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[bookmark: _Toc122044536]Executive Summary
Marketing is a paramount tool when it comes to the success of a business, as innovative products are no longer enough to retain sales and consumers, it is the commercialisation of such products that impacts success. The concept of marketing is constantly evolving, with the most recent progression revealing that the way in which customers perceive value has become more significant than it has ever been. Furthermore, the digitalisation of the marketing world is changing many marketing strategies used among retailers such as Primark.
Primark appears to market its products through both the gain of an advantageous position in the retail marketplace and low prices. Many of the organization's marketing campaigns are based on a low-advertising model, and the company strongly lacks e-commerce.
Primark have attempted to build a positive brand image, which was negatively affected due to a number of disasters deriving from poor working conditions on the company’s behalf at the organisation's textile factories. Primark was able to regain its image by compensating those who were impacted in these incidents and promising to be both sustainable and affordable. Despite the fact that this has somewhat restored Primark's brand image in the eyes of consumers, resulting in positive marketing, the company is not utilising all media platforms available to it for marketing purposes, which is impacting the ways in which marketing campaign success can be measured, in addition to hindering the company's progression in the marketing field.
It may be suggested that the current marketing strategy adopted by Primark is ineffective in such a dynamic field of business. Additionally, it may be recommended that Primark make a number of changes in order to improve its marketing strategy and its effectiveness, such as developing a method of e-commerce, exploring the idea of internal marketing, and becoming more aware of the marketing environment surrounding the company.

[bookmark: _Toc122044537]Introduction
A working definition of marketing, according to Blythe and Martin (2019) is the term given to activities which occur at the interface between consumers and an organisation with the aim being to ensure that buyers’ needs and wants are being met at prices that represent value for money in order to encourage consumers to conduct transactions with the marketer’s rather than key competitors. 
This report will focus on Primark as a business and the organisation’s approach to marketing, taking into consideration the importance of marketing as a concept by researching which of Primark’s resources are invested in marketing today. Additionally, Primark’s marketing environment and its influence will be analysed, in addition to the target market of the organisation. Established tools used to capture target markets will also be discussed to analyse the ways in which Primark engages with and captures its target markets, including segmentation, positioning, and the marketing mix. 
Further, Primark’s chosen selection of media and methods of communication will be discussed within this report with supplementary analysis on whether or not these are appropriate and effective, with sound reasoning provided. The ways in which success is measured regarding marketing campaigns will also be considered with reference to measurement metrics and used to draw a conclusion on whether Primark’s current marketing strategy is effective or ineffective.
A sound conclusion will then be drawn addressing the shortcomings of Primark’s marketing strategy based on all the information accumulated throughout the report. Finally, based on ultimate conclusions, this report will make recommendations as to how Primark can improve its marketing strategy in the future.


[bookmark: _Toc122044538]Main Findings
Primark is a company originating from Dublin, Ireland in 1969 parented by Associated British Foods. It is now a leading retailer which specialises in the sales of clothing, footwear and accessories with 408 stores worldwide including the UK, the Republic of Ireland, Germany, Spain, the Netherlands, Austria, France, Portugal, Belgium, Italy and the United States (Statista, 2022).
[bookmark: _Toc122044539]The Concept of Marketing 
According to Drucker (1964), the purpose of any business is to create consumers, with the business having only two basic functions; marketing and innovation as these are the functions that produce results rather than simply costs. Yohn (2022) expands on this by stating that marketing is more important today than ever before as the world of business is inundated with new and innovative products, services, and technologies, developing that it is essential for these new offerings to be commercialised in a way that is effective in generating profit and revenue. Yohn concludes that innovation alone is not enough to sustain a company and that its pairing with marketing is essential.
Many successful businesses have adopted the marketing concept, which refers to the use of marketing data to draw focus on the wants and needs of consumers in order to develop effective strategies in marketing that both satisfy the needs of consumers whilst simultaneously accomplishing the company’s goals. The marketing concept is carried out successfully when a business identifies the needs and wants of potential buyers through market research, produces the goods, services and/ or ideas that will satisfy these needs in an attempt to please customers, provide value to the consumers, and thus achieve the goals of the company, this is a concept that can be used in a constant cycle in order to achieve long-term goals for the business (Gitman et al., 2018).
Marketing is a concept that has been redefined for many years, with many aspects of it remaining constant through time, however, it is a concept that has, in recent years, undergone an evolution. The increasing awareness of societal issues has become a major factor in the success of current marketing practices. This stems from the idea of the marketing evolution put forward by Kotler (1986) in his discovery that marketing moved away from its original focus on economic efficiency and mass distribution to a more selling-focused concept, which concentrated on sales management and selling techniques in order to reach targeted markets in a more consumer-orientated approach, with the main goal being to find and meet consumer needs. Finally, Kotler discovered that politics and public relations were becoming increasingly important in marketing, further representing that marketing had shifted from the channel itself to a diverse range of external issues relating to societal issues and the publics, such as governments, activist groups, and employees. This review of the evolution of public relations indicated that this is a factor that has overtaken traditional marketing goals and has, in turn, changed the requirements of successful marketing in today’s society.
[bookmark: _Toc122044540]Primark’s Marketing Approach
Primark is an example of a business that uses the public relations attached to its brand name as a method of marketing the business. Today, brand image is more important than ever as it has a significant effect on consumer behaviour through its ability to build credibility and loyalty amongst customers. Through consistently maintaining a stable brand image in the eyes of the consumer, a business, like Primark, is able to build a positive relationship with consumers, the more often an organisation is able to deliver on a brand promise, the more likely consumers are to gravitate towards the business (Thimothy, 2022). According to Primark’s website, it is a brand that is committed to protecting the planet through the sustainability of its merchandise production and recyclability of its products and packaging, additionally claiming to show customers how fashion can be affordable and eco-friendly (Primark, 2022a). However, this has not proved to be completely successful for the business as a number of scandals have been uncovered by the business revealing that they may not be as environmentally and socially conscious as they originally claimed. One of these major scandals was the collapse of the Rana Plaza building in 2013, housing five garment factories, one of which belonged to Primark’s supplier. The building collapsed in the Bangladesh capital of Dhaka, killing more than 1,130 garment workers who were working in poor working conditions (Parveen, 2014).
Primark attempted to redeem its brand image after this disaster through the payment of over £6 million in compensation to victims of the incident, giving money to the workers, their families, and also towards communal compensation to be shared amongst all workers of the factory. Primark continues to attempt to improve its reputation as a sustainable and socially conscious business as the organisation has recently made a “responsible exit” from sourcing in Myanmar following a report from the Ethical Trade Initiative stating that there had been evidence of forced labour and exploitation as a sector level within the garment manufacturing facilities used by a number of businesses, including Primark (Van, 2022). This proved effective for the business’s brand image as the retailer is now perceived as a leader in ethical sourcing after the dramatic increase in its global factory monitoring teams (Butler, 2019).
Another major marketing tool that Primark utilises, is that of market segmentation. Market segmentation may be defined as the identification and delineation of clusters of potential buyers, grouped together but a specific set of characteristics which then become targets for marketing plans, this can be advantageous as it is a technique which divides total demand into fairly homogenous segments divided by factors such as geography, demography, psychology, psychography, and behaviour, thus making it easier to tailor marketing to specific customer groups and predicting consumer response (Tynan and Drayton, 2010). Primark segments its market through the products they offer, providing a range of homeware, clothing for ladies, men, and children, fitness clothing, and a beauty line (Primark, 2022b). It is this division and range of products that allow the company’s marketing team to respond and organise strategies into components which allows for the characterisation and evaluation of the markets to predict the rise, decline, and overall success as per the product life cycle.
One resource Primark has, like many other businesses, is a dedicated marketing department. This is a resource within Primark’s internal environment. A Marketing team functions as the channel between the sales team and customer engagement on the front line of the business, by having an internal marketing team, as opposed to outsourcing for marketing, businesses, such as Primark, are able to streamline a real-time flow of product information and feedback from both ends (Lowe, 2022). 
Another established marketing concept that Primark relies on in marketing is that of market positioning. Market positioning refers to an organisation’s ability to influence the perception of consumers in relation to the brand or product relative to the competition, the aim of this concept is to establish a brand or product so that customers perceive it in a specific manner (Corporate Finance institute, 2020). Finding an expedient position within the marketing environment is often heavily reliant on the Marketing Mix. The marketing mix as put forward by McCarthy originally consisted of four key elements, known as the four Ps: price, product, place, and promotion. More recently, a further three elements have been added to the mix: packaging, positioning, and people (McCarthy, 1965). There are a number of forces that bear on the marketing mix, some of which being the buying behaviour of consumers, behaviour in trade, and competitors positioning (Borden, 1964). 
As aforementioned, Primark has a wide range of products available in-store which contributes to their product positioning, Primark stores offer this wide range in order to appeal to varying personalities within the same segment of consumers. Primark also gives the most in-store floor space to its women’s wear department regarding floor space and window advertising in an attempt to appeal to females, the business’s largest customer range (Mintel, 2014). Additionally, Primark launched an ‘exclusive’ range which resulted in an immediate increase in sales due to the psychological impact of such product ranges (Wood, 2013). 
Primark’s main factor that puts the business in an advantageous market position appears to be its pricing as they are one of the UK’s lowest-priced clothing retailers. This is something the organisation tries to highlight, however, this is a strategy that is losing its appeal due to the changing perception of value in the eyes of consumers. It has been discussed how brand image and marketing now revolve around positive public relations and the ways in which a business is perceived in itself more than before, as a result, the ethical standpoint of a business now creates value for the customer as well as just the price. Customer value perception reflects functional, emotional, economic, and symbolic dimensions of value associated with the purchasing of a product (Rintamäki and Kirves, 2017). 
[bookmark: _Toc122044541]Primark’s Marketing Media
As aforementioned public relations are a major part in marketing and branding, and in the modern day may be defined as a way to build, enhance, or protect the reputation of a business or individual through the media or self-produced communications (Wynne, 2022). Upholding a positive corporate reputation and branding can be especially challenging for businesses today, particularly with the development of the social web as it is this media which allows for an increase of unfiltered information to be shared freely across the internet (Shirky 2008).
There are a number of different ways a business can market its products and services, with resources and outlets for marketing material increasing in the modern day. One of Primark’s prevalent weaknesses is its complete reliance on physical shops and word-of-mouth from customers, due to not having any online shopping available, Primark is not able to market to consumers through electronic channels such as email. However, the company has established a strong identity on social media platforms with its extensive product portfolio and strong customer appeal benefiting them in this area (Villanueva, 2020). Social media marketing has become increasingly popular due to the rapid proliferation of digital technology; however, this has not been proven to significantly increase sale income (Dolega, Rowe, and Branagan, 2021).
One popular media outlet for advertising that Primark does not utilise is television adverts as a spokeswoman for Primark confirmed that TV advertising does not accompany Primark’s campaigns as the company’s low-advertising model is a factor that contributed to its low prices (James, 2017). This demonstrates, once again, Primark’s reliance on low pricing as a marketing strategy.
[bookmark: _Toc122044542]Measuring Success
	A fundamental issue relating to the measurement of marketing performance is the definition and identification of the best metrics and best practices to exploit (Ambler, 2000).   Binet and Field (2007) outlined the idea that marketers have the habit of focusing on marketing impacts that directly relate to output and input, such as advertising-to-sales ratios, voice sharing, and image. These are measures that do not demonstrate the value added by a marketing campaign regarding overall performance, profitability, and production of consumer value. 
	There are several measurement metrics concerning the success of marketing campaigns, a more recent one being that of attention metrics which stems from the idea of viewability which measures online viewing of advertising material (Fou, 2020). Whilst viewability is a crucial baseline metric, it represents the opportunity that marketing material has to be seen, not whether a viewer actually saw or engaged with the material (Trujillo, 2022). Primark may utilise such metrics as the company has a website which allows customers to browse the product range, but not physically purchase anything. However, this may not be completely effective for the business as it focuses on low-cost advertising as abovementioned and does not utilise e-marketing, unlike other retailers. 
	It is likely that Primark’s main measurement of marketing focuses on the sales, return-on-sales, and market share of the business since it does not implement as many marketing campaigns as other companies due to relying on customer loyalty and positive reputation. This puts the business at risk of converging too much on the financial effects that marketing has on the company rather than the value it provides the customer.




[bookmark: _Toc122044543]Conclusion
In closing, it is well established that marketing is a paramount tool when it comes to the success of a business, as innovative products are no longer enough to retain sales and consumers, it is the commercialisation of such products that determines their success. The idea of marketing is ever-changing with the recent evolution revealing that how customers perceive value is more important now than ever. In addition to this, the digitalisation of the marketing world is also changing many marketing strategies amongst retailers such as Primark.
Primark are a company that appears to rely on an expedient position in the retail market and low prices to market its products. With many of the organisation’s marketing campaigns being based around a low-advertising model, and the company’s lack of e-commerce, it is clear that the marketing strategy being used is not majorly effective in this ever-changing market.
Primark have attempted to build a positive brand image, which was tarnished due to a number of tragic incidents resulting from around poor working conditions at the organisation’s garment factories. The retailer was able to redeem this image through compensating those affected by these incidents and pledging to be both sustainable and affordable. Despite this building Primark’s brand image back up in the eye of the consumer, thus resulting in positive marketing, the company is not utilising all media channels available to it for marketing purposes, which is affecting the ways in which success of marketing campaigns can be measured, and also hindering the company’s progression in the ever-changing field of marketing.


[bookmark: _Toc122044544]Recommendations
Based on the information compiled in this report regarding Primark’s current marketing strategies, the recommendations of this report are as follows:
1. [bookmark: _Toc122044545]Further segmentation
Primark, although having clear segmentation accompanying a wide range of products in-store already, could expand this segmentation in order to gain a wider consumer base. One example being a range of clothing desirable by older women as the store currently targets younger women. Additional examples may include accommodating to different body types by introducing dedicated lines such as a plus size range and a petite range. However, it is important to analyse the projected success of such expansion, as it would include reducing floor-space currently available for Primark’s current product ranges, therefore the pay-off would have to be explored before this is carried out. 
2. [bookmark: _Toc122044546]Endorsement
Many retailers now collaborate with celebrities and well-known personalities in order to promote their products (Reuters, 2014). It may benefit Primark to consider this approach to better commercialise their wide range of product ranges available.
3. [bookmark: _Toc122044547]E-commerce website development
With more companies moving towards digital marketing and e-commerce, it may benefit Primark, as a retailer, to give consumers the opportunity to purchase products online. Not only could this lead to a possible increase in sales and market share, but it will also give Primark the opportunity to exploit additional medias of marketing, such as email marketing. Since the Coronavirus pandemic, people are spending significantly more money online than before, with internet sales having accounted for 26.6% of all official retail sales in 2022, compared to 19.7% in 2019 (Croudace, 2022). By expanding further into the field of e-commerce, Primark could reap substantial benefits when it comes to marketing itself as a leading retailer.
4. [bookmark: _Toc122044548]Greater awareness of the marketing environment
The PESTLE model is made up of seven key factors of an organisation’s external environment, these being political, environmental, social, technological, legal, and economic factors, all of which may affect a business (Nandonde, 2019). Lack of awareness of these factors may have contributed to Primark’s involvement within the number of incidents happening at its garment factories. If Primark continues to move towards being more socially and environmentally conscious, as well as regularly analysing its external environment and adjusting its marketing strategy, it may prove to benefit the retailer.
	Similarly, It may be recommended that Primark move towards internal marketing in addition to its external marketing strategies. Internal management refers to a philosophy of management that places high priority on engagement with employees, with the basic idea being that the first customers of any business is its own staff. This can create brand loyalty and also enforces the company’s vision as it can result in employees being produ of the brand they represent and feeling as though they are part of something bigger than themselves which may lead to higher motivation (Jones, 2022). It is this improved attitude amongst workers that can result in a better experience for customers, thus improving the brand image in the eye of the public.
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