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[bookmark: _Toc691767306]1.INTRODUCTION
UK high streets have been having a hard time because of external factors that are affecting their sales, profits, and ability to stay in business in the long term.   Retailers like Primark are having a hard time because of the rise of online shopping, bad economies, and changed consumer habits. Using Primark as an example, this report focuses at the main external influences that affect stores on the High Street. These factors will be explored using the PESTLE framework, and then the most important ones will be talked about in more depth. Also , suggestions will be made to help stores adjust to these changes.
[bookmark: _Toc1458106078]1.2Findings -PESTLE Analysis 
A PESTLE study helps businesses figure out how the external environment affects them. The following aspects are very important for Primark and other High Street stores:
Political factors:
Since Brexit, trade rules have made imports more expensive and messed up the supply chain (BBC News, 2023).Because the UK left  the European Union, new trade rules have been put in place. These rules have made it more difficult for businesses to manage their supply chains and have caused import costs to rise. When businesses bring things from the EU into the country, they now have to deal with higher tariffs, more customs checks, and more paperwork. For example, a study by Baker McKenzie says that new paperwork and rules for compliance have slowed down the process of getting goods through customs, which has delayed the time when products can be found in stores.
According to the Financial Times (2023), supply lines and pricing strategies have been changed by rising geopolitical tensions and trade barriers. The Russia-Ukraine crisis is an significant geopolitical factor impacting UK merchants like Primark, in addition to Brexit and other trade disputes. Retail businesses have been impacted by the war's disruption of global supply chains, rise in energy prices, and shortage of raw materials.
Economic factors 
Retailers like Primark have been impacted by the significant decrease in consumer spending on non-essential items in the UK due to the rising cost of living (ONS, 2023). Prices for items have increased as a result of inflation's impact on operating costs, such as labor, materials, and energy (Jones, 2023). Additionally, because the falling value of the pound makes imported goods more expensive, currency rate changes have raised the cost of buying goods, especially from overseas (Bank of England, 2023). Retailers are therefore under pressure to modify their pricing policies in order to balance growing expenses with consumer affordability.
        SOCIAL FACTORS 
The preferences of consumers have changed dramatically, with many choosing to shop online rather than in-store, which has resulted in fewer people visiting physical stores (Deloitte, 2022). Also.Customers are placing a higher value on ethical labor standards and ecologically friendly production methods, which has led to an increase in demand for sustainability (Green, 2022). This change is especially noticeable in the fast fashion industry, where growing knowledge of the ethical consequences of clothes production balances the huge demand for stylish, reasonably priced apparel. Customers are become increasingly aware of the effects their fashion choices have on society and the environment (Greenpeace, 2022).
         TECHNOLOGICAL FACTORS
E-commerce platforms are becoming more competitive as a result of the growth of digital retail experiences, as customers seek easier and customized online experiences (PwC, 2023). At the same time, retailers' operations are becoming more efficient and streamlined thanks to developments in supply chain management systems. But putting these technologies into practice costs a lot of money (Forbes, 2023). Retailers must therefore strike a balance between the necessity for innovation and the substantial expenses related to these technical advancements. Staying competitive in a market that is getting more and more centered on the internet requires this digital transformation (McKinsey, 2023).
LEGAL FACTORS 
Stricter regulations on employment and data security for retailers have been implemented by the UK Government(Government2023) Furthermore, companies are now required to be more open about returns and refunds due to modifications in customer rights regulations (BBC News, 2023).
ENVIRONMENTAL FACTORS 
More strict environmental laws have been established under the European Green Deal (2023), especially with regard to waste management and carbon emissions. These rules mandate that companies use sustainable measures, such cutting their carbon footprint and enhancing their waste management techniques. Higher compliance costs, including expenditures on waste reduction and energy-efficient technology, are what this means for businesses like Primark. Additionally, there could be severe fines for breaking these regulations, which would raise operating costs even higher (European Commission, 2023). Businesses that adhere to these environmental standards will not only avoid fines but also enhance their reputation among environmentally conscious consumers, providing long-term value, as consumers place a greater emphasis on sustainability (Greenpeace, 2023).
[bookmark: _Toc993077002]1.3 SWOT ANALYSIS OF PRIMARK 
A SWOT analysis examines internal strengths and weaknesses alongside external opportunities and threats.
STRENGTHS 
Affordable Fashion: One of Primark's strengths is its capacity to offer stylish clothes at competitive costs. This value offer enables the brand to serve a wide spectrum of customers, especially those seeking fashionable but affordable solutions (PwC, 2023).
The cost appeals to a broad range of consumers, including families looking for affordable fashion options and younger customers.
Extended selling Network: Primark's extensive and expanding retail network helps company maintain a strong presence on the high street. Its multiple locations around towns and cities increase brand accessibility and awareness, bringing in a lot of foot traffic and allowing the merchant to sustain high sales volumes. Additionally, this wide network brings in a varied clientele and enhances the brand's reputation (Deloitte, 2023).
          WEAKNESSES 
According to PwC (2023), Primark's absence of a comprehensive e-commerce platform limits its ability to sell digitally. Additionally, Greenpeace (2023) raises moral questions about sustainable environmental standards and labor methods, which could damage the brand's reputation. Additionally, BBC News noted that Primark is vulnerable to lockdowns and economic downturns because to its reliance on physical stores (2023).

OPPORTUNITIES 
There is a great chance to grow by branching out into digital marketing with online buying and delivery services (The Guardian, 2023). Additionally, in line with consumer trends, eco-friendly projects can benefit from the growing demand for sustainable fashion (Forbes, 2023)..

THREATHS 
Online fast fashion shops like ASOS, and Boohoo are becoming more and more competitive as they attract in price-conscious, tech-savvy customers with their regular collections and robust online presence (Retail Week, 2023). Retailers like Primark are facing issues as inflation and economic volatility further reduce consumer spending power, especially for non-essential items (BoE, 2023; Deloitte, 2023). Retailers are finding it more difficult to effectively meet demand as a result of persistent supply chain interruptions that are being made worse by the pandemic and geopolitical circumstances. These disruptions are also affecting stock availability and delivery schedules (Financial Times, 2023; McKinsey, 2023).




[bookmark: _Toc1460725049]2 KEY EXTERNAL FACTORS IMPACTING PRIMARK 
The UK has had high inflation rates, which have caused prices to go up for both goods and services (BoE, 202). People are buying fewer things that aren't necessary, which impacts stores that are easy on the wallet like Primark. Unlike competitors with a strong online presence, Primark focuses heavily on in-store sales, making it more vulnerable (Deloitte, 2023).
Also , more people choose to shop online, stores have had to change and spend in digital platforms. According to The Guardian (2023), Primark has generally been against online shopping, but they have recently started a "Click & Collect" service to stay competitive. But Primark is at a disadvantage when compared to competitors like ASOS and Boohoo, which only do business online (PwC, 2023) because it doesn't have a full digital plan.



[bookmark: _Toc1890438890]2.1 RECOMENDATIONS:
Invest in Digital Transformation: 
Digital solutions and e-commerce are becoming more and more important in today's retail environment. To remain competitive, brands must adjust by making investments in strong online platforms (Deloitte, 2023).
2.Primark needs to adopt greener practices, like ethical labor standards and sustainable material procurement. This would assist satisfy stricter regulatory requirements on environmental effect in addition to appealing to consumers who care about the environment (Greenpeace, 2023).
3. Improve Supply Chain Resilience: Primark should diversify its supply chain by collaborating with several suppliers and making investments in advanced logistics technologies in order to reduce the effects of world politics and economic crises.   This will ensure more dependable inventory management and product availability by reducing the risk of stock shortages and delays (McKinsey, 2023).
Primark can boost brand awareness and attract younger consumers by collaborating with digital influencers and implementing focused social media campaigns. This will make Primark more competitive in the digital-first retail market (Retail Week, 2023).
Invest in In-Store Experience: In-store shopping experiences should not be overlooked, even though digital transformation is crucial. To increase foot traffic, Primark can improve its physical locations by including experiential retail elements like interactive displays, first-to-market product introductions, and event-based shopping experiences (Deloitte, 2023).




[bookmark: _Toc654401884]2.2 CONCLUSION
The findings show that economic instability, new technologies, and changing customer habits are posing big problems for High Street stores, especially Primark. Sales have been directly affected by inflation and less spending on extras, and the move to online shopping has made digital adaptation required. Primark also improve its sustainability and openness to keep customers trusting it because of growing social concers.
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