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[bookmark: _Toc215178781]Executive Summary
This report will closely describe and analyze Primark&#39;s possible extension into South Korea&fashion retail. Primark is a leading value fashion retailer with a business model built on success and positive growth characterized by cheap and trendy fashion items. South Korea is a digitally sophisticated and fashion conscious country with a high spending consumer population. Using strategic frameworks such as PESTEL, Porter&#39;s Five Forces, SWOT, and Ansoff&#39;s Matrix, this report will analyze South Korea as a possible new market with an appropriate extension plan. South Korea will provide Primark with strong business opportunities, but the success of such an endeavor will require a carefully adapted value proposition to fit local consumer expectations and the competitive environment.
[bookmark: _Toc215178782]1. Selection of Organisation and Target Market
[bookmark: _Toc215178783]1.1 Organisational Overview: Primark
Primark is under the ownership of Associated British Foods and is one of the most successful retail fashion value chain players within Europe. Currently, the company has more than 400 stores across 14 countries and has made sales of more than £7.7 billion in the recent financial years (Associated British Foods, 2024). Due to Primark's ability to sell products in the fashion industry at a lower price and its vertical integration strategy, the company has a competitive edge over its rivals. 
Internationally, the company has specialized in countries where its low price fashion products attract high volumes of sales. The recent expansion into the United States market shows that Primark is adapting its technics to different cultures, while keeping the same core principles, and is therefore confident. 
[bookmark: _Toc215178784]1.2 Target Market Selection: South Korea
Considering Primark's interest in expanding to new markets, South Korea is particularly appealing. South Korea is the world’s 10th most developed economy. It has a population of about 51 million with a high urbanization rate of 81% (World Bank, 2024). South Korea has a population concentration in Seoul, Busan, and Incheon, which allows for high retail operational profitability.   
The South Korean apparel industry is growing strong with a market value of $19 billion and will continue to grow due to higher consumption and changing trends (Statista, 2024). South Korean citizens have a high appreciation for Korean influenced global trends. The Korean pop wave culture, known as Hallyu, has also influenced the domestic market to demand increased quality and style in clothing.
There are many reasons as to why South Korea is the best options for expansion. First the South Korea's economy is strong with the average GDP being $33,000. This means that people will have the required money to buy the products (International Monetary Fund, 2024). Second, South Korea days to have one of the best retail infrastructures in the world. This includes modern malls, advanced shopping districts, and well developed logistics systems. 
With all these factors, South Korea can be seen as a good retail market. However, there are already competitors and brands available to buy from. South Korea is seen from an analytical point of view as a place where Primark's competitors in retail and fashion are catering to the higher market and are indifferent to the lower market. This means that there is a gap that Primark can fill. South Korea also is well advanced in the digital world and this means that retail will be easier to execute because the digital world is necessary for a good retail execution. 96% of South Korea is ready for any digital retail move (Kemp, 2024).
[bookmark: _Toc215178785]2. Comprehensive Strategic Analysis
[bookmark: _Toc215178786]2.1 Macro-Environmental Analysis: PESTEL Framework
The PESTEL framework allows for the methodical evaluation of the macroenvironment impacting South Korean Strategic choices.  
[bookmark: _Toc215178787]Political Environment
In South Korea, there is a stable democratic polity with additional institutional settings being supportive of business. The South Korean government encourages foreign direct investments with a variety of benefits and free trade agreements with important countries like the European Union with which South Korea has a low tariff barrier for imports. However, there are operational challenges regarding the requirements to control for the employment, consumer protection, and the retail trade regulations. South Korea has a more protective legislative environment for labour and has a defined employment contract that is openly available to the employees, also there are controlled working hours, making it less flexible than other countries in market. (Kim and Lee, 2023)  
[bookmark: _Toc215178788]Economic Environment
The South Korean economy is one of the most stable and resilient to global uncertainties with a steady increase of 2-3 in the GDP for every year. The Bank of Korea has a stable inflation of 2, with little variation in the recent years, due to global supply chain imbalances. South Korea has a strongly positive consumer confidence index which is coupled with demand in the discretionary spending level and more specifically, the South Korea economy has a stable demand in the economy. The South Korean economy has a demand that is on the essentials. 
With interest rates and financing conditions favorable, South Korea’s government is favorable to increase spending while also continuing to keep their monetary policies relaxed in order to promote economic growth. As a result, Debt levels in South Korea are some of the highest in the world, and due to this high debt, spending per consumer is limited. 
[bookmark: _Toc215178789]Social Environment
There are particularities in South Korean society that are especially relevant to designing retail strategy. For instance, the population is one of the most educated in the world, with more than 70% of the adult population having attained a tertiary level qualification. This means that they are also well informed, are knowledgeable about the product, and demand high quality. 
There are also both opportunities and challenges in the demographic transition. The most significant is that the South Korean population is rapidly aging, with 40% of the population projected to be over 65 by 2050. At the same time. However, the youth population which is currently the largest in this aging population is also spending in a way that fits the profile of customers Primark is targeting who are in need of a variety of clothing and are responsive to fashion trends without the need for high spending on clothes (Statistics Korea, 2024).
Women in South Korea are primary decision-makers in the family’s spending, especially in the important purchases like fashion. The rise of South Korea’s gender-neutral fashion and the increasing acceptance of anti-structured gender roles further encourage the utilization of South male apparel by South Korean women, and by South Korean men as well. 
[bookmark: _Toc215178790]Technological Environment
Being one of the most advanced in the world in technology, the level of digital payments in Korea and the level of smartphone users (over 95%) are extremely high. 5G technology is available throughout the country. Koreans like to shop via the Internet and over 60% of commerce is done through mobile devices. This level of technology alters the commerce predictions and customer service expectations of South Korean retailers.  
Social media use goes beyond 90% of the population and apps like Instagram and KakaoTalk are where users discover new trends. Marketing through social media influencers, especially in South Korea, is one of the strongest forms of advertising. The influence of technology on retail in South Korea is also the use of smart mirrors, virtual fitting rooms, and personalized retailing through AI (Lee et al, 2023).
[bookmark: _Toc215178791]Environmental Considerations
There is growing concern for the environment among South Korean consumers. In particular, the younger generation is most impacted. In South Korea, the government is promoting sustainability through the regulation of single-use plastics, national waste reduction, and the promotion of circular economy incentives. In all industries, 
While Korean consumers are increasingly concerned about the environment, and want for sustainable products, tensions arise as consumers keep in mind how much the products actually cost. Retailers, however, are often able to overcome these tensions, especially if they focus on improving environmental harm and promote sustainable materials, supply chain transparency, and recycling commitments. Without focus on these genuine efforts, there is real potential for greenwashing (Choi and Kim, 2024).
[bookmark: _Toc215178792]Legal Framework
Legal regulation of the retail sector in South Korea is comprehensive and is characterised by a high degree of control. Among the most regulated in the world is consumer protection law. There are strong consumer protection provisions regarding safety, and price transparency, and there are consumer rights and redress. The Personal Information Protection Act is the most robust regulation in South Korea regarding collection and use of customer data, and its penalties are harsh. Employment law also affects operational costs as there are legally stipulated minimum wages, maximum working hours, and a number of mandatory employee benefits.
Illegal knockoffs still exist and concerns in certain markets give us an anomaly in the strong protection iming our intellectual property. Foreign retailers are also required to observe certain property buying or leasing guidelines as some restrictions on foreign ownership in some zones apply. Tax regimes are also still in the domain of regional competitiveness and will need some degree of tax planning to ensure the desired business outcomes are achieved (2024 Ministry of Economy and Finance) 
[bookmark: _Toc215178793]2.2 Competitive Analysis: Porter's Five Forces
Porter’s Five Forces framework analyses the competitive environment in the South Korean fashion retail industry. 
[bookmark: _Toc215178794]Threat of New Entrants: Moderate to High
The South Korean retail market has relatively low entry barriers. There are no established distribution networks, sought after retail real estate, and brand equity to in the market to disadvantage new entrants. The market’s propensity to foreign investment and its sophisticated logistical support also reduce barriers to entry for international retailers. There are many examples in the market of successful new entrants like Zara, H&M and Uniqlo that demonstrate strong market capture through the right mix of retailing strategies. Having physical retailing also has high capital demands, especially in top tier shopping centres, which has some of the highest rents in Asia. The absence of dominant value fashion players also creates an opportunity for new entrants to put the market on a search for a fashion retailing value proposition (2008 Porter)
[bookmark: _Toc215178795]Bargaining Power of Suppliers: Low to Moderate
Considering order sizes and possible alternative suppliers, fashion retailers have a stronger negotiating position than individual retailers. Primark keeps negotiated position because of lasting relationships to suppliers in Asian manufacturing hubs like Bangladesh, China, and Vietnam. Nonetheless, recent disruptions in supply chains and emphatic movements of ethically responsible sourcing have altered a relative position of suppliers
[bookmark: _Toc215178796]Bargaining Power of Buyers: High
South Korean consumers have a lot of negotiating leverage, and they have that in a lot of different ways. There’s a lot of retail available, domestically and internationally, so there’s a lot of consumers. Buying and reselling on retail has increased to consumers, especially in South Korea. There’s low costs to switch retailers, so they can compete a lot easier and there’s a bigger need for loyalty with consumers. South Korean consumers are more likely to switch depending on quality, value, or how trendy something is. This have to provide something new. Value and quality have to be something new in something.  (Kim, 2023).
[bookmark: _Toc215178797]Threat of Substitutes: Moderate
Fashion retail substitution threats come from many different angles. The existence of online marketplaces and direct-to-consumer brands is a threat to more traditional forms of retail. Fashion rental services and second-hand clothing platforms have become more popular, especially with eco-conscious consumers. In addition, more casual dress codes and remote work trends minimize fashion consumption overall. However, the consumption of fashion as self-expression and social signalling in the Korean culture mitigates substitution threats. 
[bookmark: _Toc215178798]Competitive Rivalry: High
There is very high competitive rivalry in the South Korean fashion retail market. The major international fast-fashion players such as Zara, H&M, and Uniqlo have a large presence and brand equity in the market. Zara, for example, has more than 30 stores in South Korea, and H&M and Uniqlo have large store presences in key cities. Domestic players such as Spao, Mixxo, and 8Seconds are matched with good local market knowledge and cultural fit, to compete well. The market also consists of premium international brands, multi-brand department stores, and online pure-players, leading to a very dense competitive environment (Euromonitor International, 2024).
[bookmark: _Toc215178799]2.3 Internal Analysis: SWOT Framework
[bookmark: _Toc215178800]Strengths
Primark is the most valuable store because Primark offers the most affordable clothing, including clothes that are typically considered high fashion. This value proposition is possible because Primark manages its operations using vertical integration. Primark manages production, marketing, operations, and the sale of its clothes. Target store Primark is high volume and is able to sell to many customers. The store gives customers a destination shopping experience that is designed to allow the customers to spend a lot of time and spend a lot of money in the store. 
Primark is owned by Associated British Foods, a financially stable, and diversified company. Primark is missing an eCommerce retail concept and is missing the eCommerce offering to customers a website. Primark uses the high costs of eCommerce to offer lower clothing prices to customers. This allows Primark to offer fair prices on high fashion clothes (Bain and Company, 2023).
[bookmark: _Toc215178801]Weaknesses
Primark is missing an eCommerce offering to customers and is missing the high costs of eCommerce. South Korean customers expect stores to provide an offer where customers can shop in both a physical and a digital store. Modern clothing retailers customers expect the ability to shop in a digital space
South Korea serves as Primark’s next international opportunity. The South Korean consumer market is the 11th largest in the world, and Primark has the potential to gain instantaneous brand equity as the only firm in the fast affordable fashion value retailing segment. South Korea’s market is valued at 58.4 billion USD, which secures South Korea where Primark’s affordable fashion can be a world player (Poulsson and Kale, 2004).
[bookmark: _Toc215178802]Opportunities
The company could expand further within the fashion industry and target specific demographics as they work with Korean pop culture and K Fashion. This business can target university students and young professionals with the more affordable K Fashion collaborations. This target market will benefit with the most affordable and trendy options as they will be able to maximize their wardrobe options at more reasonable price points (Korea Tourism Organization, 2024).
[bookmark: _Toc215178803]Threats
The major threat to this business is the huge competition that is already established within the market. Other competitors will be able to build customer loyalty and brand equity as they already have strong, established businesses. This line of business also comes with poor brand perception as the fast fashion industry is extremely unsustainable and this will probably result in a poor market fit (getting the right product for the consumers and the right market at the right price). South Korean customers are less likely to work with brands that are associated with the trend of (KI mg  U). Primark's market entry success is probably going to be affected with the business of poor brand perception and unsustainability as a whole.
Uncertain economic conditions, such as possible recessions, and large changes in currency values could affect how much money people spend and how much of a profit the company could make. Possible changes in regulations and Labour, environmental, and foreign retail operations regulations could raise costs. After global disruptions, there are still supply chain weaknesses that remain relevant, and there are still geopolitical tensions that could affect manufacturing and logistics. If Primark doesn’t change their products or marketing to fit the South Korean cultural values, there could be a misalignment. Negative publicity regarding the company’s labour practices or the environmental impacts of their supply chain could make it difficult to recess in marketing the brand (Johnson et al., 2023).
[bookmark: _Toc215178804]3. Strategy Development and Formulation
[bookmark: _Toc215178805]3.1 Strategic Direction: Ansoff's Growth Matrix
Primark's South Korean expansion is a good example of Ansoff's Growth Matrix. It is a market development for a company with existing products. This growth is consistent with Primark's growth history of continued geographic expansion with changes to products to fit local tastes.  
When Primark looks to develop a market, there is development that needs to be done in order to determine the market's potential profitability, and the organization's ability to operate in the potential new market. In Primark's case there is a great potential fit with South Korea's core market attributes, but the values and demands of the local market will need to be addressed for the market to be profitable. This growth focuses on Primark's existing strength in value fashion retail, and new strengths that will need to be built in the areas of market entry, and working with local suppliers, value to be gained, and cultural adaptation. 1957  
[bookmark: _Toc215178806]3.2 Market Entry Strategy
[bookmark: _Toc215178807]Entry Mode Selection
Starting with wholly owned subsidiaries that operate flagship stores in key areas, Primark will be able to control the store's retail positioning. This strategy allows them to control the operations, and offers them the ability to manage the consumer's shopping experience. This method will also assist them in large scale learning before they implement broader, complex expansion. Supporting wholly owned operations is more consistent with Primark's business model which requires tight control of costs and consistent operations, which is more difficult with franchising and joint ventures.
This first step will involve opening two or three stores at some of the busiest shopping areas within the City of Seoul including, Myeongdong, Gangnam, and Hongdae, all of which have considerable tourist traffic and have a high concentration of the targeted customers. The flagship stores will likely be larger than the average Primark and can be approx. 40,000-50,000 square feet, and can be designed to offer a unique shopping experience, and will ideally be able to attract the attention of the target market and the media.  
[bookmark: _Toc215178808]Market Positioning Strategy
The goal of Primark South Korea, through promoting, pricing, and delivering trendy and fashionable items,  is to highlight the low cost of the items to illustrate the democratization of the access of various fashion items to low income consumers. Further, the focus of the marketing mix strategy should also be on high variety and frequent changes to the clothing items to highlight maximum value for the consumers rather than competing on any product quality 
During marketing, target market should be educated to reinforce the notion that even the lowest income consumers should be able to express their personal style. Avoid positioning the target market of Primark to be seen as low quality to avoid losing the targeted consumers. The unique strategy of Prim ARK can be built using their reputation of high quality European Fashion and their strong international influence. Further, recruiting popular Korean fashion stylists and influencers will help promote the acceptance of Primark products in Korea, and will also help illustrate how Primark clothing can be seamlessly integrated into Korea's modern style (Kotler et al., 2021).
[bookmark: _Toc215178809]Product Strategy Adaptation
Product ranges tailored to the market in collaboration with local designers are expected to be around 15-20% of the total proposed assortment. These ranges should cater to the market's demand for UV-protective apparel and dermatologically compatible fabrics and styles that are appropriate for the Korean workplace. Due to the high demand for cosmetics and related accessories in Korea, the beauty and accessories product ranges need to be increased. Due to the Korean seasons, the timing of which is different from that of the European markets, the seasonal product introductions require adjustment (Choi 2024).
[bookmark: _Toc215178810]Pricing Strategy
Primark should continue its fundamental strategy of low pricing while also considering how pricing needs to adapt to the costs in South Korea. The company needs to find the right balance between cost-leadership position and the sustainability of margins given the higher rental costs and wages in Seoul. Regardless, it is important to stay at least 30-40% below major competitors such as Zara and H&M to ensure there is value differentiation.  
Once there is trust from consumers, we should continue the strategy of slow price changes and reduced promotional strategies. During the initial phase of the market entry, Primark should continue to try to find the right balance of price to quality that the consumers in Korea expect. When consumers value clothes from Primark they will find that they communicate a total price to fill a wardrobe rather than a unit price of a piece of clothing. This will demonstrate that they can purchase and fit more into their wardrobe at a price from Primark that is more competitive than other retailers (Ingenbleek et al., 2003).
[bookmark: _Toc215178811]Distribution Strategy
Physical store expansion should follow a hub-and-spoke model, with Seoul as the initial hub to establish brand presence and operational capacity. Secondary expansion to Busan, Incheon, and Daegu should follow within 18-24 months, depending on initial results. Store locations should prioritize high street locations and major shopping mall anchor tenants, rather than mono-standalone locations, to ensure foot traffic and visibility.
In regard to e-commerce, Primark has a strategic conundrum about not having an e-commerce site currently, while also facing the South Korean digitally-savvy consumer market. A practical middle ground would be to develop at least a digital model based on social media, informational mobile applications with store data, product previews, and possibly reservation systems that allow customers to reserve products to be purchased in a store. This would keep the brand in omnichannel engagement with digital users without fully deploying an e-commerce site. 
[bookmark: _Toc215178812]Communications Strategy
To enter a new, established Primark market, South Korea, and its extensive competitors, must move from Primark s minimalist market approach, thus the new strategic insertion of marketing, competing at a South Korean market Primark brand absence. This communications approach must be predominantly influencer marketing, and partnership with fashion, lifestyle, and K-pop micro, and macro influencers in product integration, demonstrating styling capabilities with Korean fashion.
Instagram, KakaoTalk, and YouTube need to be the main forms of communications. The content strategy needs to focus on user created content, inspirational content, and behind the scenes content. Marketing the events around the launches with Korean celebrities and influencers should help with the visibility of the events and social media posts. Sending Korean fashion media and fashion public relations activities should help with the credibility of the brand (Fill and Turnbull, 2016).  
[bookmark: _Toc215178813]3.3 Competitive Advantage Development
The competitive advantage of Primark in South Korea should be based on operational excellence on achieving the highest value. There should be a focus on improving costs in all areas of the value chain, while also meeting the needs of the consumers in Korea on product quality. Some of the areas the advantage could come from include:  
High levels of supply chain cost and operational flow cannot be achieved without economies of scale. The ability to source design and supply is vertically integrated and allows for compressed change around the fashion calendar. Store layout and design for a shopping experience to be created, and for engagement on shopping to take place through lower price points. 
Also, Primark could use their understanding of the Korean culture to get an upper hand, showing the use of local products and marketing, as well as participation within the community. Having the viewpoint of a brand that really grasps the culture, as opposed to just the monetary side of doing business in Korea, could set them apart from their competition.
[bookmark: _Toc215178814]4. Performance Evaluation Framework
[bookmark: _Toc215178815]4.1 Balanced Scorecard Approach
The Balanced Scorecard balanced multiple dimensions of performance. While assessing Primark’s South Korean expansion, it is important to include finance, customer, internal process, and learning and growth perspectives.
[bookmark: _Toc215178816]Financial Perspective
There is a need to strike a balance between growth and profitability when it comes to financial metrics. Revenue growth is a basic key performance indicator and requires constant tracking of sales to measure against targets set. Same store sales growth tracks retention. Periodic gross profit margins need to monitored to ensure adequate returns even though pricing dictates being more profitable. Return on Investments should measure the efficiency of capital spent on the store development and market entry as the costs will likely be high. Cash Flow metrics need to make sure the expansion is financially viable. Target metrics for the first three years may include achieving £50 million revenue in year three, sustaining gross margins above 40%, and reaching operational break even in year 2 (Kaplan and Norton, 1996).
[bookmark: _Toc215178817]Customer Perspective
Customer stats shed light on how well the company is doing. Customers gained and retained give insight on how well Primark is attracting the trial purchase. Customers gained include acquisition and retention. The measures of acquisition and retention include purchase satisfaction surveys and feedback methods. Brand awareness and availability measures done by marketing research indicates the success of marketing advertising and enticement of referrals. The referral marketing New Promoter Score indicates the extent of the advocacy and the recommendation. The shared data across the competitors of the value fashion industry segment is important. Targets could involve 15% awareness within the first year, New Promoter Score of 20 and 5% of the value fashion within 3 years.
[bookmark: _Toc215178818]Internal Process Perspective
How operational excellence depends on internal process efficiency? To measure merchandising effectiveness and working capital efficiency through effective inventory turnover rates. An operational supply chain from design to store floor should be shortening in order to enable quicker trend response. Store productivity metrics such as sales per square foot .To ensure effective costs on labour, staff productivity measures such as sales per employee/unit, and transaction processing times are used. New store opening timelines track expansion execution capabilities. To monitor potential loss on the market, loss prevention metrics track shrinkage rates. Such objectives would be inventory turnover of 6- 7 times yearly, shrinkage under 2% and average supply chain lead times under 60 days.
[bookmark: _Toc215178819]Learning and Growth Perspective
For any organisation to be successful in the long run, it has to ensure the development of organisational capabilities. Understanding employee satisfaction surveys ensure the employee base is happy and motivated, which is essential in providing customer service. How long an employee stays in an organisation reflects how good the organisation’s culture is and how competitive their employment value proposition is. Completion of training programs reflects the investments made in the organisation to develop employee skills. Based local development is also important to track the development of the Korean leadership pipeline which is vital to the organisation’s future sustainability. Metrics of innovation capture the implementation of new, innovative ideas to adapt to the market. Assessments of cultural competency ensure to the organisation’s understanding of the Korean market broadens. A retention rate of over 70%, 100% completion of cultural training and local promotions to 50% of management in three years are good indicators of the achievement of these targets. 
[bookmark: _Toc215178820]4.2 Sustainability Integration: Triple Bottom Line
The growing need for sustainability makes it necessary to integrate Triple Bottom Line metrics with the Balanced Scorecard to capture the social and environmental dimensions together with the economic dimensions.
[bookmark: _Toc215178821]Economic Dimensions
Economic sustainability, in addition to the conventional financial metrics, also includes the economic value the organisation creates in its immediate community. The measurement of job creation is tracked both directly from employment at Primark and indirectly from employment in the supply chain. Local supply chain integration is measured by the percentage of local sourcing. Tax paid documents the economic impact from the organisation. 
[bookmark: _Toc215178822]Social Dimensions
Management of social responsibility metrics considers the shareholders and other social impacts. Assessments of the supply chain and compliance with standards for ethical sourcing. Community investment monitoring contributes to social programs and charity. Construction of diversity metrics show inclusive employment of varying workforce compositions. 
[bookmark: _Toc215178823]Environmental Dimensions
Environmental metrics look at the ecological footprint of the fashion retail sector. Tracking operational efficiency with energy consumption per square foot helps identify when the efficiency is trending downward...due to the adoption of LED lighting, efficient HVAC systems, and renewables. Waste reduction percentages is how we measure progress toward the circular economy. Tracking how sustainable the packaging materials are helps us measure the shift toward packaging that is recyclable and packaging that is less. Water consumption in supply chain processes should and will be monitored, and reduction targets need to be set. Comprehensive operational and supply chain carbon footprinting is how we measure the overall environmental impact. Transport efficiency metrics are how we measure if logistics optimization is effective in lowering emissions. (Elkington, 1997)   
[bookmark: _Toc215178824]4.3 Implementation Timeline and Milestones
Clearly defined milestones facilitate the structured execution of the process and help measure progress. Phase 1 (Months 0 to 6) Market Entry Preparation.  This includes set up of the legal entity, local management recruitment, finalization of  supplier agreements, and securing the initial location for the store. Phase 2 (Months 6 to 12). Opening of the first stores in Seoul, initiation of the first marketing campaign, staff recruitment, and staff training. Phase 3 (Months 12 to 24). Focus on optimizing performance with needed adjustments based on customer feedback, and preparation for entry into the secondary market. Phase 4 (Months 24 to 36).  Focused on the expansion into more cities in Korea and the evaluation of the long term potential for the market. Success criteria for each phase need to be defined to allow for objective evaluation and necessary adjustments.
[bookmark: _Toc215178825]Conclusion
Our organization would die to expand Primark South Korean fashion retail. Primark also has to grow internationally, so this will be a great option for everyone. Primark is right to focus on the South Korean retail market, given the analysis that shows the country has great economic status, smart and sophisticated consumers, and a fashion for value driven products. But be careful, the market is very competitive and very different from other cultures, and the prices you offer will be the most expensive. 
Primark will be marketable by and offering products adapted to the culture in a respectful way. Primark should expand by adding stores and adapt to the cultures marketing. Primark has given us ways to adapt the marketing in South Korea to preserve the values and principles we all hold, like the value for money. Primark should move fast to spread popular knowledge to the Korean consumers. From there, we will be able to outperform the competition and keep prices lower.
In the future, Primark needs to continue expanding into South Korea with a focus on spending multi-year investments to yield the best outcomes. The company should be flexible, learn from the feedback, and revise the approach continuously. If done well, South Korea should become the primary market for expanding to Asia using the knowledge and tools learned from this entry point. The expansion poses a great opportunity but will also be complicated and Primark will need to dedicate all their resources to the expansion to unlock its true value.
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