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[bookmark: _Toc163845545]Introduction
This report provides an overview of Primark, a leading fashion retail company operating under the Penneys brand. The company has more than 400 locations worldwide and provides an extensive selection of goods, including apparel and interior design accessories. The company's desire is to grow and become a major force in the fashion retail industry; its mission is to deliver stylish goods at reasonable costs. Primark prioritizes sustainability and ethical sourcing, working closely with suppliers to ensure that social and environmental standards are met. For Primark to collaborate and run its business effectively, communication must be efficient. The organization communicates with internal and external stakeholders using a variety of channels, including emails, social media, public relations, team meetings, intranet platforms, and advertising.
 Primark uses both online and offline strategies for its promotions. Primark can benefit from using Keller's Brand Equity Model in a number of ways. Along with identifying opportunities for improvement, it helps in the company's understanding of the wants and preferences of its customers and offers a defined framework to evaluate brand equity.  The customer journey map of Primark sheds light on how consumers engage with the company at various touch points. The report highlights different recommendations for company success, and the total engagement model helps the company understand customer needs and attract more customers.
[bookmark: _Toc163845546]Background
The Primark Company was founded in 1969 in Ireland and works under the Penneys brand. The company offers different products on the market, which include home ware accessories and clothes for women, men, and kids (Primark, 2023). The company has approximately 400 stores in the international market, continuously expands its business, and has a target of reaching 530 stores by 2026. Strong supplier connections and effective supply chain management are key components of Primark's success (Primark, 2023). The company is dedicated to making sure that its products are manufactured in an ethical and sustainable manner, and it places a strong emphasis on ethical sourcing. Primark collaborates closely with its suppliers to comply with strict social and environmental requirements, such as paying fair wages and providing secure workplaces. The company is continuously invested in technology, which means they offer a click-and-collect trail option to customers in 25 stores in the UK (Primark, 2023).
Mission
“The company's goal is to give customers fashionable clothing at reasonable costs. In order to satisfy consumer requests, Primark places a strong emphasis on providing a large selection of goods and staying up with current trends (Vomma, 2021).”
Vision Statement
Primark wants to be a global company that keeps growing and changing. Primark has expanded from a small business to an international a leader, employing over 73,000 people across more than 380 stores and Regional Head Offices in 12 countries throughout Europe and the US (Vomma, 2021). Primark hopes to maintain its current pace of growth and establish itself as a major force in the fashion retail sector by delivering stylish and reasonably priced goods to its customers.
[bookmark: _Toc163845547]Communication
In the Primark strong, collaboration and efficient operations depend on effective communication. They inform staff members internally using intranet platforms, emails, and team meetings. Primark uses public relations, social media, and advertising to interact with stakeholders, suppliers, and customers on the outside (Marketing, 2015). This facilitates the distribution of product details, marketing, and their social responsibility commitment. Primark uses open communication in times of emergency to resolve problems quickly and accurately. In general, Primark relies heavily on communication to promote teamwork, staff empowerment, consumer engagement, and reputation maintenance (Marketing, 2015).
[bookmark: _Toc163845548]Communication Model
The communication processes of the Primark Company can be analyzed using the widely-used macro model of communication, the Shannon-Weaver model. There are various essential components to this model:
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Figure 1: (Businesstopia, 2018)

1. Sender: In the case of Primark, the sender may be the business itself or one of its representatives, such as marketing or management staff. They encode the message they want to get across to start the communication process.
2. Message: The sender focus on information is contained in the message. When it comes to Primark, this may include information about upcoming sales, promotions, or business developments (Businesstopia, 2018).
3. Channel: The medium that a message is carried through is referred to as the channel.   This can apply to Primark through a variety of channels, such as emails, social media, in-person interactions in stores, and commercials.
4. Receiver: The communication's intended audience or target is the receiver. In the case of Primark, these may be stakeholders, suppliers, workers, or customers (Businesstopia, 2018).
5. Decoding: The process of understanding and appreciating a message is called decoding. In Primark's communication method, the information is decoded by the recipient using their own understanding and knowledge (Businesstopia, 2018).
6. Feedback: Since it enables the sender to evaluate the impact of their message, feedback is essential to the communication process. Primark offers three ways to get feedback through employee surveys, customer reviews, or direct connection with stakeholders.
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There are several strategies which helps the company to promote its products into international market which is divides into online and offline strategies which are given below:- 
(Figure2: Self-Created)
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· Social media marketing: Primark can use well-known social media sites like Twitter, Facebook, and Instagram to interact with customers, advertise their items, and build brand awareness. They can communicate with their target audience, hold competitions, and provide product updates (Thakkar, 2023).
· Influencer Partnerships: The Company is able to work with bloggers or influencers that have a significant following in the fashion sector (Thakkar, 2023). By promoting Primark products in their content, these influencers can reach a larger audience and increase traffic to the company's website and physical locations.
·  Email marketing: The Company has the ability to create an email list and provide customers with regular newsletters (Thakkar, 2023). These emails may encourage customers to visit Primark stores or make online purchases by providing details about new arrivals, promotions, and special deals.
[bookmark: _Toc163845551]Offline Strategies
· In-Store Promotions: To attract consumers, Primark might offer in-store specials like discounts buy one, get one free deals, or loyalty plans. To improve the shopping experience, they can also set up events or fashion shows in their stores and make visually appealing displays (Roca, 2022b).
· Print Advertising: To reach a wider audience, The Company can employ print media like billboards, magazines, and newspapers (Roca, 2022b). They can use attractive commercials to present their newest collections, attract attention to deals, and enhance their brand image.
· Partnerships with Other Brands: The Company has the ability to work with other companies or designers to produce unique partnerships or limited-edition collections. This has the potential to create excitement and attract clients interested in unique and fashionable clothing (Roca, 2022b).
[bookmark: _Toc163845552]Integrated Marketing Communication
The IMC approach helps the Primark Company combine all traditional and modern methods of marketing and set messages for all channels at once. It helps the brand promote its message on a global scale without any obstacles (Mileva, 2023). For this company, we use an Omni channel approach to reach a wider target audience for the brand. The below-mentioned image provides benefits information for implementing the IMC approach at Primark: -
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Figure 3: (Mileva, 2023)
The different steps Primark Company is required to follow to implement the IMC approach in the company include:
· Consistent Message creation
· Coordinated Campaigns
· Quality customer Experience
· Data driven insights (Mileva, 2023)
· Collaboration
· Measurement and evaluation
[bookmark: _Toc163845553]Branding and Brand equity
· Primark is a low-cost fashion brand known for its stylish yet affordable apparel and accessories. They target young adults and families and use a strong red background for their logo. 
· Primark offers a large range of fashionable goods at affordable costs, promising value for the money. Their primary goal is to provide customers with a satisfying shopping experience by providing visually appealing stores and excellent customer service. 
· They have also worked to enhance ethical and sustainable practices in recent years.
Brand Equity
The brand equity helps to analyze the value of brand in market. According to research, it is identified that the brand value of Primark company is reduced continuously in market which is shown in figure:- 
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(Figure 4: (Statista, 2023))
The reason behind its declining brand value in the market is due to the company's increased concentration on European stores. The other reason for declining brand equity is that the company faces criticism for unfair labour practices and negative environmental impact due to its fast and trendy fashion model (Analysis, 2023).
[bookmark: _Toc163845554]Keller’s Brand Equity model
Keller's Model of Brand Equity offers a structure for understanding and managing brand equity. How it can be used with Primark is as follows:
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Figure 5: (Hawker, 2019)
Brand Salience: Primark has developed a strong sense of brand awareness within the target audience. The brand's unique logo and visual identity make it simple to recognize. Additionally attractive and striking, Primark's stores increase brand salience (Hawker, 2019).
Brand Performance: Primark keeps its promise of providing stylish, reasonably priced clothing. The brand is believed to provide excellent value for the price, even though it may not be connected with premium quality (Hawker, 2019). This performance contributes to the development of consumer loyalty and trust.
Brand Imagery: Primark has been effective in creating a favorable view of its brand. It relates to value for money, affordability, and fashion forwardness. Primark's brand image frequently reflects current trends, attracting in customers who are interested in fashion.
Brand Judgments: Based on their impressions and experiences, customers make assumptions about Primark. These decisions could involve evaluations of the cost, overall satisfaction, and product quality. 
Brand Feelings: Customers of Primark experience particular emotions and feelings. It can be the excitement of discovering fashionable goods at reasonable costs for some people (Hawker, 2019). These satisfying emotions support the development of deep emotional bonds with the brand.
 Brand Resonance: By developing a loyal base of customers, Primark has effectively established their brand. Consumers who identify with Primark's principles and products turn into brand ambassadors, generating enthusiasm and encouraging others to shop there (Hawker, 2019). 
Advantages and Disadvantages
There are several advantages and disadvantages to implementing Keller’s brand equity model.
Advantages:-
· It helps the Primark Company understand customers’ needs and choices and develop products accordingly.
· This model also helps the company identify the weak areas of the company where improvement is required (Garg, 2021).
· The model offers an organized structure for determining and evaluating brand equity. It allows businesses to monitor shifts in consumer perception of their brands over time and evaluate the success of their brand-building campaigns (Garg, 2021).
Disadvantages:-
· The model is very complex; for that reason, the company required a team of experts to implement it effectively (Garg, 2021).
· The disadvantage of this model is that brands only focus on customer preferences, which may not enhance brand equity in the market.
· There is a need to modify the model to make it fit according to company requirements (Garg, 2021)    .
[bookmark: _Toc163845555]Customer Journey and Customer Touchpoints
The customer journey map helps the Primark Company understand its customers’ needs and preferences. Below is the customer journey of Primark customers:
· Awareness: - Marketing and advertising campaigns through radio, TV, billboards, and social media, among other platforms. It referrals from influential people, family members, or friends. Reviews and search results discovered online (Bischoff, 2021).
· Consideration: Reading the products and keeping a look out for any deals or promotions on the Primark website. Collect customer reviews and evaluations on the website or other digital channels. Investigating Primark's social media accounts and interacting with posts. 
· Purchase: - Going to an actual Primark store and perusing the wide assortment of goods. Trying on and choosing what to buy. Standing in line to pay for something and making use of a range of payment options, including cash, debit-credit cards, and smartphone purchases.
· Post-Purchase: Taking the acquired goods out of the store. Posting about new items and the shopping trip on social media. Making use of goods and possible swaps or returns, if required for any customer (Bischoff, 2021).
· Advocacy and Loyalty: - Repeating the buying cycle again and turning into a loyal customer. Supporting Primark to employees, relatives, or friends and taking advantage of special discounts or loyalty programs. Interacting with the Primark online community and offering input (Bischoff, 2021).
There are several touch points for customers while customers interact with Primark company that is given below:-  
Pre-Purchase:
· Primark website: Customers can browse products, check prices, and look for deals or promotions.
· Social media platforms: Customers interact with Primark's posts, read reviews, and get influenced.
· Advertising campaigns: Customers become aware of Primark through TV, radio, billboards, etc.
Purchase:
· Primark physical stores: Customers try on items, select purchases, and experience the store atmosphere.
· Checkout process: Customers wait in line and pay using cash, cards, or mobile payments.
Post-Purchase:
· Product usage: Customers wear or use the purchased items in their daily lives.
· Returns and exchanges: Customers may need to return or exchange items if unsatisfied.
· Social media sharing: Customers post about their purchases and shopping experiences online.
· Loyalty programs: Repeat customers can take advantage of special discounts and rewards.










[bookmark: _Toc163845556]Persona of Customer
The customer’s persona helps the company understand the needs of customers in a good manner, which helps the company, succeed and grow according to market demand (Warren, 2021). Below is an example of a customer persona: 
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	Name: David    Age: 34

	
	
Buying Decision :- 
· Always prefer online shopping due to busy schedule.
· Prefer to gather information online
· Looking for product recommendation
· Purchase affordable clothes in less price
Goals:- Want to become famous and looking for advertisement campaign





(Figure 6: Self-Created)
The above-given persona depicts that customers enjoy online shopping and always prefer to buy products online, which shows that Primark requires the company to improve its digital experience so that customers enjoy online shopping. The company is also required to invest in technology to provide better experiences to customers.
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[bookmark: _Toc163845558]Strengths and weaknesses of Customer Journey Map
Strengths:
· The Primark website is an effective touchpoint for customers to conveniently browse products, check prices, and find deals from home. This helps drive consideration and purchase.
· Physical Primark stores provide an engaging touchpoint where customers can see, feel, and try on items before buying. The in-store experience builds connection to the brand.
· Post-purchase touchpoints like easy returns, social media interaction, and loyalty rewards help strengthen customer relationships and drive repeat purchases.
Weaknesses:
· Wait times and crowds at checkout are a negative touchpoint that can frustrate customers and sour the in-store experience, especially during peak periods.
· Some customers report issues with the returns and exchange process, finding it confusing or inconvenient. This is a touchpoint that needs streamlining.
· Certain advertising campaigns have not resonated with target audiences, making them an ineffective touchpoint for driving awareness and consideration compared to other methods.
[bookmark: _Toc163845559]Total Engagement Model
Primark's Total Engagement Model includes a number of components that enhance the overall shopping experience. The first focuses on increasing awareness of the brand through clever advertising and marketing campaigns. This includes making use of digital platforms like social media and online advertisements in addition to traditional media outlets like print, radio, and television. The goal of Primark's strong brand presence is to bring attention to its reasonably priced apparel items and attract new customers (Insight, 2022). Primark emphasizes establishing an inviting and pleasant shopping environment in its physical stores. This includes carefully planned product displays, attractive displays, and thoughtful store layouts. 
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Figure 7: (Strategy, 2022)
In addition, Primark trains its employees to be informed and helpful in an effort to deliver exceptional customer service (Insight, 2022). The company choice of goods is an essential part of its engagement strategy. The business regularly modifies its line of goods to reflect current consumer tastes and fashion trends. As a result, Primark is able to adapt to the changing needs of its client and remain relevant. Primark's engagement approach depends heavily on price and value (Insight, 2022). The company's major goal is to provide reasonable quality at reasonable pricing. Primark hopes to create an appealing value proposition that appeals to its target market by offering customers stylish goods at a cheaper cost than other brands. The other important component of Primark's engagement is customer service. Offering significant customer services both in-person and online is a top priority for the business. This involves having customer-service-oriented, informed employees on hand, responding quickly to questions and complaints, and facilitating easy returns and exchanges (Insight, 2022). Primark hopes to increase customer advocacy and loyalty by concentrating on delivering a satisfying and comprehensive shopping experience. Customers that are pleased with the brand are encouraged to spread the word about it online and in person by becoming brand ambassadors.
[bookmark: _Toc163845560]Recommendations
· In this digital era, to expand business, the Primark Company is required to invest more in digital technology to attract more customers to buy products.
· To stay ahead of the competition, Primark needs to focus on market trends, stay current on fashion industry advancements, and provide competitive pricing.
· Through experiences that are interactive, personalized discounts, and reward programs, Primark can interact with its customers. This can promote repeat business and build brand loyalty.
· Through the implementation of eco-friendly strategies, Primark can maintain its commitment to sustainability. This could include encouraging ethical hiring procedures, cutting waste, and utilizing more environmentally friendly materials.
[bookmark: _Toc163845561]Conclusion
To conclude, Primark is a well-known fashion retailer famous for its broad selection of fashionable products.  Primark uses a variety of channels for communication, including  as emails, social media, team meetings, and advertising, to interact with both internal and external stakeholders. The business uses influencer relationships, social media marketing, in-store promotions, print advertising, and in-store promotions as examples of offline and online promotional techniques. By using an Integrated Marketing Communication (IMC) strategy, Primark may more successfully reach a larger target market and spread an integrated brand message. Primark may boost business growth and improve customer experience by implementing the IMC approach's principles.  Primark has concentrated on giving its target audience of young adults and families a positive shopping experience at a reasonable price. Primark can benefit from applying Keller's Brand Equity Model, which offers a framework for understanding and handling brand equity. In conclusion, the success of Primark depends on understanding the client persona, applying a customer journey map, and putting a Total Engagement Model into action. Primark can improve customer service, offer more reasonably priced and stylish apparel selections, and improve its online shopping experience by paying attention to the requirements and preferences of its customers. The company stays competitive in the retail industry by enhancing its digital presence, keeping informed of market developments, and cultivating consumer loyalty through individualized experiences and environmental initiatives. Overall, it may continue to satisfy consumer wants and experience continued success by implementing given recommendations.
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