and adaptation in their operations in different markets characterized by cultural and economic diversity. Apart from these, directional growth strategies of Zara are also discussed in this report, especially using the Igor Ansoff Matrix, to comprehend its growth in India and BCG to support its Spain market position. It also considers ethical aspects like sustainability and labour practices in the fast-fashion sector. Moreover, there is also a reflective part that is written based on the Gibbs Reflective Cycle to evaluate learning outcomes. These factors guarantee a more in-depth and critically knowledgeable examination of Zara in local and international market.


[bookmark: _Toc227717063]A Comparative Analysis of Both Markets
The micro environment describes marketing-related players that are in close proximity to the company, which affects its service delivery capacity to its customers, including suppliers, competitors, intermediaries, and the customers themselves (Kotler and Keller, 2016). It dwells on the local business environment that has a direct impact on the organisational performance and marketing decisions (Jobber and Ellis-Chadwick, 2020). The macro environment, however, is also a factor a company operating in the international sphere needs to take into consideration. 
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Figure 2: PESTEL Analysis Factors Diagram (Tokatli, 2008).
[bookmark: _Toc227717064]Political Factors
Spain is a parliamentary constitutional monarchy, which is a part of the European Union. The institutions of democracy in the country are fairly stable and the regulatory systems are predictable. Spain has a good score on political stability and quality of regulation. The availability of one market of more than 440 million consumers, harmonised regulations and less trade barriers are also offered by EU membership (European Commission, 2024). This is the environment that is favorable to international retailers such as Zara who enjoy the advantage of easier trade and stable market regulations in the EU countries. However, the labour laws and taxes in Spain are rather strict. The corporate tax rate is approximately 25% and labour protection laws make the cost of employment more expensive to the retailer and increase operational costs of the firms.
In India, there is an enhancement of political stability but the implementation of policies may vary in the different states. India is slowly opening up foreign direct investment policies in the retail sector, which permits 100 percent FDI in single brand retail (Government of India, 2023). Nevertheless, firms can experience the regulatory complexity, bureaucracy, and 20-30 percent importation tax on clothing products. All in all, Spain is a more foreseeable place to do business, so much favorable for Zara, simultaneously India has even higher market potential but the companies have to deal with more complicated policies.
[bookmark: _Toc227717065]Economic Factors 
Spain is a mature economy having comparatively stable financial systems and consumer markets. In the last quarter of 2025, the GDP growth was approximately 0.3% in the country and inflation was about 2.9% (Eurostat, 2026). The purchasing power of Spain is also relatively high. In 2024, the GDP per capita was approximately $32,000, which promotes the demand of foreign fashion brands. Nevertheless, the unemployment rate is still comparatively high (approximately 11-12) and this may affect consumer expenditure in the discretionary markets like the fashion stores. The GDP of Spain is approximated to be $2.04 trillion in 2026 and considering the inflation, the economic environment is stable and predictable for fashion industries.
The GDP growth of India was estimated at 7.6% in the 2024-2025 fiscal year with the help of domestic consumption and investment (IMF, 2025). In spite of the fact that at approximately 2,700 GDP per capita is considerably lower than that of Spain the population of over 1.4 billion consumers in India presents a very huge consumer base. The inflation in India has been around 5%-6% over the last few years, and the Indian rupee has been decreasing gradually. By contrast, India has much larger GDP of about $4.5 trillion in 2026 which indicates potentiality but a little more unstable growth conditions (Eurostat, 2026).  However, there are huge long term prospects in the fashion brands of India like Zara due to its growing urban population and rising middle market. 
In the case of Zara, Spain presents greater economic stability and purchasing power whereas India has greater growth potential with economic volatility. 
[bookmark: _Toc227717066]Social and Cultural Factors
Fashion consumption is highly influenced by social tendencies. There is a total of approximately 48 million people in Spain, and over 80% of them reside in the urban areas (World Bank, 2024). The lifestyle trends are driven more toward design, quality, and sustainability. Spain had an international tourist inflow of approximately 93 million visitors in 2024, a source of retail demand.
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Figure 3: Population, total - Spain (World Bank, 2024)
India is exhibiting another demographic structure. The population of the country is more than 1.43 billion and a median age is approximately 28 years old, which means that the country is among the youngest large economies. Urbanization has increased and approximately 36 percent of the population resides in urban areas and the rising middle classes are putting more pressure on consumerism. Social media, foreign brands, and global fashions influence young consumers in India, which justifies the fast-fashion model of Zara. Nevertheless, in the face of variations in income and cultural differences, companies should change their marketing strategies.
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Figure 4: Hofstede Comparison between Indian and Spain (Geert Hofstede, 2026).
The cultural dimensions proposed by Hofstede point out more differences. Power Distance is stronger in India (77) than in Spain (57), which means that it is more accepting of hierarchy. Spain is a little individualistic (51) compared to India (48). India has also ranked higher on Masculinity (56) compared to Spain (42) and thus has more emphasis on achievement. Uncertainty Avoidance (86) is much higher in Spain (86) than in India (40) implying that Spanish consumers like predictable brands. India and Spain have slightly different score in terms of Long-Term Orientation (51 and 48) and Indulgence (44 and 26). The Hofstede model assists companies in appreciating variations in cultures and modifying the marketing approaches. It is nonetheless limited in the sense that the national averages might not reflect the diversity in the region or evolving cultural values.
According to the Hofstede model, the cultural factors in Spain and India offer Zara opportunities and challenges. The situation in Spain is favourable because the market is more inclined to fashion consumption, where higher individualism and indulgence favour the consumption of fashion, but uncertainty avoidance is high, which implies that consumers like to use a brand that they trust. The relationship between collectivism and low indulgence in India may restrict the frequent buying of fashion products, yet there is a young population and increasing exposure to international trends, which presents a good opportunity. 
[bookmark: _Toc227717067]Technological Factors
Spain is developed in technological infrastructure. The internet penetration has reached approximately 94 percent of the population at 2024 and the use of e-commerce is on the rise (Statista, 2025). The nation is also enjoying a good logistics network and supply chain system, which aids the fast-fashion distribution model of Zara.
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Figure 5: Internet Users of India ((Internet and Mobile Association of India and Kantar, 2024).
The technological environment in India has grown at a high rate in the recent years. By 2024, there were more than 886 million internet users, of which 397 million attributes urban population whereas 488 million presents rural users. 
These changes provide Zara with the opportunities to increase online retail in India. However, the quality of infrastructure and logistics could still differ between different regions and it can impact the efficiency of distribution. 
[bookmark: _Toc227717068]Environment and Law
The policies of sustainability of the European Union have a strong influence on environmental regulation in Spain. The EU climate aims to reduce 55% emissions of greenhouse gases by 2030 (European Commission, 2024). Recycling, waste minimization and sustainable sourcing are some of the regulations that should be adhered to by companies. 
India has implemented policies on the environment to deal with pollution and sustainability but this is not always enforced in all regions. The rapid urbanization and industrialization has amplified environmental issues like pollution of air and waste disposal. The conditions pose threats and opportunities to the companies that encourage sustainable production.
Similarities and differences between PESTEL.
The macro environment in Spain and India poses a difference to Zara. Spain is politically stable, has well-developed infrastructure, good legal systems and greater purchasing power, making the country a mature and predictable market. Nonetheless, the rates of economic development are rather average and the market saturation can hamper growth.
Instead, India offers an excellent economic growth, a population that surpasses 1.4 billion, and a digitally savvy and young population. These forces present huge long term opportunities to the fashion retailers. Simultaneously, companies have to cope with regulatory complexity, gaps in infrastructure, and cultural diversity.
The variations emphasize that international marketing strategies should be different in these markets. In Spain, Zara can use the recognition of the brand and efficiency of its operations, but in India, it will have to alter prices, distribution and product selections to the local requirements. 
[bookmark: _Toc227717069]STP Analysis
The segmentation, targeting, and positioning (STP) is a business model that allows companies to subdivide market segments into various categories, pick the most appealing ones, and position their products and services efficiently (Kotler and Keller, 2016). In the case of an international company such as Zara, STP strategies need to follow the disparities in economic condition, consumer behaviour as well as cultural condition in the respective markets.
[bookmark: _Toc227717070]Spain (Home Market)
In Spain, Zara divides the market based on the demographic, geographical, and psychographic factors. The main segments are the urban consumers aged between 18 and 40, middle- and upper-income, and highly fashion-conscious consumers. The urban population of Spain is more than 80% and the comparatively high GDP per capita (around $48,460) facilitates the demand of fashion products (Eurostat, OECD, IMF, and World Bank, 2026).
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Figure 6: Spain's GDP per Capita (Eurostat, OECD, IMF, and World Bank, 2026).
Zara uses differentiation targeting strategy in Spain where it serves various segments in the mass market. The large product range enables the brand to attract the younger consumers interested in the trend-oriented apparel and the older consumers, who are more focused on quality and functionality. This mass targeting aligns with the developed field where the consumer preferences are varied (Kotler and Keller, 2016).
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Figure 7: Perpetual Map of Zara in Spain (Source: Author).
Zara has placed itself as a luxury fast-fashion store which provides fashion style products at affordable rates. The strong fashion culture and consumer awareness of Spanish people about the fashion trends around the world supports the brand positioning. This is nurtured by its high level of product turnover and focus on design innovation.
[bookmark: _Toc227717071]India (Host Market)
In India, Zara uses income, age, and lifestyle segmentation. The target consumers would be urban consumers who are aged 18-35 and in metropolitan cities like Mumbai, Delhi, and Bangalore where disposable income is relatively high (IMF, 2025). The GDP per capita of India is much lower in comparison with that of Spain (approximately, $9,818), which restricts the population of the prospective mass market (Eurostat, OECD, IMF, and World Bank, 2026).
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Figure 8: India's GDP per Capita (Eurostat, OECD, IMF, and World Bank, 2026).
Consequently, Zara has a target-driven approach to the market, with a specific focus on the upper-middle and high-income clients. This strategy indicates the necessity to be in line with the purchasing power and consumption trends of the new markets (McKinsey, 2024).
The positioning of Zara in India is not similar to Spain. It is still a fast-fashion brand, but it is seen as an aspirational and high-quality global brand. Consumers tie Zara to the fashion trends in the global market, exclusivity, and status, which boost its popularity with young urban professionals (McKinsey, 2024). 
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Figure 9: Perpetual Map of Zara in India (Source: Author).
[bookmark: _Toc227717072]Comparison of STP Strategies.
Zara has a stable brand in the world but with a varied STP strategy in markets. In Spain, it is aimed at a wide middle-income market, whilst in India it is aimed at a narrower rich market. In the local market, certain changes are required. In India, the target is on a smaller and high-end segment of urban consumers since the prices are higher and the stores are carefully chosen, and in Spain, the target market is larger, covering a wider range of consumers with middle-income and the desire to find affordable fast-fashion. These variations show that Zara is capable of having a consistent brand image but can vary segmentation and targeting strategies according to the economic and cultural conditions of a specific market (Chaffey and Ellis-Chadwick, 2019).
[bookmark: _Toc227717073]Marketing Mix (7Ps)
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Figure 10: 7Ps of Marketing Mix (Booms and Bitner, 1981).
Marketing mix is a model, which involves a combination of seven major components such as product, price, place, promotion, people, process, and physical evidence, to realize marketing goals (Booms and Bitner, 1981). Zara uses standardised strategies in most of the markets around the world where they are selective in adapting.
Product
Zara has a large product range both in Spain and India with womenswear, menswear, kidswear, footwear and accessories. It has a high product depth and has frequent new drops, a range of styles, a range of colours and seasonally designed products that are in line with the fast-fashion trends (MCkinsey and Company, 2024).
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Figure 11: ZARA's Product Depth, Width, and Variations (Source: Author).
In Spain, the entire range is offered in deeper inventory in all categories because of larger stores and a developed market. Its fast-fashion business model enables designs to go through the concept to store within a few weeks, hence respond to the shifting consumer trends.
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ZARA’s Product Categories in Both Countries’ Official Websites (Spain in Left, India in Right)
In India, it is more edited, with a little less depth being on bestsellers, light clothes, and clothes that are in line with the demand in the city environment, so that it is relevant to urban consumers, but not too narrow (Inditex, 2025). It is also somewhat in line with local tastes such as simple designs and extended seasons. This demonstrates a trade-off between international standardization and regional flexibility. 
Price
Zara applies a market-oriented pricing in Spain and India, but the prices are modified to the economic and purchasing ability, taxes, and costs of imports. Although the brand enjoys a stable high-end fast-fashion position across the world, domestic production is relatively cheaper in Spain, but in India, prices are relatively higher because of import duty and operational expenses. In both countries, limited discounting is employed to maintain brand image and exclusivity (Inditex, 2025).
The two markets are significantly different in terms of pricing. Zara pursues a mid-range pricing approach in Spain with the help of an increased volume of average disposable income and stable purchasing power (Eurostat, 2024). The prices are affordable to a wide range of consumers in the fast-fashion market.
Zara has a relatively high pricing strategy in India. Retail prices are increased by the importation of apparel charges (7-10 percent), the cost of logistics, and currency exchange rates (Government of India, 2023). Consequently, Zara focuses on consumers with the middle- and upper-income in urban areas. This reduces the mass access, but enhances the aspirational positioning of the brand.
Place
Zara has an integrated omnichannel distribution strategy in both Spain and India, integrating flagship retail outlets in prime urban locations with its official online platform. In Spain, Zara has a very efficient distribution system, which is backed by the developed logistics and closeness to the headquarters. In Spain, stores are bigger and more distributed because of the home-market advantage, which gives it an opportunity to replace faster and a greater variety of assortment. The products are replenished regularly, in most cases, after 2-3 weeks which means that inventory is always renewed constantly (Inditex, 2025).
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Figure 12: Zara Physical Store in Spain (ZARA, 2026).
Zara in India has the concentration of its store network in the big cities like Delhi, Mumbai and Bangalore. This characterizes the high real estate prices and preference to high end retail locations. Simultaneously, online means are developing at a high rate. The internet penetration in India has crossed over 50 percent and there has been a robust development in mobile commerce (Statista, 2025). This will allow Zara to access more people than the limited number of physical outlets. This guarantees uniform brand experience in both markets with local flexibility to retail structures.
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Figure 13: Zara Store in South City Mall, India (Zara, 2026).
Promotion
Integrated Marketing Communications can be defined as the organization and cohesion of all promotional instruments and communication channels to provide a coherent and direct message to target audiences (Belch and Belch, 2021). It makes sure that advertising, digital media, public relations and sales promotion collaborate to increase brand effectiveness. In today’s business era, companies focus in such marketing communication for efficient business reach.
Zara has an integrated Omni channel distribution strategy in both Spain and India, integrating flagship retail outlets in prime urban locations with its official online platform. In Spain, stores are bigger and more distributed because of the home-market advantage, which gives it an opportunity to replace faster and a greater variety of assortment (Wang, 2023). Zara is present in India primarily in large urban malls, with a more selective store presence, and e-commerce helps to reach a broader customer base in the urban centers. This guarantees uniform brand experience in both markets with local flexibility to retail structures.
Zara aims at preserving brand image and in store experience more than conventional advertising. The strategy works in Spain as the brand awareness and customer loyalty are high.
In India, digital promotion is more important. The high rate of smartphone and social media consumption has prompted Zara to leverage online platforms to communicate with and create brand awareness to customers (Chaffey and Ellis-Chadwick, 2019). This can be seen as a minor change in the promotional strategy, although it has not changed its low-advertising strategy.
People, Process and Physical Evidence
Zara has the ability to offer the same standard of service, store format, and visual merchandising across markets, which gives it a strong international brand. The employees are trained to offer effective service and product presentation. Zara has a large concentration of workforce in Spain where it has almost 50,000 people to assist headquarters, logistics, and retail operations. By contrast, India is a smaller market that is expanding with about 10,000+ employees that target retail outlets and the urban distribution. This is indicative of Zara dominance in home markets in Spain and strategy of selective expansion in emerging markets such as India (Inditex, 2025)
There are however disparities in operational efficiency. Spain is an advantage because it has well-developed infrastructure and supply chain that lets it turn the product around more quickly. In India, the distribution can be influenced by logistical problems like the slow speed of transportation and regulatory procedures (World Bank, 2024). Nevertheless, Zara does not lose of its premium in-store experience that reinforces its physical evidence and perceived value. 
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Figure 14: ZARA's Outlet Showcase in Spain (Shutterstock, 2025).
[bookmark: _Toc227717074]Similarities and Differences
The strategy adopted by Zara demonstrates high levels of global standardization of product designs and branding, with price and distribution being adjusted. Spain is a developed, reachable market, and India needs to be more selective and with more premium-oriented approach due to economic factors and disparities in infrastructure. Pricing in Spain is mid-range and highly accessible, distribution is dense and highly efficient, and promotional activity is oriented to in-store experience instead of extensive advertising. Pricing in India is at a high level considering the import taxes, logistics, and currency exchange rate, with the stores presence being centralized in the major cities and has been facilitated by an increasing focus on online and social media advertising. The products offered in India are lighter fabrics that meet the local tastes and climate. These distinctions are indicative of how Zara allows balancing between the global uniformity and local sensitivity.
[bookmark: _Toc227717075]Directional Development Strategy
A growth strategy is a strategy that provides information on how companies increase their market share and activities over a period of time (Ansoff, 1957). The use of market entry and slow expansion has been integrated in the international expansion of Zara. 
Ansoff Matrix Application
The entry of Zara into India can be seen as a market development strategy, in which the old products are launched in the new geographical market. This minimizes risk that is associated with the products and capitalizes on a well-established brand identity (Ansoff, 1957).
[image: Analysis and Advantages of Ansoff Matrix]
Figure 15: Ansoff Matrix (Ansoff, 1957)
Zara is also using market penetration strategies in India for driving up sales by adding stores and enhancing its online presence. The concept of e-commerce has a significant role in terms of market reach in India. Practically, Zara integrates its standardized design and operational knowledge with local changes like weather appropriate fabrics, culturally conscious designs, and the appearance of the seasons. The given strategic balance helps Zara to win the audience of the new urban consumer who appreciates the global fashion trends and, at the same time, wants to see it as relevant to their local preferences. The strategy also enables Zara to experiment market responsiveness with little interference to the main product offerings, which will form a blueprint that can be used to expand to other South Asian markets in future (Wang, 2023).
[bookmark: _Toc227717076]Ethical and Unethical Problems 
[bookmark: _Toc227717077]India
In India, Zara has adapted both ethical and unethical marketing practices across all the marketing mix elements. Zara has a positive economic impact on India since it provides jobs and promotes the organized retail sector (World Bank, 2024). It also brings international standards of retailing. Simultaneously, there are supply chain transparency and labour conditions concerns on developing markets. Moreover, younger consumers can be motivated by fast-fashion consumption towards unsustainable purchasing behaviour (Joy et al., 2012). 
From the ethical take, Zara has included more use of sustainable supplies following its “Join Life” marketing campaign, which promotes sustainable consumption under product strategy (Inditex, 2025). Moreover, the company stopped unrealistic brand promotions, it has drawn limitations on advertising approaches while focusing significantly on targeted brand communication and transparent positioning, which is under step forward in both place and promotion strategies. 
However, there are still some unethical practices to be concerned about. Zara’s luxury pricing strategy in India may hamper its pricing strategy’s value as it imposes limitations on accessibility and decreases the value driven fairness (Government of India, 2023). In depth, fast-fashion industry and the companies like Zara promote unnecessary purchasing while encouraging short product usage cycles, which ultimately lead to more wastage in environment and unsustainable practices over the time, this is a severe unethical practice of both product and process marketing strategies (Niinimäki et al., 2020).


[bookmark: _Toc227717078]Recommendations
Zara can do more in Spain to enhance the sustainability efforts, such as using more recycled materials and enhancing the visibility of the supply chain. This will assist in satisfying more rigid regulatory requirements and demand in ethical products among consumers (European Commission, 2024).
Zara in India has an opportunity to consider partial local sourcing or manufacturing to minimize expenses and enhance pricing competitiveness. The efforts to expand e-commerce into small cities can as well aspire to capture the emerging demand, which is aided by the increasing usage of the internet (Statista, 2025).
On the global scale, enhancing the supply chain visibility and meeting the environmental concerns will be of paramount importance in terms of preserving the brand value over time.
[bookmark: _Toc227717079]Conclusion
Spain and India offer different market conditions to Zara, and consequently Zara functions and adapts its practices differently in both countries. Spain is a mature market in which stability, well-developed infrastructure and high purchasing power are present. Conversely, India has high growth prospects due to a huge population, urbanisation, and growing access to the digital world (IMF, 2025).
The success of Zara lies in its capabilities to be a global brand and fit in the local settings. The company can maintain its competitive edge in both the developed and emerging economies by aligning its marketing mix and growth strategy with market difference. Meanwhile, ethical and sustainability issues will continue to be critical in the long-term performance.


[bookmark: _Toc227717080]Reflection (Gibbs Reflective Model)
Reflection is a significant element of learning and it offers a systematic way to process experiences by passing through phases of description, feeling, evaluation, analysis, conclusion and action plan (Gibbs, 1988). This model has enabled me to reflect on the experience of doing this report on the operations of Zara in Spain and India.
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Figure 16: Gibbs Reflective Cycle Elements (Source: Author)
Description
This report gave me the responsibility of analysing Zara in various business frameworks like PESTEL, marketing mix and BCG matrix as well as Ansoff matrix. First, I set about the task by doing some general research about Zara, but soon realised that the assignment was not that of mere descriptive writing. To do it, I had to rely on theory and apply it to real-world data, employ credible sources, such as annual reports, and present my arguments in a clear way. I had to spend a lot of time to find the appropriate data, particularly the recent and country-specific data that were not always easy to locate.
Feelings
Initially, I was very overwhelmed. There was plenty of information on Zara and Inditex, but not everything was immediately helpful to my analysis. Another issue that I had was a difficulty in relating theoretical frameworks, such as BCG or the 4Ps, to real data on companies. I at times questioned that I was using the right sources or interpreting the data the right way. Nevertheless, I began to feel more confident as I went on and particularly after I started using academic articles and official reports. The gradual organization of the report helped to make the task seem easier.
Evaluation
In retrospect, one of the good things about my work was that I was able to utilize various sources such as academic journals and company reports that gave my analysis more credibility. I also learnt to apply theory to practice especially in the analysis of pricing and distribution strategies of Zara in Spain and India. Nevertheless, it had its weaknesses. I had difficulties in being to the point and sometimes had too much general information rather than going directly to the question. Time management was another problem for me as I took a lot of time in research process to understand and find the articles. 
Analysis
This whole experience made me realise that making a good business report takes a lot of things simultaneously. Both collecting information and connecting it to relevant theories are equally important in this process. Zara’s fast fashion model and dynamic structure helped me to explain and connect the theories in more depth, especially for marketing analysis there was a lot of scope. It helped me to evaluate and analysis information of different sources and annual reports. The other important lesson was the necessity of proper organization. My arguments were easier to follow when I structured my work in terms of headings and structures. 
Conclusion
On the whole, this assignment assisted me in building my research and analytical skills. I encountered challenges but especially in the early stages, I was able to enhance my knowledge about the application of business theories in a practical environment. I was also able to learn more about my weaknesses, including time management and being occasionally unfocused in my writing. These are some of the areas that I will have to work in future assignments.


Action Plan
In the future, I will treat the task more organised in order to present the report. To begin with, I will take time to comprehend the requirements completely before initiating research so that I can only concentrate on the information that is relevant to me. I will also draw a clear outline at the beginning as it will assist me in organizing my arguments better. In future research, I will focus on quality contents to develop my write-up and critical analysis.
To manage time better, I will break the assignment into phases, including research, writing, and editing and schedule each phase. This will enable me not to spend much time on a single aspect of the task. I will keep time afterwards to revise and reshape my work for ensuring more accuracy and relevancy. 
Overall, I will follow my experience of connecting real practices to theories from this learning. Using these follow up steps, I can contribute to better reports in future, both in structure and information relevancy. 
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