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Executive Summary
	The aim of this report is to highlight the previous problems Primark has faced and how did it solve them, monitored those issues and the current ones and provide a set of solutions. The researcher will use SWOT analysis, PESTLE analysis and Stakeholder analysis to identify the problems and to find possible solution that might solve them. The current problems that Primark face are: poor quality products, poor customer service, lack of advertising and marketing.
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1.0 Terms of Reference
	On the 5th of June 2019, Primark manager has requested a report of ‘An investigation into the rise of Primark’ from Cristina Sulugiuc to be submitted on 12th of July 2019. 
The purpose of this report is to investigate the problems that Primark faces in the past and the current ones in order to give possible solution that may solve their issues.  

2.0 Procedure 
	For the completion of this report the writer has referenced various journals, books and reliable websites using the Harvard referencing.






















3.0 Findings
	3.1 Introduction
	Founded by the recently deceased Arthur Ryan, PRIMARK is an Irish fashion retailer owned by Associated British Food (ABF) who is well known as ‘one of the biggest fashion retail success stories of the past decade’ (Fashionunited, 2019). Opening its first store in 1969 in Ireland, under the name Penneys, it managed to extend in UK, Europe and America by operating over 350 stores in 11 countries in present. Per region, Primark operates 192 stores in UK, 9 stores in America and 175 stores in Europe (Primark, 2019) Below can be seen a virtual map of the location of the stores per region. The green area represents the concentration of the business. 
[image: ]
The writer has also compiled a timeline diagram in order to highlight the major development the organization has faced. 
Store openings diagram. (Primark, 2019)
In the following part of the report, 3.2, the researcher has also outlined a number of strategic steps which have been listed chronologically. 
	Primark offers a diverse range of products which are ‘Amazing fashion’ at ‘Amazing Prices’ and include women/men/baby clothing, homeware, accessories, beauty products, footwear and confectionary and attracts different segments through their offer of products. A big success has been their beauty line products that have been launched in 2016 and demonstrated a good market segmentation. The low prices items that Primark sells allow every customer to change their outfit once every 6 weeks and make them feel fashionable all the time. (ABF, 2016)   
A more detailed list that covers the range of items have been pinpointed in the below table:

	Women
	Men
	Kids
	Houseware
	Beauty products

	Belts, Hair accessories, Key rings, sunglasses, Bags and purses, Coats & jackets, Dresses, Hats, gloves and scarves, Jeans, Jewellery, Jumpers and sweaters, Jumpsuit & playsuits, Lingerie & underwear, Pyjamas,
Shoes and boots, Shorts, Skirts, Socks and tights, Tops, Swimwear and beach wear, T-shirts, Trousers/Bottoms, Workwear, Women Sport
	Accessories, Bags and wallets, Coats and jackets, Grooming, Hats, gloves and scarves, Hoodies and sweatshirts, Jeans, Joggers, Pyjamas, Shirts, Shoes, Shorts, Sports, Suits, Swimwear, Trousers, Tops and T-shirts, Underwear
	Kids 2 to 7 Boyswear (t-shirts & shirts, shorts, trousers); Boys over 7 (jeans & trousers, shirts &jackets, t-shirts & shirts)
Baby boy basics, baby girl basics, Kids 2 to 7 and over 7 Girls wear (dresses, jeans & leggings, shorts, jumpers, baby accessories, boys’ and girls’ shoes.
	Accessories (bathroom, bedroom, cushions) Throws, candles, curtains, kitchen, lights, seasonal, stationary, storage, tech& phone accessories, toys, travel, gifts 
	Accessories, cosmetics, fragrance, gifts, haircare, kids, skincare, tanning, toiletries, tools.


(Primark, 2019)

Focusing on environment and ethics, they managed to develop cruelty free products, be environmentally friendly by using paper bags, sustainable materials like cotton, reduce chemical usage, water usage and keep their prices as low as possible in the same time. (FashionUnited, 2019) 
	Starting with 2006, Primark became a member of the Ethical Trading Initiative. After the disastrous collapse of the Rana Plaza Building in Bangladesh, Primark became a member of Sustainable Apparel Coalition, was the first one to sign the accord on Fire and Building Safety in Bangladesh in 2013, took part of the Greenpeace Detox campaign in 2014 and signed the 2018 Transition Accord in June 2017. (Primark, 2019)
	According to Statista (2019) worldwide Primark has recorded its biggest growth in 2013 (21%) at constant exchange rate. Even though at the moment (2018) its growth is not that impressive, it still doubled the net growth from 2010 FY, which is now approximately 593.1 million British pounds.

	3.2 Primark: Previous problems 
	One of the major problems that Primark faced along time is related to ethics. The advantages of low-cost of production and the ascent of globalization made several industries, especially fashion industry, such as Primark, to choose the overseas production. 
	The targeted countries that allow these retailers to take advantage of the low prices of materials, cheap labour and low cost of outsourcing are India, Turkey, Bangladesh, China or Mexico. Unfortunately, these benefits hide unethical and illegal labour practices that have been revealed later. Not long before that, in 2005, Primark has scored 3.5 out of 20 points on ethical index which refers to workers’ rights and oppressive practices in operations. As a reaction to this problem, Primark has become a member of Ethical Trading Initiative (ETI) in 2006. (Coursework, 2014)
 	However, the company still had to face criticism regarding unethical suppliers as a few cases of illegal and unethical practices have been reported. Later that year, in December the anti-poverty group War on Want reported that in Bangladesh women are working 80 hours per week in dangerous conditions and are exposed to sexual abuse in the factories which were making good for Primark, Tesco, Asda. (BBCNews, 2006)
	In 2008 BBC News (2008) reported that three of Primark Indian suppliers used child labour. As a solution to this, the retailer fired the outlined suppliers after a very short period of time after this information has been sent out. Even though the solution has been immediately applied, Primark still suffered of negative publicity and mass boycott. All these events have led to denigration of Primark’s reputation and the same time proved that the retailer have failed its stakeholder’s needs and expectations. 
	In order to improve their image and have control of the raised problem, Primark has developed an Ethical Trade and Environmental Sustainability Team led by an Ethical trade Director, which include 100 experts that are placed in key countries, to ensure that every factory comply with ethical labour practices and their Code of Conduct. To monitor this problem the Ethical trade Director needs to ensure that there are regularly conducted formal audits to check in detail the condition of the factories which cover a range of factors beginning with all workers, machinists, security guards to kitchen staff. To be precise, every year there are conducted over 3,000 audits for every factory that has been approved to work for Primark. (Primark, 2019) More than this, they have updated their Code of Conduct in order to improve the management and never allow that kind of problems to interfere. For example, “The suppliers must have clean and transparent record of corruption free operations and they must not have any record of unethical competitive advantage strategies.” (Primark, 2019)
	Another crucial problem that putted in danger the chain store is the disastrous collapse of Rana Plaza Building in Bangladesh on 24th April 2013 which has been marked as the deadliest in garment industry, as 1,100 people died and thousands more were injured. (BBCNews, 2018) The writer believes that a few key elements would have made a major difference if there were conducted risk assessments. 
	Specialists highlight the typical hazards that need to be taken into consideration at workplace: maintenance of buildings, roof work, gutter cleaning, stacking and storage,  falling materials, maintenance of plant and machinery, lifting tackle, installation of equipment, health hazards arising from the use of equipment or methods of working,  repetitive strain injuries from badly designed work stations or working practices, etc. (Armstrong, 2009) What is even more upsetting is that the most dangerous hazard had to happen, in a scale of severity: catastrophic hazard, where imminent danger exists and is capable of provoking death and illness, in order measurements to be taken by the retailer. (Armstrong, 2009)
After this accident, Primark has confirmed that one of its suppliers occupied the second floor of the building and although they have collaborated with several NGOs and other retailers to check the standards of the factories, they will take into consideration to review the integrity of the buildings too. (Telegraph.co.uk, 2013) To highlight Primark’s reactions related to these problems, the writer has pointed out the most important facts:
· April – May 2013 - PRIMARK provides support for victims in immediate aftermath (food aid and short-term financial assistance);
· May 2013 – PRIMARK signs accord on Fire and Building Safety in Bangladesh;
· Developed “long-term compensation scheme based on medical assessments and internationally recognised standards for victims and / or their families, with payments taking into account injury, loss of earnings, and vulnerability.”
· June 2013 – begins short-term financial aid payments;
· March 2014 – begins long-term compensations payments;
· November 2014 – hosts Programme of Financial Education Events to support beneficiaries;
· March 2015 - PRIMARK establishes ongoing ‘PASHE ACHI’ (By your side) Support Programme;
· June 2017 – PRIMARK signs 2018 Transition Accord.  (Primark, 2015) 
In order to prove their focus on employees, Primark confirms that will continue to monitor the welfare of the victims with long-term injuries by collaborating with local partners and NGOs.
Due to the fact that the CSR Triangle (Economical, Environmental and Social factors) is big concern to several key stakeholders, Primark has made several changes to promote their ethics, started to work with different NGOs as stated above, developed specific programmes to raise the awareness for the CSR triangle: 
- Aim to: reduce, reuse, recycle;
- HER Health;
- Cotton connect; etc (Rohim, 2017)
	3.3 Primark’s current problems
· Lack of marketing strategy and advertising campaigns;
· Poor or lack of customer service;
· Poor quality of products;
· Lack of technological features in the stores;
· Lack of online sales
To analyse more in-depth Primark’s problems, the writer will pinpoint the nature, scope and impact of one of them.
Nature: The current problem that Primark is facing is the poor customers service which translates into long queues, chaotic looking store etc.
The scope of the problem: This problem affects a large base of their customers who are not willing to wait in a que several minutes, especially when buying one item or two. Due to untidy areas, customers may find difficult to find certain items, sizes, colours. 
The impact of the problem: Primark may lose customers. It also impacts the retailer imagine, due to ‘word-of-mouth’ advertising strategy (‘Is a free form of advertisement or promotion. It's shared by customers and triggered by an event the customer experiences’) (Socialmediatoday, 2017) they use, the above issue may lead to negative impressions that could stop customers in promoting their brand.

	3.4 Primark SWOT Analysis
In the following part of the report the researcher will undertake a SWOT analysis to highlight the causes of the problems at Primark.
Strengths:
· Provide ‘on-trend’, fast fashion at low price points. (Snowdon, 2013)
· Internationally recognised – Primark has built a large supply chain all over the globe;
· [bookmark: _Hlk13740080]Offers a great diversity of the products which cover lifestyle goods, clothing for all seasons and large volumes of the most common sizes for the target market accessories etc. Due to its variety of affordable and low-medium qualitative products attracts more and more customers. (Hyewonshincom, 2015)
· Has a large involvement with ONGs and partners in order to improve their ethics despite negative press. (Rohim, 2017);
· Started an association with the LGBT+ community in 2019 and launched the “Feeling Proud” collection. Also confirms that will donate £150,000 to ILGA World to support LGBTI rights. (ilga.org, 2019);
· Promotes diversity within models despite Barbie dolls images: chose a model with a missing tooth in their spring-summer campaign, featured a young boy with vitiligo, etc. (Independent, 2019).
Weaknesses:
· One of the main weaknesses of Primark is the lack of marketing strategies. It does not advertise its brand or collection, only through its website which is also not well advertised. (Hyewonshincom, 2015)
· Poor or lack of customer service could lead to negative impressions as stated above, on Primark’s current problems;
· The low price “affects” customer’s opinion regarding the quality of the products in comparison with the luxury or medium quality items that are available to their competitors. (Rohim, 2017)
Opportunities:
· Creation of a proper mobile app that can allow customers to buy online items;
· Add more technology in stores to help sales assistants in order to prevent the creation of queues;
· Rising obesity levels gives the opportunity to Primark to satisfy the plus size consumers;
· Due to their transparency  regarding the ethics, everything they do is clearly highlighted on their site, they could promote more in the store the ethical trading initiatives programmes, etc by printing their values on the paper bags – this way customers will see a clear difference between Primark and its competitors. (Rohim, 2017)
Threats: 
· Competitors: can offer better quality items at the same price or at least affordable;
· Technology: Customers may find better deals in online shops than physical stores
· Media: prefabricated or false articles can damage their reputation, for example the BBC Panorama child labour article.
· Competing brands that have higher budgets and afford to develop promotional campaigns with TV adverts and use celebrities to promote their brands; (for example, Boohoo).
		3.5 Primark: PESTLE Analysis
Environmental: People have begun to become more and more aware of the environment, especially as global warming is a major risk to the planet. Primark proved their commitment and care for the environment by acting in different areas: started to use paper bags since 2002, developed an Environmental Sustainability team, have associated with agricultural experts like CottonConnect and Self-Employed Women’s Association in order to develop the Primark Sustainable Cotton Programme in India etc.
 Also, they have associated with ZDHC Foundation’s programme in order to reduce the chemicals and replace them with eco-friendly alternatives. More than this, the retailer made a partnership with supply chains as Solidaridad, International Finance Corporation to support initiatives of reducing water waste. Not to mention the fact that their unsold items are donated to charity, so they have reduced enormously the amount of waste. Primark needs to take advantage of these strengths and promote their ethical work, commitment to environment not only on their site, or on the annual reports that only interested people in the company are reading it, but to share it with customers. Their interest in this area will set them aside from their competitors.  (Primark, 2019)
Political: A major factor that will impact several retailers, including Primark is Brexit. In the ABF annual report has been stated out that they started to prepare for possible changes if the Brexit will take place. ‘At a group and business level, we have continued to prepare for changes in legislation, trade agreements and working practices in order to take advantage of the changing commercial landscape and to mitigate risk.’ (ABF, 2018, pp.61)
Technological: Add technological features in stores and online. Taking into consideration Primark’s consumers target, +35, the retailer needs to pay attention to millennials’ shopping behaviour which is mainly manifested online. They should have a focus on this area in order to increase their profit and the number of customers. The introduction of these features will have a great impact of the logistical coordination, but in the same time will keep their customers loyal. UK customers’ opinion is that retailer should introduce technology in their store and artificial intelligence can have a positive impact on their shopping experience. (Retailweek.com, 2019)
	3.6 Primark: Stakeholder Analysis
Internal stakeholders:
· Management: The individuals included into this category are one of the most important stakeholders to Primark due to their power of decision that impacts directly the business. In the stakeholder matrix they have been placed into the Key players window because they have high power and high interest into business.
· Shareholders: Another essential stakeholder that has low power and high interest is the shareholder which Primark must keep satisfied. 
· Employees: These stakeholders can be placed into the ‘Keep informed’ box as they have a high interest in the wellbeing of the company, as their job is at ‘stake’ and they have low power to make decision that can impact the company.
External stakeholders:
· Suppliers – Provide the main resources for the company and are responsible for the quality of the products sold by Primark. They fall into the ‘Keep informed’ box.
· Customers – Do not have any power or interest into this company which means their place in the matrix is in the ‘Minimal effort’ box.
· Government – The government needs to assure that Primark follows the laws and pay their taxes. They have low power and high interest, so they need to be kept informed.
· Media – Can not affect the internal changes in the company and has to be informed about the most recent changes that happen inside Primark so it can inform itself customers and other shareholders what is happening inside company.
· Non-Government organizations – These stakeholders agreed with the retailer to be committed to the environment and the human rights and keep their intentions valid, so they do not have power over the company, but have to be informed about everything the retailer does regarding their contracts and agreements. 
To offer a better overview of the Primark’s stakeholders’ position inside the company, the writer has designed below the stakeholder’s matrix.









Primark’ s Stakeholders Matrix Level of interest

High            Level of power       Low

	Low 
A
Minimal effort: customers
	    High 
B
Keep informed: employees, suppliers, government, media, Non-government organization

	C
Keep satisfied: shareholders
	D
Key Players: management


















4.0 Conclusion
	As the writer has outlined in the report so far, it can be stated that Primark is one of the most successful retail business in UK, that sells large amounts of items at very low prices. Although the company enjoys the profits, there are aspects that need to represent a concern for them, like the poor quality of the products and the fact that they promote fast fashion, which means an increased percentage of clothes waste. 
	Due to its low prices, questions marks have been raised regarding the work ethic. As been noted in the report, in the past years Primark has failed its stakeholder’s expectations and needs by using unethical work practices, (work safety, excessive overtime, child labour, etc), lack of concern of the environment (chemical usage, water waste, etc). After all these facts have been revealed and Primark’s image has been damaged, they managed to recover relatively fast from bad press, negative reviews and now the company is impressive with transparency with all the things it does. 
However, the ‘cheap’ factor still remains a problem addressed to the environment, as the consequence of fast fashion is the large amount of clothes waste.	More than this the retailer still has some threats that may impact its success, like its competitors with high quality product that have low price or at least similar to them, competitors who enjoy a qualitative  advertising and promote their brand better and in a more visible way by using, media, online, etc. Another area of concern should be the technology part. As pinpointed in the Pestle analysis, customers from UK believe that retailers should introduce technological features in their stores and artificial intelligence should represent an opportunity to Primark to collaborate with shareholders that may provide technological support into this direction in order to improve the shopping experience. Another opportunity could be to promote their eco-friendly behaviour, so customers are aware of their ‘good deeds’.












5.0 Recommendations 
	Following the analyses carried out in the report, the writer has set out a few recommendations that might contribute to the growth of Primark business.
a) Create an online app that allow customers to buy items;
b) Use endorsements (well-known celebrities) in order to promote their products, as many competitors are move visible due to this fact;
c) Visual marketing in stores of their values regarding ethic, environment. 
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1969 - Opened first store in Dublin, Ireland. Operates 37 Penneys branded stores in Ireland


1973 - Opened first store in Derby, UK. In present it operates over 192 stores in UK. 


May 2006 - Opened store in Madrid, Spain. In present there are over 45 stores in Spain.


December 2008 - Rotterdam, THe      Netherlands. In present there are 20 stores in Netherlands


December 2009 - Bremen, Germany (over 28 stores in present)


December 2009 - Liege, Belgium (over 6 stores in Belgium in present)  


November 2011 - branded concesions in Selfridges Birmingham and Manchester;


September 2015 - Boston, America (over 8 stores in present in America)


April 2016 - Arese, Italy (4 stores in Italy in present)


April 2019 - opened the world's biggest store in Birmingham, UK.


June 2019 -opened stores in Ljubljana, Slovenia. 


December 2009 - Lisbon, Portugal (10 stores in present)
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