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[bookmark: _Toc536295601]Executive Summary
Primark is a big multinational fast-fashion supermarket, which operates under a modern trend, and deals in low-cost high-fashion garments, home and beauty products, and has a reasonably decent market share within the UK and a growing global market. This report has critically evaluated the marketing strategies of the company from the perspectives of segmentation, targeting, positioning, and the 7Ps marketing mix that is backed by the situational analysis and strategic models. One of the important areas has been viewed as for improvement and management of KPIs and balanced scorecards. It offers recommendations and knowledge that can be implemented to ensure that the organisation has the capacity to develop and compete in the market and is sustainable in the volatile retail market.


[bookmark: _Toc1619690285]1. Introduction and mission 
Primark is a UK-based fashion retailer while sells clothes and everyday essentials with the help of its huge network of stores. It is a leading international clothing retailer with more than 80,000 employees in 18 countries (Primark, 2025). The company provides great value to its customers by delivering affordable prices for clothes and everyday essentials to its potential customers. Primark has more than 470 stores across 18 countries in the US, the Middle East, and Europe (Primark, 2025). Primark lies within the fashion and retail industry, operating as a multinational clothing retailer. The primary products of Primark are everyday wear used by people, such as t-shirts, shirts, gowns, dresses, socks, baby clothes, and so on (Primark, 2025). The ‘Click and Collect’ service is provided by Primark in all its stores within Great Britain (Martin, 2025). Reflecting on the market position and customer base of the company, 31.6% of UK consumers have purchased apparel from Primark, with 61.8% of the customers being female, which signifies a mostly female customer base, and a competitive market position as a cost leader in the industry (GlobalData, 2022). 
The purpose of the report is to focus on principles of marketing, which includes marketing strategies for, situational analysis for the company, such as Primark. Along with this, focus on key areas such as segmentation, targeting, positioning, and the 7Ps marketing mix to comprehend its marketing tactics effectively. The report will include models such as STP, PESTLE for environment analysis, SWOT for internal analysis of the organisation, Porter’s five forces, as well as Ansoff matrix for analysing the situation of the business. Additionally, the report will also highlight integrated marketing processes for maintaining public relations through marketing channels. It will also include Key Performance Indicators (KPIs) as well as balanced scorecards to identify the achievement of business objectives by Primark.  

[bookmark: _Toc2085019956]2. Situational analysis
[bookmark: _Toc1739677005]2.1 SWOT analysis

	                              Strengths
· Primark is responsible for offering clothes and everyday essentials things at an affordable price (Primark, 2025). 
· The market share of the Primark has been figured as 31.6% in which 61.8% of customers are female (GlobalData, 2022). 
· The company uses recycled fibres for weaving its clothes, reflecting on sustainability. 
	                         Weaknesses
· Primark faced a challenging situation after Christmas as sales goes down in first quarter by 1.9% (Davey, 2025). 
· The sales in UK and Ireland also drops by 6% (Davey, 2025).
· The limited online presence of the company restricts it from reaching target customers.   

	Opportunities
· Primark can implement an omnichannel marketing strategy for enhancing market reach as well as achieving optimum profitability. 
· The company can also leverage the quality of its products.
	Threats
· The intense competition from its competitors like H&M, Zara, Nike, Adidas, and Shein has been identified as a threat.
· As customers in the UK face the pressure of living, it results in less spending on the fashion sector, which leads to a decline of shares up to 10% (BBC, 2025).  




[bookmark: _Toc935769323]2.2 PESTLE analysis
Political. The political stability of the UK is 0.51, based on the latest calculated value in 2023, which lies between -2.5 (weak) to 2.5 (strong) (The Global Economy, 2025). Based on this, it can be said that there is a positive impact on the organisation in terms of setting up and running the business due to the relatively stable environment.
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Figure 1: Recent data on political stability of the UK
(Source: The Global Economy, 2025)
Economic. The UK has been facing a high inflation rate, which has been estimated as 3.8% in September 2025, as it was predicted in last report (BBC, 2025). This high inflation rate in the UK has a negative impact on the organisation as it reflects on high prices of the products.
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Figure 2: Inflation rate of the UK
(Source: BBC, 2025)
Social. The total population of the UK has been calculated as 69,685,327 as per the present data (Worldometers, 2025). This rising population in the UK has a positive impact on the organisation as there are more people to purchase products. 
Technological. The net expenditure of the UK government on Research and Development (R&D) has been estimated as £17.4 billion in 2023, as compared to the previous year, which was £16.1 billion, and it is an increase of 8.2% (ONS, 2023). The rise in expenditure in the context of R&D has a positive impact on the organisation as it enhances the focus on technological advances. 
Legal. Adhering to the “Companies Act 2006” (c.46) within the companies of the UK helps in creating a positive impact on the organisation by maintaining its legacy (GOV. UK, 2025). 
Environmental. Aligning with “Environmental Act 2021” (c.30) within the organisation, such as Primark, is effective for protecting the environment through business operations (GOV. UK, 2025). It depicts a positive impact on the company.

[bookmark: _Toc924963645]3. Marketing strategy.
[bookmark: _Toc29852249]3.1 STP analysis.
Segmentation
Demographic: The age of target customers of Primark includes mainly young adults aged 16-35, and the customers need to belong to middle-income families. 
Psychographic: The customers of Primark place value on environmental sustainability, for which it provides clothes made from sustainable fibres (Primark, 2025). The consumers of the company are also reliant on social media advertisements, as well as focusing on omnichannel marketing strategies. 
Behavioural: Primark targets customers who have the tendency to shop frequently and focuses on seasonal clothes. It also targets customers who prefer affordable prices with quality products to maintain loyalty among customers. 
Targeting
Primark mainly targets consumers who are aware of fashion sense, along with trending fashion wear. Along with this, the company caters primarily to young adults by providing trendy clothes at affordable prices. 
Positioning. The market position of Primark is based on its market share and evaluation its customer base, in which 61.8% of customers are females who are fashion-conscious (GlobalData, 2022).  Regarding this, the market share has been evaluated by the purchase of customers, which has been estimated as 31.6% which signifies its position in the fashion-retail market (GlobalData, 2022).
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Figure 3: Positioning Map

[bookmark: _Toc312258266]3.2 Integrated marketing. 
The market position of Primark is based on its market share and evaluation its customer base, in which 61.8% of customers are females who are fashion-conscious (GlobalData, 2022). Regarding this, the market share has been evaluated by the purchase of customers, which has been estimated as 31.6% which signifies its position in the fashion-retail market (GlobalData, 2022). 
Integrated marketing has been termed a strategic approach used to deliver consistent messaging across all marketing channels, such as social media, advertisements, emails, and public relations. Integrated marketing enhances brand awareness as well as maintains the social brand identity of an organisation through reaching target customers. An integrated marketing strategy, which includes promoting messages through different marketing channels, facilitates in improving customer trust, loyalty, and uplift overall experiences. Accordingly, Primark also uses marketing channels for promoting its services and products to its customers. Based on this, “Primark uses a strategy of partnering with local social media influencers with strong social media profiles is central to its aspiration to connect with customers” (ABF, 2020). Collaborating with influencers and promoting social media advertisements, Primark promotes its products to potential customers and enhances its profitability through optimum purchase. Adhering to an effective integrated marketing strategy facilitates improving the customer base through maintaining loyalty in an effective manner. Thus, integrated marketing is crucial for leveraging customer loyalty and brand awareness through partnering with social media influencers. 

Stage 1: Situation Analysis
Primark is a low-end apparel shop that has the best in-store experiences and minor web-based retailing. 	
The company has positioned its brand as the low-cost, environmentally sustainable and affordable brand. 	
H&M and Zara are also the tangible competitors. 	
The communication marketing will rely on 	influencer social media activation and collaboration based on the 	in-store displays.
Stage 2: The communication objectives
Creating brand awareness with the young-adult and the sensitive customers.
Increase the degree of online interaction with social media and reach influencers.
Improve the sustainability practice in Primark with respect to building brand image.
Generate physical store movement of transactions through the assistance of store promotions and Click and Collect online.
Stage 3: Message Strategy
Fashion design collections, low cost and corporate social responsibility.
An emotional appeal that relies on the use of an image that shows inclusiveness and sustainability.
The touchpoints all have a similar appearance and feel.
Stage 4: Communication Channels
TikTok deals with influencers on YouTube, Instagram.
PoS display, merchandising, eco labels, e-Displays.
Sustainable collections content.
Fashion events or environmental consciousness.
Stage 5: Evaluation and performance of the concerns
Social media, such as shares, follower’s performance.
To attract more clients to the campaign outlets.
Customer feedback Survey, Sustainability perception, Customer feedback surveys.
ROI value of promotions.
[bookmark: _Toc60260351]3.3 Ansoff matrix. 
Market Penetration. Market penetration is increasing market share within the existing market, and in this regard, Primark can optimise its store locations and enhance the overall shopping experiences of customers. Selling at affordable prices to its customers facilitates penetrating the market of fashion apparel. 
Market Development. Market development is based on entering a new market with an existing product, and in this aspect, Primark can enter new countries across US and Europe to provide optimum customer service with its affordable products. Expanding physical presence in new countries helps Primark to engage a larger customer base effectively. 
Product Development. Product development is related to forming new products in the existing market, in which expanding offerings of products includes a wide range of accessories and beauty products, to attract more customers within an organisation. Targeting the entire customer base through product development within Primark facilitates increasing overall profitability. 
Diversification. Developing new products within a new market facilitates improving overall business sustainability by acquiring more customers within the organisation. Making a new product within a new market helps in improving effective sales, which in turn facilitates improving the profitability of the business. 

[bookmark: _Toc1425591617]4. Marketing mix strategies. 
[bookmark: _Toc265234277]4.1 Product. 
Primark is an apparel and homeware retailer, offering goods such as cheap textiles, accessories, footwear, cosmetics, and home products. It also has periodic new collections which address the shift in the trend in fashion, and eco-friendly collections are engaged with the concept of sustainability (Corporate.Primark, 2025). Quality product at low-cost prices is one of the company's unique selling propositions.
[bookmark: _Toc568412373]4.2 Price
 Primark's pricing strategy is based on a low-cost, high-volume model driven by economies of scale, efficient operations, and a non-existent online presence. Cost leadership strategy ensures that the prices remain very low against the competitors and helps in the value proposition. The price is aligned with the domestic market conditions, and the volumes are pushed out through the promotion processes (Lan, 2023). So that a high volume of the products can be cleared off and made accessible to every segment. The cost leadership strategy is a type of price control that maintains the products at a low price to price-sensitive consumers. The market established and emerging price advantage will be high due to high volume and low margins, and frequent promotional offers by Primark. The low-cost culture is based on mass buying and an effective supply chain.
[bookmark: _Toc898025206]4.3 Place
 Primark outlets are placed at a strategic position in the shopping centres, city centres, and busy and high-trafficked high streets. It is still growing in the UK, and new stores are opening, where the presence and convenience offered by Click and Collect and more active digital are extending the presence even further to the customers (Martin, 2025). The location is the secret to the strategic positioning of the stores that are within major high-flowing cities and malls. Physical presence also supports online communications because the company provides product visibility, click and collection, and consumer-consumer interaction, but currently, full e-commerce retailing has been restrained.
[bookmark: _Toc1667748817]4.4 Promotion
 The development of brand awareness is highly dependent on the visual merchandising in the store, the window displays, social integration, and word of mouth. Primark relies less on conventional advertising and more on the interactive, influencer-based connections and digital platform-enriching loyalty and reputation of the entity, of an affordable nature (Fabric Academy, 2025). The promotion will involve pushing the brand to the highest degree of ascendancy and authority with an in-store presentation that is beautiful, and an attack on social media marketing. Primark is trying to be more open to collaborating with lifestyle influencers and online promotion, and it does not incur significant expenses on offline advertisements. This will serve as a natural growth, and it will take advantage of the consumer confidence.
[bookmark: _Toc1462093616]4.5 People
 One of the pillars of Primark's retail strategy is people. Quality personnel are a natural element as they provide quality services and practice the values that form the basis of caring, diversity, and inclusion of the company (Ologunebi, 2023). Some of the priorities include employee development and customer contact that are provided through continuous training and a dynamic workplace culture. The customer-service-oriented workforce and its emphasis on brands are acquired with the help of performance incentives and staff-training programmes. The interaction of employees, product knowledge, and diversity is the vital process of improving the experiences of the store and developing loyalty.
[bookmark: _Toc613106712]4.6 Process
 The problems of operational efficiency are the efficient sourcing of hundreds of suppliers located in all parts of the world, and constant inventory management, which also involves using digital inventory control systems (Isotalo, 2021). The minimal excitement by the brand can be replenished by ensuring smoother check-outs, better integration of merchandising, and electronic assistance to deliver the brand promise to the customers.
[bookmark: _Toc232266956]4.7 Physical Evidence
The physical stores are contemporary, neat, and well-decorated, which contributes to the idea of Primark as offering inexpensively dressed and fashionable goods. Quality and trust are enhanced with branded packaging, receipts, clear signage, and displays that are visually immersive (Zaghi, 2025). The eco-labels and certifications also contribute further to brand evidence to the consumers who are even more sensitive to the sustainability issues. It is composed of the modern stores, brand decor, Primark packaging, its physical displays, and its online touchpoints. In the spread of homogenous visuality, well-established premises, eco-labelling, the promise of value and ethical practices, and quality concerns can be attested by customers that is not stored.

[bookmark: _Toc623590929]5 Balanced Score card:
[bookmark: _Int_d8m9FTA2]Primark's balanced scorecard (BSC) plan is a combination of four major lenses, such as financial, customer, internal process, and learning and growth approaches, which are ways to bring clarity and focus. The strategy should be implemented, as well as the way an organisation performs its activities (Mutambo et al., 2022). The BSC approach will focus on each view with large targets and performance measures, thus by making sure that the cross-functional groups agree to pull in line with the common goals and constant improvement at all times.

Table 1: Balanced scorecard																			
	
	         Objective
	        Target
	          Initiative

	Financial

	Improve profit margins and ROI through revenue growth and cost control.
	Increase profit margin by 20%, reduce costs by 10%.
	Implement cost-saving strategies, optimise the supply chain, and enhance revenue through better pricing and promotions.

	Customer

	Increase customer satisfaction and loyalty while expanding market share.
	Achieve 90% customer satisfaction and a 15% increase in market share.
	Launch customer loyalty programmes, improve in-store experience, and strengthen brand image through sustainable fashion.

	Internal

	Enhance the efficiency of the supply chain, inventory management, and product introduction.
	Improve inventory accuracy to 98% and reduce stock replenishment time by 15%.
	Use automation, data analytics, and real-time reporting to streamline internal operations and supply chain processes.


	External

	Develop employee skills, innovation, and engagement for long-term sustainability.
	Train 100% of employees annually and launch 3 sustainable innovations per year.
	Introduce continuous training programmes, innovation workshops, and employee feedback systems to encourage skill development and sustainability.













Table 2: Marketing strategy	


	   Associated Risk
	    Risk Level
	              Mitigation

	Product

	Medium

	Regularly update fashion collections and expand sustainable product lines to match consumer trends.

	Place
	Medium
	Expand Click & Collect and improve logistics to balance store and digital presence.

	Promotion
	Medium
	Increase digital engagement and influencer partnerships while monitoring ROI on campaigns.

	People

	Low
	Continue staff training and implement employee feedback systems for better service quality.

	Process

	High
	Strengthen digital inventory management and supplier coordination to reduce supply chain disruptions.	

	Physical Evidence

	Low

	Maintain consistent brand design and sustainability labelling across all stores and packaging.	




[bookmark: _Toc415088870]6. Implementation and control. 
[bookmark: _Toc1796510049]6.1 KPI`s
Primark adopts a strong KPI implementation schedule in the sense that operational and strategic goals are realised at any point in time, as the goals concern all stores and business operations. The financial foundation of the business, such as the overall sales, the increases in percentage of the like-for-like sales inside the store, the gross margin, and the revenue per square foot (Meijer, 2025). This is tracked every week and quarterly, which helps the store operators and the top management to take prompt action in addressing the market conditions and the fluctuation of the demand. The company includes digital KPIs, such as Click and collect, Web Traffic, and social activity, to determine the success of the new initiatives promoted by the omnichannel, which is gaining more significance as the tendencies toward the digital experience of the customers shift. 
Other KPIs include overall revenue and profit, which measure the way, effectively, the company uses its capital to generate profits. KPIs that the customer is involved in, such as Net Promoter Score (NPS), post-visit satisfaction, and conversion rates, are all collected in the form of a direct response survey (Pandey, Rai, and Ray, 2025). This is a high-touch feedback system and consequently enables the organisation to recognise areas of strength and weakness in customer experience. Therefore, it ensures onward enhancement is monitored and leveraged throughout the region to learn best practices. Such KPIs are associated with the performances of both managers and the team in terms of action plans, workshops, and performance reviews to develop an accountable culture of enhancement and flexibility (Assessteam, 2025).
[bookmark: _Toc220877308]7. Conclusion
Primark is a strong competitor in the UK fast-fashion market with its cost leadership, comprehensive product propositions, strategic geographical expansion of the retail, and its increasing internet presence. Resilience is put on the sustainability of sourcing and operational efficiency; in case there is uncertainty within the sector. The brand will be integrated with the differentiated STP approach and integrated marketing that can facilitate the brand to reach the dynamic and value-sensitive customers in the competitive market infrastructure. Costs are minimised by optimising its supply chain, purchasing materials at scale, limiting traditional advertising, and designing large, efficient stores with fewer staff.
One of the recommendations for the company to improve marketing mix and targeting, segmentation, and positioning is to enhance the digital transformation, Primark needs to increase its e-commerce and personal marketing routines through the implementation of data analytics to increase the efficiency of segmentation and targeting. Through further development of their experience, as well as the provision of loyalty programs and in-store innovations, customer interaction and retention increase further with the help of the omnichannel integration. Diversification of the products should be based on environmentally friendly and fashion-sensitive products (Alptekinoğlu and Örsdemir, 2022). This will ensure that the company is still current and the brand popular. The reputation of value and responsibility at the company should be enhanced with the extra expenditure in employee development, ethical sourcing, and sustainability. By using the most recent KPIs and balanced scorecards models, the organisation will be able to track the strategic initiatives in real-time and, therefore, make timely decisions and react to emergent consumer behaviour (Alnoukari, 2021). The expansion plan must be centred on further securing market diffusion within the already available markets, as well as such risk-prevent progress within new markets with long-term success.
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