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Executive Summary 

This a scenario based report where the field of study has chosen a fast-paced clothing retail known as Primark. The global clothing brand, Primark is running their operation in different destination with more 400 stores. Hence, by choosing Primark as a case study, researcher will scrutinize various aspects of customer experiences taking COVID-19 into considerations and evaluate its internal and external factors and how the chosen business is dealt with the situation and maintain their customer relationships. All the information gathered here will be supported by various marketing and customer relationship theory. Secondary research methodology is adopted for the report where various books, e-books, journal, article, newspaper, official websites, yearly report of chosen business will be reviewed with adequate referencing. A short interview was carried out as part of the Primary research to get the information regarding Primark internal and external strategies to ensure CX which will be added in the main body of the report. 
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[bookmark: _Toc103032415]1.0 Introduction 

This report is based on customer experiences where a scenario is given which includes brief like; 

Customer experience consider as key element to ensure sustainable competitive advantages however, due to sudden strike of COVID-19 which has shattered the whole world with unimaginable chaos where business and service industry was impacted indescribably. Because of the pandemic, overall consumer’s behaviour has changed and forced various SME business to adopt strategic CRM to engage with the potential consumers.  Online platform was used as a strategy to develop new consumer base where the term “new normal” evolved. Hence, refined consumer experiences were adopted to attract more consumers however while there are lots of businesses grew their sales with high profitability still there are numerous businesses went downhill. The chosen business for this report is one of them that failed miserably during the time of pandemic. The reason for choosing Primark as a case study is because, researcher has worked in the past hence, getting information regarding this business was easy for the researcher. 

[bookmark: _Toc103032416]1.1 Importance of quality process and CRM 

Managing quality is key element for all businesses whether its small, medium or large reason being, quality in terms of products of service support business activities to ensure consumers satisfaction as well as loyalty that in turn reduce the cost and risks of replacing faulty goods. Different business can ensure quality through quality standard like ISO 9001 which is published by International Organization for Standardization. In broader extent, quality processes incorporates aspects like, customer expectations, reputations, standards, costs, loyalty and perceived products (Cunningham, 2020). 

The key consideration of quality processes is; compliances, risk mitigation, operational necessities and continuous improvements and business can ensure this process through gathering data, analysing data, completing data, assessing the timeline and determine feasibility (Vanitha, 2021). 




[bookmark: _Toc103032417]1.2 CRM 

CRM indicates, customer relationship management, which is sort of practices that improves a business communication with potential and current consumers. It is critical in today’s economy where customer service is something that vital to success. The bottom line of CRM benefits is it can establish a well-developed CRM plan that will support business to satisfy its potential consumers, it can help business to gather data more effectively, it will allow employees to offer best customer services, it will allow leader to ensure proactive role towards consumers (Vanitha, 2021).

[bookmark: _Toc103032418]1.4 Research method 

The field of study will adopt qualitative research method where semi-structure interview will be undertaken as part of the primary research whereas as part of secondary research, the field of study will review various books, e-books, journal, article, newspaper and official websites of chosen business. 

[bookmark: _Toc103032419]1.5 Road map 

Followed by the introduction, this report will discuss background of chosen business/company context. After, models review such as two CRM model and theories of marketing will be carried out towards the chosen business via taking COVID-19 as a scenario. The next stage is model selection, where a model will be chosen to analyse the company’s CRM problem along with its benefits and challenges. The next chapter is recommendations where some suggestion will be developed to aid chosen business to ensure effective customer experiences and finally summary and key benefits of the business will be reviewed in conclusion part. 

. 
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[bookmark: _Toc103032421]2.1 Background of the business

Primark, a global renowned clothing retail brand that runs its operation throughout United Kingdom, Netherland, Germany, Portugal, Ireland and Belgium with its 400 stores. Headquarter in Dublin, Ireland the business has first started its journey; back in 1969 by Arthur Ryan and gradually spread its operation at England in 1973. The products of the business include, menswear, womenswear, footwear, homeware, beauty and confectioneries (Primark, 2022). The reason why the business grew very well because of its budget pricing where repeated cheap sourcing with simple design, bulk stock turned business to gain high competitive advantages and profitable (BBC, 2021). Till before pandemic the business seen huge growth and spread its operation in major locations in different develop nations through its effective management structure, business scheme and CRM. The business awarded as “Retailer of the year” in 2010 and currently running its operation smoothly all over the business (Primark, 2022).  

[bookmark: _Toc103032422]2.2 Key Marketing theories and analytical tool 

Marketing mix 

A marketing mix is sort of element that includes multiple areas of marketing plan focus that can be classified as four P’s such as product, price, placement and promotion. Through effective marketing mix business can reach towards wider audiences by taking these 4P’s seriously into considerations. Through marketing mix business can develop strategic decision when lunching its products as well as revise existing products. Marketing mix is essential part of CRM and with the help of marketing mix, CRM can easily be scrutinized to get the better outcome (Pulido, 2018). 


Strategic CRM 

Strategic CRM is marketing tool that help business to achieve maximum dedifferentiation over the rivals via meeting consumer’s needs, sustaining and gaining competitive advantages as well as capitalizing on corporate capabilities and strength. This is very important CRM tool for business that help business operation to reduce the costs incurred. The tools incorporate factor like, segmentation, targeting, and positioning (Kaur and Kaur, 2016).

PESTLE analysis 

The term PESTLE indicates aspects like political, economic, social, technological and environmental and legal aspects of the business that holds impact/influence within the operation of business. To justify the CRM affectability PESTLE is important as it can easily evaluate the factors that impacting the business which has huge influence on customer relationship management (Van, 2022). 

Porters five forces

Strategic analysis often use porters five forces to analyse how product and service can be profitable potentially. This model incorporates five forces which business need to carry out market’s competitive analysis. The forces are; existing competition, threats of new entry, threats of substitutes, bargaining power of suppliers, bargaining power of buyers (Van, 2022). 
 This model will be used to demonstrate the recommendations for Primark to overcome the challenges due to the COVID-19. 


[bookmark: _Toc103032423]2.3 How internal and external factors including COVID-19 influenced or affected Primark’s quality systems and controls for customers

To carry out this task both secondary and primary data is used to justify Primark’s internal and external factors that affected the quality system and control for consumers. 

PESTLE: 

PESTLE is combination of environment that influences the business which a business does not have any control over such as social environment, political issues, regulations and legislation set by government, resources economies, demographics and culture of people (Raven, 2015). The external environment incorporates two elements such as direct and indirect interactive (Gier, 2014). Direct interactive impact business immediately whereas indirect interactive has distant and secondary impact to the business (Kushwah, 2018). Hitherto, how PESTLE element of Primark impacted the CRM of the business is discussed below; 

Political: during the time of COVID-19, Primark in different locations have completely shut their instore activities due to cutoff supply chain, government rules, social distancing issues and fear in death upon contacting each other’s. Due to the closure of the store temporarily, the CRM of the business got impacted unimaginably as a result during the first wave of the COVID-19 Primark has lost 40% of its revenue which was result in £2b along with global fall of 65% of the business operations (BBC, 2021). Government have also totally cut off the supply chain of the business from different destination as a result stocking the products for future also got impacted. On the other hand, there was some positive support for the business from government such as reduced business rates, grants, tax reduction and 80% wages payment to colleagues during lockdown which slightly supported the business activities (Correspondents, 2020).

Economic: the overall CRM of the business got disrupted where major downfall of the sales has been encountered. Primark was failed miserably to attract consumers in their online and social media platform. The sales were 70% down in compare to previous year. Despite of these Primark refused to go online despite £1b loss which has devastated the whole CRM structure of the business. On the other hand, when the lockdown was ease, Primark faced tremendous amount of sick call from colleague which also had negative impact on the business (Ahsan, 2021); (BBC 2021).

Social: Primark always been the clothing market leader and received many awards (Primark, 2022) by ensuring their effective CRM management where they constantly think about consumer’s affordability. In compare to the rival, however Primark failed to attract the consuemrs where bOOhOO, Asos, Burton took over Primark and generated 700m in sales combined (BBC, 2021). 

Technological: Due to having no activities online, Primark had to go through £1b losses and almost 190 UK Primark stores had no online arms like it competitors but despite seeing 30% of fall which is £2b in first 16 weeks of COVID the business failed to set up its exiting online shop where its rivals like ASOS and Boohoo rose its sales online by 40% in the last 4 months of the year 2020 (Simpson, 2021). 

Environmental: in between the COVID-19 when the restriction was taken for the time being, Primark had to face poor CRM affectability due to unable to use bags, smooth transection queue management, store interaction etc. which impacted the CRM of the business as well as some of the major environmental impacts which Primark encored during the time of pandemic; high environmental awareness from consumers, concern about personal hygiene, high uses of disinfection, proliferations of the dangerous substances in public domain etc. put business to attract more consumers which eventuality led them to high loss in revenue (Simpson, 2021). 

Legal: legal aspects of the business is interrelated with government regulations and legislations which has huge impact on the CRM of the business such as supply chain cut off, social distancing rules, employees sickness, fear of infections, delayed agreements put Primark in a situation where they totally failed and had to see global profit loss of 63% (BBC, 2021). 

Marketing mix 
Products 
The key products of Primark comprise women, men, baby, kids, beauty and home. All the products are distinctive in nature and comes with an affordable price. Business like Shein who do not have physical store also offer similar products with no physical store which is an advantage for Primark as the business is location based and attract huge consumers. Here, during the time of COVID-19 Shein went uphill with their distinctive online presence and Primark failed miserably where Primark’s 100% products got stuck in warehouse (BBC, 2021). 
Pricing
Primark target value seeks the consumers and promises them to keep up with latest looks without breaking their bank (Primark, 2022). Primark have created their bridge with consumers through the affordable pricing where they source their product from relatively cheap destination like, Pakistan, Bangladesh, India and China. During the time of COVID, pricing strategy did not have any impact on the business due to the zero presence on the web platform while business like BooHoo, Asos, Shein had come up with various pricing strategy such as 50% off, buy one get one free, vouchers, discounts which attract huge consumers base (HowandWhat, 2020). 

Place/distribution channel
The product of Primark is available in twelve nations through their nearly 400 stores which is an amazing placement but the business does not sell anything online and specially during the time of economic lockdown that’s a very poor distributions channels for the business (HowandWhat, 2020).  
Promotion
The biggest promotion of Primark is word of mount through which the business turned in a gigantic clothing retail however this work of mount promotion did not work during COVID-19 situations leaving business with £1b losses (HowandWhat, 2020).
Strategic CRM
Segmentation 
To build customer relationship management, Primark always split up the market through various groups of buyers who are more likely to respond towards their individual favorable items, services and marketing mix. Being a value clothing retailer, Primark commercially able to attract consumers with budget price and through that year after year the business being the market leader (Primark, 2022). So, why the business failed during the time of COVID-19? Because most of the consumer who buys from Primark store are middle aged women, mothers, older people and one with the budget price. As people who buys from the online platform are not interested in Primark specially when it comes to choose designer cloth here it’s worth mentioning that, young generation does not consider Primark for quality clothing (BBC, 2021). 
Targeting
Through targeting Primark focus on the comprehensive marketing plan which has been discussed in marketing mix above. As per targeting is concern, Primark use differentiating marketing target tactics where they differentiate consumers in terms of age, sex, income level and life style.  So, why the business failed during the time of COVID-19? Its due to people who are so keen to buy from online platform was not supported by business targeting and presence of Primark through websites and social media platform (Ahsan, 2021). 

Positioning
The last phase of strategic CRM is product position of the consumers where all the marketing mix are designed to fit which a segment and through which consumers perceive the product and compare it with its rival. So, why the business failed during the time of COVID-19? In terms of positioning, it has been identified through the research, young generation like range of clothing which has up-to-date design and brand reputation which Primark lacks. Hence, being a budget fashion retailer as well as due to the Zero presence on online platform put business at risks to loss £1b during COVID-19 (BBC, 2021). On the other hand, it is not necessarily mean that, the business is a failure as after COVID-19 Primark is bounce back again with its low price, affordability and value based CRM tactics. 
[bookmark: _Toc103032424]2.3 Model selections and justifications 

	PESTLE 
	Strategic CRM 
	Marketing Mix 

	· The term PESTLE indicates aspects like political, economic, social, technological and environmental and legal elements of the business that holds impact/influence within the operation of business. 
· The reason for choosing PESTLE is, it can easily evaluate the factors that impacting the business which has huge influence on customer relationship management (Van, 2022). 
· On the other hand, through PESTLE is environment, political issues, regulations and legislation set by government, resources economies, demographics and culture of people which put Primark at risk was securitized specially within the situation of COVID-19. 







	· Strategic CRM is marketing tool that help business to achieve maximum dedifferentiation over the rivals via meeting consumer’s needs, sustaining and gaining competitive advantages as well as capitalizing on corporate capabilities and strength (Kaur AND Kur, 2018).

· This CRM tool for business help business operations to reduce the costs incurred via incorporating factors like, segmentation, targeting, and positioning.
· The reason for choosing this model is; it demonstrates how Primark failed within the business environment during the time of COVID-19 in terms of positioning, targeting and segmenting the potential consumers (Kaur AND Kur, 2018). 

	· Marketing mix is sort of element that includes multiple areas of marketing plan such as product, price, placement and promotion (Vanita, 2022). 
· Through effective marketing mix business can reach towards wider audiences by taking these 4P’s into considerations (Vanita, 2022). 

· Reason for choosing this marketing mix within the field of Primark is because, through marketing mix Primark can develop strategic decision when lunching its products as well as revise existing products which is important part of CRM (Vanita, 2022). 





Within this report, PESTLE was chosen to evaluate the external environment of Primark that impacted its CRM during the time of COVID-19, Marketing mix was chosen to demonstrated its internal environmental that mitigated them to flourish during COVID-19 and finally Strategic CRM was discussed to identify where the business process were struggling and lacking to target, position an segmenting the consumer effectively. 

[bookmark: _Toc103032425]2.4 Quality processes to meet consumers requirements and CRM

To justify the overall quality process of Primark to meet the consumer requirements and CRM, the field of study has adopted Primary research method where semi-structured interview as part of the qualitative research method. The reason for choosing Primary data as a research methodology is, no-one can better explain the situation of Covid-19 and its impact towards Primark and its CRM except existing employees. Thus, being an ex-employee of Primark it was easier for researcher to carry out semi-structured interview to some of the management colleagues and customer service assistant to get first hand and reliable information which is discussed below;
Being a ex-employee of the business, the author have deeper understating about Primark’s internal management and culture of the business. Which helped researcher to carry out primary research within the business through semi-structured interview and result of the interview is following; 

· Online presence of the business is not feasible with the lowest process point of views. All our stocks are cheaper than £5 (Participant 1)
· Due to high volume of return, Our warehouse will be flooded with returns goods (Participant 1)
· Look at £2 worth of t-shirt, do you really think its generate any revenue online? (Participant 2)
· There are huge costs involving in delivery, return and specially to run the business at digital platform (Participant 2)
· In 2013, Primark have stocked some its product in ASOS which did not work (Participant 3)
· The profit margin on 60% of businesses products makes very low revenue (Participant 3)
· Young generation are not keep to buy online from Primark due to brand value (Participant 4)
[bookmark: _Toc103032426]2.5 Porters five forces 

As part of the recommendations, Porters five forces are chosen that can examine the whole scenario of CRM process within Primark during the time of COVID-19 which can later be used to identity the strength and weakness of the business and area to look at to boost effective CRM. 
Porter’s five forces was first established by M. E. Porter back in in 1979 in Harvard Business School. Soon after the model became very popular as part of environmental audit which can easily carry out a strategic audit for business operation rather than concentrating on single product. The five forces are following along with recommendations

Threat of new entrants
During the time of COVID-19 Primark failed to attract potential consumers due to no presence on social media platform and online sales where Primark’s closest rivals Boohoo, Asos, Burton has 40% up sales due to their exciting online promotions and presents (BBC, 2021). 
Power of suppliers
Primark source products from Bangladesh, China, India and Pakistan and due to restriction set by government supply chain of the business got disrupted which put business in trouble after the restriction as supply was low leaving CRM of the business questionable (BBC, 2021). 
Bargaining power of buyer
Bargaining power of buyer is relatively low as Primark offer products in really cheap prices thinking consumer’s affordability which is the biggest advantages of the business. 
Threat of substitute
There are different business not started to sell similar products of Primark and very soon Asos will open store in high street of London. With Asos’s great online presence the competitive would be very high. 
Competitive rivalry
As discussed earlier, Primark has dominant the market for ages but things are changed after pandemic where people are more familiar with online shopping. But various small rivals like Burton, Peacock, Boohoo, ASOS, Dorothy Perking’s etc. can enter market with strong strategy which can put CRM of Primark at risk. 
By carry out porters five forces towards Primark few recommendations are mad below; 
[bookmark: _Toc103032427]2.6 Recommendations 

· The e-commerce section of the business should be re-designed with various promotional tactics. 
· The work culture should be changed where Smart shopping to pay online instantly can be introduced to avoid huge queue. 
· 10% discounts for shopping online should be implemented. 
· Consumers’ willingness to shop online should be reviewed and take further action to boost it. 
· Instant deliver within 24 hours for free if orders online need to be implemented.


[bookmark: _Toc102744461][bookmark: _Toc102759798]
[bookmark: _Toc103032428]3.0 Conclusion 

To sum up, its evident that Primark even though had less strategy regarding CRM still flourish its business through “word of mouth” (Ahsan, 2021). But, from the above discussion and analysis the field of study has identified, during the pandemic the business has suffered very badly of ensure its effective CRM practices. However, Primark is now learned its lesson and will avoid such mistakes in future hopefully. This report is based on customer experiences where a COVID-19 scenario was given. By taking that into considerations the field of study has analyse different marketing tools such as PESTLE, marketing mix, strategic CRM to justify the situation of Primark’s CRM along with reason why its failed through Primary research by gathering first-hand information. 
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Ilya Kiriya, Panos Kompatsiaris and Giannēs Mylōnas (2020). The industrialization of creativity and its limits values, politics and lifestyles of contemporary cultural economies. Cham, Switzerland Springer.

Primark (2021). About Us | Primark. [online] www.primark.com. Available at: https://www.primark.com/en-gb/about-us. (Accessed 03/05/2022).


Raven, P.H. (2015). Environment. Hoboken: John Wiley & Sons.

Simpson, E. (2021). Primark refuses to go online despite £1bn lockdown loss. BBC News. [online] 14 Jan. Available at: https://www.bbc.co.uk/news/business-55661741. (Accessed 06/05/2022).

Van, N. (2022). Potions Mini Mortar And Pestle. S.L.: Running Pr Miniature Edit.

Vanitha, DR.K. (2022). Customer Relationship Management on Customer Satisfaction. International Journal of Scientific Research, 3(4), pp.1–3. doi:10.15373/22778179/apr2014/240. 

Pulido Polo, M. (2018). Acts or events? A perspective from the marketing mix. IROCAMM-International Review Of Communication And Marketing Mix, 1(1), pp.56–66. doi:10.12795/irocamm.2018.i1.04.

Kaur, J. and Kaur, B. (2016). The Influence of e-CRM Competitive Advantage on e-CRM Performance in the Indian Banking Industry. Strategic Change, 25(5), pp.537–550. doi:10.1002/jsc.2079.






























[bookmark: _Toc103032430]Appendices 

Appendices one 

Semi structured interview question

What is the current situation of Primark’s online sales?

How do you think, zero presence of business online impact CRM? 

Why is the reason the business is not using online platform? 

Is future does Primark have any plan to go online? 
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