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1.Introduction

Primark Limited is a leading international fashion retail company with more than 80,000 employees in the fast fashion industry, it was formed in Dublin, Ireland, in 1969, as Penneys, before entering the UK market in 1973 with its first store in Derby. today, Primark running in the 17 countries in Europe, United states, with 460 retail stores, 190 stores spread throughout the UK and has established a strong reputation for more offering fashionable and stylish products, clothing, footwear, and accessories for man, woman and children, at prices that appeal to customers who want to make their money stretch further.
As a key big player in the high street retail sector, Primark specific in delivering now fashion trends at low sale prices of cloth, catering to a big demographic with a focus on value and accessibility. In more to fashion apparel, Primark’s product range extends to homeware, new beauty products, and with licensed merchandise, like a collaboration with popular franchises like Disney, Harry Potter, and Friends. This lighting broad product offering helps Primark appeal to a diverse consumer base.
Although Primark run as a discount on sale product with retailer, it has positioned itself as a trend-focused brand with a retail experience that is central to its business model. Primark does not sell online, and it strongly values footfall and consumer experience. and, Primark's big format shop, mall located in key cities have become shopping destinations.
Primark is also working on making it better sustainability footprint through its “Primark Cares” initiative, which focuses on ethical sourcing, decrease environmental effect, and increasing transparency in its supply chain. This marks a vital shift in aligning with evolving consumer expectations while maintaining its reputation for additional value





2.brand Extension of Primark limited

Primark Limited is going to launch a new eco-friendly product for customers. The new product is sustainable, value for money, and activewear, aiming to fulfil the emerging need for health-conscious, eco-friendly lifestyle apparel. This take will add product like sports cloth, tops, t-shirts, shirt, short sleeve shirts, hoodies, gym shorts and accessories like yoga mats and reusable bottles. All of the new products will be made from sustainable materials add recycled polyester, organic cotton and environmentally friendly dyes. The collection will combine functionality with fashion with an assortment of colors and sizes, stimulating demand from a relationship of customers/bloggers, demographic, fitness and generational fitness, to facilitate the move to activewear for both new and existing consumer. “Primark Active” will be a significant in-store presence with dedicated area and fitness-themed show  in display store encouraging both new and existing consumer to engage with the collection. This extension is a natural and relevant product extension of Primark’s fashion portfolio to appeal to the growth of the athleisure and fitness-wear market, whilst remaining in line with the brands purpose-led expansion for value.

Primark Active" represents the ability of the Primark brand to stand firmly with their core values of affordability, accessibility and on-trend fashion. The basis of Primark's business model is selling on-trend fashion at a low unit price, and this range continues this offering to a target customer that seeks value throughout wellness & sustainability. "Primark Active" is also within Primark's "Primark Cares" strategy. Strategy-wise, this range helps to transition sustainable and ethical fashion to a staple mode of fashion. The power of the retailing Primark brand comes in two major forms; "Primark Active" is significant because it allows Primark to directly extend their brand to both segments of the gender and size market, creating ultimately non-gender specific and non-size specific product ranges. Although the extension does not divert from the Primark brand it amplifies and extends the costuming and clothing, and gives further emphasis to their brand story and reputation as a forward-thinking, customer-oriented brand. As their first product extension, Primark North America will be well positioned to exploit the current wave of wellness and sustainability trends well into the future, allowing them to remain in the predominant sector of the fashion retail and create significant engagement loyalty from their customers.
Eco friendly product takes important of the fast-growing wellness and athleisure trend among Gen Z and Millennials watching for healthy, eco-friendly options at low prices. While eco-friendly sportswear generally has a hefty price, Primark bridges this gap with affordable, trendy options. The launch supports Primark's position as a socially responsible brand and responds to the healthful, ethically sourced consumer needs. It provides backing for the evolving needs of transparency and sustainability while generating visitor traffic, brand loyalty, and sales— making it a timely and business-driven brand choice.




3.STP for the New Brand Extension- Primark Active  

To successfully launch and position 'Primark Active Green,' the STP (Segmentation, Targeting, and Positioning) framework is used to define the market strategy.

· segmentation 

· Demographic 
include age, gender, income, and occupation segmentation. Demographics are the most typical segmentation base, as Kotler and Keller state, since customer wants and needs often follow closely with demographic factors. Primark more focuses on 16–35-year-olds, primarily Gen Z and Millennials. This age group is highly engaged in fitness, fashion, and sustainability trends and tends to opt for low-cost another due to decrease disposable incomes (Kotler & Keller, 2016)

· Geographic 
segregates markets by region, size of area, state, and urban vs. rural areas. Geography matters with regards to customers select and store accessibility according to Jobber & Ellis-Chadwick (2019) in Principles and Practice of Marketing. Primark Active will main target urban and suburban regions in the UK and should identify city area with strong fitness culture, trends in cloth fashion, and more foot traffic such in cities like London, Manchester, and Birmingham.

· Psychographic
This adding people who strive to live or are already living a good health-focused lifestyle, value self-care, and care about the environment. They are searching for stylish activewear that aligns with their more values, with fits in their budget.

· Behavioural
Segments within the demographic of an activewear target market in adding people that are regularly involved with more fitness activities, follow trends in athleisure, and are looking for stylish alternatives to high quality brands that are also more affordable. They are likely answer to sales and new in-store inventory item.

· Targeting  
     Primark Active will use two differentiated target strategy
young, Urban Fitness Enthusiasts (Ages 17–32):   These customers live in big cities or university/college towns, follow trends avidly, and participate in fitness or leisure activities continue. They want stylish, functional and sustainable activewear, preferably affordably

Eco and Health-Conscious customers (22-38): This category we can add a mix of working skill persons and young parents who are always looking for more good value for the cost, target multi-purpose or different-use clothing, and are beginning to pay attention to ethical clothing practices.

· Positioning 

people, conscious of their purchase budget and looking for trendy activewear that is sustainably sourced, can look to Primark Active for on-trend sporty fashions that are eco-friendly and affordable.
Primark Active will be positioned as the low-cost sustainable athleisure new brand of select, offering value-minded consumer a competitive another to high quality activewear brands. While brands like Nike, Adidas, or Gymshark, market their programs through 'performance' or 'status,' packaging, Primark Active promotes inclusivity, affordability, and ethical fashion, fulfilling a space for customers on a purchase budget who also want to do 'the right thing' as values-based consumers.
By combining new stylish good looks that consumers want as an outfit, while also achieving sustainability with a lower price point, the brand is able to deliver wellness, while also giving the conscious consumer 'choice.' Visual merchandising, in-store experiences, and more digital campaigns that more target using the new collection lifestyle benefits, and eco sustainable features within the collection will help establish the eco brand.
Compared to other high street brands, Primark Active provides a sense of balance of style, sustainability and affordability over competitors like H&M Active or Decathlon functional sportswear, to demonstrate that Primark Active is a lifestyle brand that looks consumers how to live well without goods buying into a crazy budget strategy. The positioning allows the brand to build its money and also aligns with consumer cultural trends about good health, wellness and consumer-driven sustainability.

4.Customer Personal Profile

· Demographic Customer profile 

The Primark Active main target market consists of a typical customer that means around 24 years of age, and male, although the brand communicates with customers across the gender spectrum. He could be a university student or young professional working in fields like retail, healthcare, education or entry level other jobs. His income is around £19,000–£29,000, so He is cost sensitive but has an interest in contemporary new styles. He is either about to finish a degree or has an education at university level. He is located in or near a big UK city such as London, Manchester, or Birmingham—where the intersection of fitness culture and multi culture with fashion takes place. Although He may not have a high disposable income, He is smart with him spending and thousands of new styles at high street retailers.

· Psychographic Customer Profile

This customer is health and fitness focused and has a well-rounded lifestyle that aligns with the principles of wellness and being balanced. He knows that convenience, affordability, and sustainability matter. He has been influenced by Facebook, Instagram, and other media and thing in fashion, and looks for activewear that can facilitate exercise but also looks fashionable for casual wear. He follows influencers who promote fitness and ethical fashion, and actively seeks brands that align with his eco-conscious philosophy.

His buying behavior is practical. He is looking for a good deal and good quality within a defined purchase budget. He is not loyal to luxury brands but He is loyal to labels that represent value-for-money. While He typically shops in-store to experience the fabric, fit, and uses Instagram to help his decide if there is value in the goods she considers.  His aspirations mainly add improving his level of fitness, staying in vogue, and making excellent ethical purchases without breaking the bank.

Primark Active's positioning below cost to customers, trendy, relevant, and sustainable activewear will be aligned to meet the needs, values and lifestyle of this target customer, and she is the perfect customer to target a new brand extension.



5.Marketing Mix Strategy 

· Product

Goldsmith (1999) redefines the product as a dynamic, personalized product based on the individual consumer needs. He observes that customization makes goods meaningful.

Primark Active will provide customers with many activewear products, adding items like leggings, joggers, sports bras, performance tops, hoodies and accessories The collection will include both men's and women's items and objective to represent a variety of diversity and body positivity in forbidding sizes. The emphasis will be on making functional but fashionable pieces with design features including moisture-wicking fabrics, comfortable fits, and designs and trends that we hope meet our customers' style needs. The idea of ethical production will be hugged under the "Primark Cares" campaign. The collection will have minimal eco-friendly packaging. The Primark Active collection will be positioned alongside their existing fashion collections, with functional signage, branding and in-store to provide an identity for Primark Active. This project supports Primark's ongoing commitment to providing affordable, accessible and ethical fashion for its core customers

· Price

Price was decided strategically to align economic value of a product against market conditions. It is a representation of business aims such as profit, infrastructure competition, or market position. Effective pricing takes into consideration all the influencing internal and external forces

Primark Active will utilize a value-based pricing strategy to ensure the range remains accessible with sustainability new styling. Cloth Prices will start around £3.99 for tops and go up to £12-£17 for an entire outfit/outerwear. This price is considerably lower than most of Primark's sustainable activewear competition, allowing Primark to keep its “fashion for all” position. Using old product efficiencies within the supply chain, along with the ability to source the product at space, Primark will still keep their cost to produce sustainable clothing low without sacrificing quality. Pricing will give consumers the opportunity to build their complete activewear look without overrunning their expectations of spending and budget, aligned with Primark's offers. Promoting prices and offers bundle options may occur throughout the seasons for promotional activity to drive volume of sales. This pricing strategy all aligns to reinforce their brand as an accessible yet socially responsible retailer, specifically for financially aware, eco-aware consumers. 


· Promotion

Promotion is considering as the umbrella of tools and tactics a business uses to inform, persuade and remind consumer about its products and services (Baines, Fill & Page, 2013)

As for Primark Active, the promotional strategy will emphasize through, like Facebook, Instagram, campaigns, influencer marketing, and in-store activation. Primark will see to use online app, particularly Instagram, Facebook and TikTok, to connect with younger customer or Gen Z, who are typically social media savvy, through fitness influencers and lifestyle creators that send the same brand loyalty. In-store promotions will include a designated section for activewear with engaging in-store communication (e.g., clear visual merchandising) and sustainable messaging that bring about awareness of eco-friendly features of their activewear. people events or experiences like fitness pop-ups or look books styled with the full radius of activewear would promote interest and stay customers engaged.

By combining the in-store experience with online engagement, promotional opportunities are endless at Primark Active, which main focuses on creating emotional connections and driving traffic especially through focusing on Gen z and Millennials. The advice promotional mix also supports the new brand photo of being socially aware and fitting within young child and parent budgets.


· Place

Place is how a product is made available to customers at the right time and the right place, Place is how a product is made available to customers at the right time and the right location with safety

Primark Active will be exclusively sold through Primark’s stores as originally outlined by the new brand, which is store centric as opposed to online. The collection will be in key urban sites with an abundance of fitness culture and foot traffic, e.g., London, Manchester, Birmingham. Each store will have its own “Active” section with exciting visual merchandising and fitness-themed execution. Primark does not sell online, however, their website and social media will refer customers to their nearest store. The current model of selling in their stores supports an enjoyable shop experience instead of a streamlined, transactional experience typically found in online solutions. The new brand encourages exploration - in life and in a store.




      
  










6.Conclusion

The launch of Primark Active is a smart and timely extension of their brand that fits closely with the affordable, accessible and trend-led offerings of Primark Limited. The economic activity of Primark and associated sport brands into the eco-activewear category reflects a growing shift in attitudes and purchasing decisions among consumers, and particularly Gen and Millennial cohorts, toward healthier lifestyles, sustainability and ethical consumption of fashion. The Primark extension supports their sustainability agenda as they have been focusing on a "Primark Cares" direction in recent years, which opens up additional market opportunities by tapping into the demand for ethically sourced activewear and catering to the value-conscious shopper demographic
the STP analysis evidences a strong understanding of the new consumer segments, urban fitness enthusiasts and environmentally-conscious consumers, who desire a combination of style, function, and ethics but at a price they can afford. By launching a diverse new product range, “Primark Active,” made from recycled and organic materials, "Primark Active" embraces the lucrative athleisure market, whilst not alienating its traditional consumers who seek the lowest possible price.
The marketing mix strategy supports. Utilizing value-based pricing; curated in-store experiences; an active digital presence; and intelligent store placements will allow Primark to build on its existing strengths and develop a forward-looking sub-brand with relevance in the future. While Primark may not offer online sales, it compensates with an impressive store estate and uses social media to engage customers and drive footfall.
In conclusion, Primark Active is more than a product extension; it is a reaffirmation of Primark's place within a fast-changing retail context. It deepens customer loyalty, expands the brand reach, and establishes Primark as a contemporary, responsible fashion retailer willing to change to accommodate the expectations of the modern, conscientious consumer.
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