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Fig 1: Primark store in London
(Source: Primark, 2022)
Primark is the leading fashion retailer in the UK providing its customers with a wide variety of products. Its products are highly affordable and trendy. The organisation is headquartered in Dublin, Ireland and also has registered offices in England and Wales. Primark is a subsidiary of a British food processing company, Associated British Foods (ABF) (Statista, 2022). It offers a diverse product variety ranging from kid’s clothing, men's and women's clothing, and homeware items, to beauty products, accessories, footwear, and confectioneries. Affordability has been the main aim for Primark. The primary vision of the organisation is to make sustainable and trendy fashion sustainable for every individual. Fuelled by its passion for creativity and innovation, Primark offers something for everyone at an extremely wallet-friendly price range. Currently, the UK is the largest market for Primark with over 190 stores operating across s number of different locations (Primark, 2022). Globally, the organisation operates close to 400 stores in 14 countries, including but not limited to, the U.S., Italy, Spain, Austria, Germany, Belgium, Poland and France (Statista, 2022). Primark also allows its customers to browse its latest collections and order through its online website and mobile application. The organisation also offers a click-and-collect trial for customers to try products that they see online at the nearest store.     
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Fig 2: Bases for market segmentation
(Source: Fahy and Jobber, 2019)
Market segmentation refers to the marketing strategy that involves the segregation of customers based on a number of factors such as demographics, behaviours, psychology, or geography. Since the market size of Primark is diverse, therefore reaching customers get quite tricky and confusing for the organisation. The implementation of the market segmentation process enables the company to understand the customer preferences and expectations that are often influenced by a number of different factors. Primark considers a number of variables in order to produce different customer segments. Demographic segmentation considers customer characteristics such as age, gender, family size, income, employment, education level, ethnicity, and religion (Fahy and Jobber, 2019). Behavioural segmentation divides customers based on their preferences, buying habits, user loyalty and usage rate. Geographic segmentation considers the customer’s geographic location to make more location-specific offerings. Psychographic segmentation involves characteristics that are more emotional and mentally such as needs, preferences, values, attitudes and lifestyle.  The primary focus of Primark is on psychographic and demographic segmentation. The company invests time in creating customer personas to gain a deeper sense of the buyer’s psychological state and customise the offerings accordingly (Yu et al., 2018). It has partitioned its potential customers based on customers’ previous practices and socioeconomic factors.      
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The segmentation process is followed by targeting. It involves selecting a specific segment of customers after the market has been segmented. This process mainly focuses on the analysis and evaluation of the customer segments and selecting the most appropriate one or more segments for the business (Xydia, 2019). Once the attractiveness of the segment is analysed, appropriate marketing approaches are directed toward the targeted customer segment. Based on the psychological and demographic segmentation performed by Primark, the primary customer is female customers between the age group of 16-35 years. In 2021 alone, the company had 11.1 million consumers for women’s wear while for men’s and kid’s wear the numbers were 10.3 and 6.1 million, respectively (Statista, 2022). Hence, the majority of its products are trendy fashion apparel at extremely affordable prices. The company has been successful in figuring out the necessary actions to undertake in order to become the favourite brand for customers looking for trendy and affordable fashion. Its strategy to refresh its products consistently has enabled the fashion retailer to multiply its growth without saturating the existing market size. The secondary customer base includes the potential customers who seem relevant to the offerings of the company. The brand offers limited edition stocks to breed customer engagement and a sense of exclusivity among buyers.    
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Primark has been able to position itself as one of the most successful and loved fashion brands by selling affordable fashion. The company has been extremely successful in aligning its offerings to the value proposition and desires of the customers. It is majorly focused on excellent in-store experience and customer service. The supply chain of the company has proven to be an asset for the company owing to its ability of sourcing cheap yet reliable and authentic fashion for customers (Zanjirani Farahani et al., 2022). Primark’s supply is highly efficient which ensures the creation of products from their initial design to being displayed on the shelves within six weeks. Primark labelling itself as a value retailer has been successful in reflecting the purpose of the company, of making quality fashion affordable at unbeaten prices. The well-designed and attractive interiors of its stores also help the company in standing out from its competitors such as ZARA, H&M and NEXT plc. The company’s slogan “look good pay less” has made its way subconsciously into the minds of customers. Primark manufactures ongoing trends in relevant sizes to maximise the economy of scale of production to keep prices lower for customers (Kreutzer, 2019). The lower pricing strategy of Primark has been beneficial for the company in influencing and attracting a large segment of customers. 
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Fig 3: Perceptual mapping
(Source: created by the learner)  
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Primark utilises marketing mix elements to plan appropriate strategies for gaining consistent brand promotion and recognition. Market mix strategy allows the company to cover seven elements of marketing including product, place, promotion, price, people, process and physical evidence (Kreutzer, 2019). Its effective marketing strategy has enabled the company to position itself competitively in the highly competitive fashion industry. The company has built up a strong brand image and worldwide recognition owing to its top-notch strategies. The product element of Primark includes the wide product variety offered by the company. The fashion retail offers menswear, womenswear, kidswear, footwear, lingerie, beauty products, accessories, home products and confectionaries. Besides, each product line offers different versions and quality thus making the product much more extensive. Additionally, the brands also offer products from different brands in its stores. Its wide range of offerings makes the brand appeal to different sections of customers. Since the primary customer base of the company is women, its major focus is on keeping up with the latest trends and lifestyles in women’s fashion (Agnihotri and Bhattacharya, 2020). Primark always keeps a new arrival section in its stores to build up curiosity among customers and gain rand engagement.    
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The pricing strategy of Primark is competitive pricing. The company offers its products to customers at comparably lower prices as compared to other fashion retailers like Zara and NEXT. Primark manufactures popular sizes and utilises economics of scale to lower the cost of production which enables the company to offer its products at lower prices to its customers. Further, the company has its manufacturing in China, Bangladesh and Pakistan which helps the company in sourcing cheap labour and raw materials (Xydia, 2019). The company targets value-seeking customers who wish to keep up with the fashion trends at minimum expense. This lower pricing strategy has enabled Primark to attract frequent buyers and maintain its revenue stream. The place strategy of Primark is pretty strong with string distribution channels and supply chains. It has hundreds of stores located across different nations including the US, the UK, Germany, France, Spain, and so on. The brand operates its stores in prime locations such as Oxford Street, New Castle, Cardiff, and Belfast which allows an abundance of customer flow in its stores. Additionally, its online website and mobile application have added to its increasing brand recognition and business growth (Nagaraj, 2020). It has a well-established supply chain that enables a constant supply of products to different outlets across the world.   
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The promotional strategy of Primark is heavily dependent on the word-of-mouth of its customers. The retail brand does not show any interest in investing huge amounts in intense advertisements for its products. It is heavily dependent on its low pricing strategy to attract as many customers as possible (Ruiz and Lluesma, 2018). Verbal advertising through loyal customers has been quite effective for Primark in promoting its business. However, the brand utilises social media platforms such as Facebook, Twitter, Pinterest, Instagram, and so on to communicate with its customers and develop a stronger online community. Primark also focuses on consistent social work through Primark Cares to build up a positive brand image. The operational processes within the organisation are extremely efficient and effective to ensure the smooth progress of the production process and delivery of the final products to the customers quickly. It has a well-developed distribution network to ensure timely delivery of the manufactured goods to its stores (Helsen, 2018). However, there have been several allegations against the company regarding its workplace conditions and the safety of workers in producing clothes that are so cheap and affordable. Like its competitors, Primark has been extremely vocal about its commitment to making fashion more responsible and sustainable.    
[image: ]
Fig 4: Primark Instagram Page
(Source: Instagram)
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The hardworking and loyal employees of the company have been relentlessly contributing to its growth and success. The brand currently employs more than 70,000 people for carrying out different activities within the organisation (Varley et al., 2018). The employees are provided with adequate training and development lessons to enhance their abilities and skills. It offers its customers several employee benefits such as retirement benefits, vacation policy, insurance benefits, employee discounts, and so on, to create job satisfaction and employee engagement. Customers are equally essential for Primark in driving its business. Over the years, the brand has been successful in securing an influential portion of customers for its business.  The most influential physical evidence element of Primark is its distinguished stores. Primark stores are massive with proper layout and ease of access thus making it favourble among customers. The stores avail a large number of customers under different categories hence providing a high level of convenience for shoppers (Quix and van der Kind, 2019). The stores provide a comfortable ambience to motivate shoppers to shop more. It also provides an efficient parking facility at no extra cost. Its customer-friendly website and mobile application are also playing an active in brand recognition. Customers can get easy access to the new arrival and can check which products are available at the nearest store for try-on. Also, its attractive packaging and quick delivery service are effective physical evidence of Primark.  
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Fig 5: Primark shopping bag (physical evidence)
(Source: YOU Magazine, 2022)
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