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Introduction
The marketing department have a key role in the organisation. All other departments such as the sales department, services department and the human resource department are all impacted by decisions the marketing department find appropriate for setting the organisation overall awareness. The marketing department is responsible for raising awareness of the organisation to the public and promote relevant information to meet the organisation’s goal. Each department is reliant on the marketing department to reach out to the consumers to get the public interested and drive the organisation. An example of this could be for the sales department; they rely on the marketing department to consider what the consumer is interested in buying. The product and the price are crucial and when this is suitable to sell. There are many more things which are considered in the marketing department. Overall, the consumer would want their needs met and the organisation would want to meet its goals and objectives too. The marketing department is responsible for the advertisement for the organisation too. Reaching out to the public is critical, allowing the public to know what the organisation has to offer and how the public can benefit from the organisation. (Nasrudin, 2022)


Primark
Primark started in 1969 in Dublin, as a small discount clothing store named Penneys. A few years later in 1973 the name changed to trademark Primark and the store in Derby opened. Thereafter, with further success, Primark expanded. (Nazir, 2019)
Primark has invested into the marketing department to deliver to consumers to reach its goals in its own unique way. Primark understands the consumers and offers consumers affordable fashion at a lower price compared to its competitors. Primark’s marketing strategy is transparent, and consumers can understand their mission statement. Primark has large stores in multiple high streets attracting the public in many ways, budgeted price being a key factor. Primark aims to deliver its marketing strategy and reach its goals to overcome its competitors. The outcome of this would aim to deliver the best sales and profits for the organisation. Primark has positioned itself in the fashion industry by building its own brand to have Next, Zara Mark’s and Spenser’s and Asda George and many more as its competitors. Having a competitive advantage can help lead to success. Primark is its own brand and delivers to its consumers and meets their needs as required with keeping up with the latest trends in the fashionable industry. Primark has managed to drive its brand and position itself in the superior status it has in today’s marketplace meeting consumers' needs at affordable prices. (Tracy, 2011)


4 P’s
Primark has an important marketing management which handle the main four P’s, Price, Product, Promotion and Place. Primark aims to run an ethical organisation with concentration on the key elements. (Primark, 2019)
Price - Primark consistently keeps its prices as low as possible to make the items affordable for the consumers. This includes the cost of the manufacturing and transporting to stores which helps to keep the items price to its minimum. The price of producing the products is thought through wisely to keep the cost low. Primark buy stock in bulk which cuts cost, this allows Primark to keep the price to its minimum with mass production. Primark can have high foot flow due to the price being affordable to its consumers. (Sebelius, 2015)
Product - Primark sells fashionable clothing to keep up with the latest trends just likes its competitors. This allows Primark to be available to all market segmentation. The store allows everyone to shop as it stocks products for all ages, genders, occupations, and lifestyles. Reaching out to all market segmentation allows Primark to be more universal. Products are available to a diverse community and delivers products accordingly. As Primark has large stores this allows them to stock as much stock as possible as products are bought in bulk to reduce the cost of production which allows Primark to sell at such affordable prices. With a global buying strategy, Primark sell identical products in every store - hence the bulk buying. Primark store layout out is so consumer will attract the trendiest products displayed on the mannequin which brings the products to life. Inspiring and eye-catching merchandise with all items placed nearby for the consumer to pick up the full outfit look of the mannequin instantly. This is an incredibly wise marketing tricks as consumers find this ideal. Some of Primark’s competitors reach out to consumers who are upper class and the products they offer are highly priced. This does not allow everyone to buy products due to the affordability factor. In this case the competitor is appealing only to a section of the public. Whereas Primark is open to all segments with affordable prices. Primark have buying power and are able to liaise with their supplier to reduce the cost to be able to sell the products at affordable prices. This would include the make up as an example reducing packaging, reducing the pack size, saving money is the aim which leads to consumers affordability. Primark is aiming to be a sustainable organisation. Primark aims to reduce waste and use recycled and sustainable materials. (Ruiz-Alba, 2012)



Promotion
Primark have large prints to advertise the brand itself. When walking past the store, the fashion is eye catching and consumers love the prices. There is no such promotion in place other than word of mouth, incredibly old fashion but a success for Primark. Primark have managed to continue without any traditional enhancement of promoting like most organisations in recent times. This has allowed Primark to save finances on advertising and digital marketing. Unlike most organisations this budget is filtered to the products which increases the cost of the products. The way Primark have promoted itself in its store has managed to have the correct influence on the consumers which empowers them to repeatedly spend. This is highly effective for Primark as consumers enjoy visiting the store to browse and shop at their own leisure. The consumers are amazed at the styles at such low costs. Primark does not have an online platform to shop. Most recently Primark have introduced an online browser, this does not allow any purchasers. This is so consumers can come in store to buy and increases foot flow. Primark does have social media accounts but only to keep consumers engaged. This also encourages the loyal consumers to tag and spread the work on the platform e.g.: Instagram and Facebook. Primark do not have an advert like its competitors or billboard advertisements. With loyalty of its consumers, Primark has managed to avoid the online marketing process and still become a success. This type of marketing can be costly for Primark. Consumers advertise and recommend the products on social media; some have made videos to show how much of a bargain they got in Primark. This has helped Primark to reach the online platform through its consumers in such a powerful way and create excitement for the brand. People are amazed with the bargain prices, value for money and up to date fashionable items. Having a different approach to online platforms rather than the regular marketing Primark brand has made a great presence without any cost to themselves. This contributes to Primark being able to continue its affordable products and getting more consumers in-store as this is the only way consumers can purchase. (Jones, 2022)
Place
Primark has large stores based in high streets in many town centres. Primark does not have little stores scattered in towns centres. Instead, they locate larger stores which are multi storey. These stores stand out in the area they are located. Primark has its largest megastore in Birmingham which has five floors and is known to be the largest Primark store in the world. This opened in April 2019. The store is positioned in the city centre and attracts consumers bringing even more foot flow to the local high street. This attraction persuades consumers to travel to the Primark store convenient to them and they can buy everything in one shop include visiting the Disney coffee shop. As the location is in the city centre this allows consumers to use the convenient public travel to get to the store and back. The large store also known as a “destination store” allows consumers to browse in all departments and the affordable prices are appealing. This encourages consumers to browse all over the store and to fill their shopping baskets in one shop. The consumers may come in store for one item, but the store lay out is inspiring in Primark, so consumers get side tracked and start to buy more than they bargain for. Primark aims to increase its sales in this manner. Consumers can purchase what they wish e.g.: clothing, bedding, jewellery, makeup, bags, homeware, season product, and this includes all ages. This allows the consumer to shop at affordable prices and keep up with the latest trends. Having the larger stores in High Street allows Primark to sell its brand without exceeding their budget on marketing. Consumers love to get great deals and Primark has minimised the cost of products to attract consumers wallets. (Young, 2019)



SWOT analysis 
STRENGTHS
· Brand awareness, effective culture
· Buying power 
· Affordable prices
· Continue spreading awareness of the brand which consumers love without traditional marketing.
· Encourages to inspire consumers to buy more with attractive store merchandise.
· Meets the consumer needs with affordability.
· Highly recommended with consumers reviews to create hype for the brand.
· Primark offers to a diverse community.
· Focusing on the target market
· Prices are 30- 40% cheaper than its competitors.
WEAKNESS
· In this digital world, no app to purchase.
· Imitate branded products.
· Email capture, to create engagement with consumers.
· Online platform, browsing only available.
· Not able to continue sales during lockdown.
· Risk of having vast amount of old stock due to lack of selling
· Consumers buy excess, disposable fashion.
· Small profit margin
OPPORTUNITIES
· Expending online purchase options
· Order in store, consumers would not need to travel to another store.
· Improve the overall customer experience if bulk stacking can be voided.
· Offer home delivery service.
· Have more stores, smaller and more compact.
· Rewards scheme for loyal customers and social media influencers promoting the brand.
· [bookmark: _Int_3OM9zgBg]Enhance technology, click and collect options.


THREATS
· Future lockdown risks
· Competitors can overrule due to reliability e.g., online if size is not available.
· Brand can be stated as cheap compared to its competitors.
· Minimum profit made from products,
· Consumers go to competitors as stores are known to have exceedingly long queues.
· Consumers are limited due to no buy and return online, which other competitors offer.

Above is a SWOT analysis for Primark. As shown above Primark like its competitors has strengths, weakness, opportunities, and threats. (Frue, 2016)
The strengths are where Primark has done so well to become an established brand and not spent millions on marketing. This allows Primark to achieve its goal and keep the products at low affordable prices which satisfies the consumer's needs. Primark does not pay consumer to advertise the brand. The consumers have created an effective online culture trend where they review or recommend the Primark brand which reaches out to the public. This is free advertising for Primark. Other competitors are known to pay millions for advertising, online marketing and billboards displays. Primark has managed to avoid this cost. This leads to opportunities, which Primark may consider expending online, where consumers can buy and have products delivered. Primark are wise not to do this now as the risk of online items being returned are high, leading to Primark incurring more costs for returns. Primark would need to increase prices of the products to offer such service to cover the delivery costs for returns. Some products in Primark are sustainable using recyclable material. Primark care products are pointed out in store with the relevant signage. Primark offer to recycle products, they either recycle or dispose accordingly. (Rahman, 2021)
As any other organisation Primark has its weakness and threats. When the covid 19 outbreak forced stores to close, Primark also closed its doors to the public due to the political decision to enforce lockdown. Competitors who offered online shopping were able to continue sales online. Primark was not able to do this as they do not have an online platform to purchase goods. This situation would impact the organisation and its profits. Primark would have still had to continue paying the lease on the store and staff wages/ furlough (fixed costs). If Primark had an online purchase platform the sales would continue, and they would still be able to cover their fixed costs. Consumers are inspired to buy more than they bargained for to drive sales. This can lead to excess buying and consumers branding Primark as disposable fashion. As the products are affordable consumers may not consider reselling or reusing. With fashion changing constantly consumers may dispose of the products. This is not Primark’s intentions. Prices are kept to a minimum from manufacturing to delivering to store merchandising, so consumers find the products more affordable. 


Conclusion
Primark continues to succeed its goals with the method they use to keep products affordable for the consumers. The importance of having affordable fashion is key to Primark. The method they use is to keep low cost in manufacturing, planning and promotion which minimises the cost of the products. The stores are large which allows Primark to have a lot of stock and consumers to maximise the products they buy when they visit the store. With fashionable trends and keep up with the updated stock Primark can drive sales and have a clear focus on the target market. Loyal consumers who, of their own choice, promote the brand on social media platforms for others to see. Consumers have loved the brand that they are doing the marketing for Primark by creating hype and encourages others to visit the stores. This allows Primark to save money on traditional marketing like its competitors who spend millions in advertising, online marketing, and billboard signage. Primark has enticing displays, which are eye-catching to the consumer, so consumers can buy the fashionable trends instantly. From basics essentials to make up and homeware, Primark inspires its consumers to get what they want under one roof. Primark is delivering to a diverse community with products which are for everyone. 


Recommendation
Primark is well positioned in the fashion industry market. To enhance the productivity Primark can try and have stores which allow a click and collect service. As using advance technology is the norm in the current modern world, the consumers would benefit from having some control on their purchases. This would include allowing the consumer to order online on the browsing platform which already exits. Primark can continue its statement as stated with being eco-friendly with no wasted packaging or delivery costs will incur as the consumer will collect the items from store. The staff can pick the stock once its ordered and the consumer collects it. Primark already use paper bags which can be used for multiple items on one order. The bagging up will only take place when the consumer comes to collect. This can allow consumers to have freedom to buy what they want. Some consumers like to have technology control rather than browsing in store and waiting in queues. Should the consumer want to return the product for whatever reason the consumer is able to return to store to get an exchange or refund. This would incur no further cost to Primark if consumers were to collect their product and no additional packaging. 
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