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Introduction
The study is the outcome of the teamwork of three members. The focused study is to creating and increasing awareness of various products and strategic initiatives are taken by Primark to make its business sustainable and successful. Primark is one of the leaders in the fashion retail industry. In this study, each of the three members has represented two blogs on the company in the first part. In the second part of the study, a concise analysis carried out to better understand the strategic aspects of the company and the effectiveness of group study. 
1. [bookmark: _Toc39841109]Task 1A
[bookmark: _Toc39841110]Group Member One: Anton Antonov (1908495)
[bookmark: _Toc39841111]Blog1:Primark
Title: Is the leading fashion retail brand following the trends or creating new trends?
Background or History of the company: The company was founded in 1969 in Ireland by Arthur Ryan. The company is one of the largest fashion retail stores in the world. At present, the company owns around 370 stores across 12 countries. In 2019, it has opened the largest retail stores in Birmingham (Primark.com, 2020). It offers products trending products at very low cost desirable by men, women, children, and others.
Product: Primark offers different varieties of products for different customer segments. The company has chosen two key demographic segments such as consumers of age group such as generation Y or millennial i.e. from 16 to 24 years old and Generation X i.e. people from age group 45 to 65 years old. These segments are a key focus for the company. However, it offers a high variety of products. It helped the company to sell around 300 million pairs of socks and 150 million of t-shirts in 2014 (Cardwell, 2018). The company offers trendy products suitable for its consumers. It makes the company highly popular among consumers.
Price: The products of the company are offered at a low cost. The company does not compromise on the quality of the products. But, it encourages consumers to purchase an increased quantity of products and become highly satisfied. This way it offers value to its customers. However, like product offerings, it practices diversity in pricing also. The company follows three pricing range such as low, medium, premium, and top price (Cardwell, 2018). It varies the quantity, quality, and type of products across the scale of low to top price range.
Place: Primark does not sell its products through an online eCommerce channel. It follows the brick and mortar structure. As a result of that, competitors fail to copy the products and service innovativeness offered by the company. It also allows consumers to experience the aesthetics of the retail store, try out the products on their own. The company resource the products from Asian countries and make them available in Belgium, France, Ireland, Italy, Portugal, Netherlands, Spain, United Kingdom, USA, and others (Primark.com, 2020). 
Promotion: Primark follows low-cost promotional strategies. It uses social media and word of mouth to reach out to a large customer base. The physical retail stores of the company also act as a mode of promotion to enhance its brand image and attract customers to visit the store (Cardwell, 2018).
References:
Cardwell, T., 2018. 'They’re Selling Slayer Shirts in Primark!’; Contesting authenticity through metal and punk t-shirts.
Primark.com. 2020. Primark UK | Homepage. [online] Available at: <https://www.primark.com/en/> [Accessed 8 May 2020].
[bookmark: _Toc39841112]Blog2: Primark Women
Title: How Primark make women happy? 
Background or History of the company: Primark considers its women consumers as one of the key valuable sources of revenue. The company focuses on changing demand patterns of this consumer segment and minutely observes their purchasing behavior. Based on these aspects, it takes different products and promotional strategies (Duff, 2017).
Product: The key categories of products offered for women segments are clothing, accessories, new arrivals, and shoes, and boots. Except "New Arrivals", the categories of the product have different other subcategories. It helps women consumers to easily navigate across their desired product categories and browse the available products. Consumers can access the product codes online through the company website and enquire about those products on its retail store for making a final purchasing decision (Duff, 2017).
Price: The price of women-ware varies across different categories. The more expensive category of products is work-wear. The products cost as high as £25 and as low as £5. The least expensive category of products is Socks and Tights. The products are available at an as high cost at £4 and as low cost as £2.  But, the average price of most of the products ranges from £10 to £15 (Primark.com, 2020). 
Place: The company makes its women-ware highly location-specific. As different locations such as countries or regions represent different cultural norms, thus offering location-specific products that help the company to become more customer-specific. Therefore, it charges products in different currencies based on the countries where it is operating (Duff, 2017). 
Promotion: To promote its products and services to women consumer groups, the company uses social media to directly promote its products and services to the customers. Primark also engages its consumers for repeat purchases through various gift cards such as Digital Gift Card or Gift Card by Post. It offers frequently high discounts to attract women consumers to the store (Primark.com, 2020). 
References:
Duff, K., 2017. An investigation into how the Primark brand use social media to influence the buying behaviour of Irish female customers (Doctoral dissertation, Dublin, National College of Ireland).
Primark.com. 2020. Women's Clothes | Shop The Latest Women's Fashion | Primark UK. [online] Available at: <https://www.primark.com/en/categories/womens/c/womens> [Accessed 8 May 2020].
[bookmark: _Toc39841113]Group Member Two: Georgi Nikolov (1908490)
1. [bookmark: _Toc39841114]Blog1:Primark Menswear
Title: Does fashion retail organizations consider male consumer segment as highly profitable
Background or History of the company: Primark considers men segments also a considerable source of revenue. However, it does not aggressively offer men's clothing and other categories of products. The company puts more focus on women and children segments to ensure a high degree of profitability of the business. In that context, various aspects of the product, price, place, and promotion of Primark's menswear are as put forth below (Thompson and McLarney, 2017).
Product: In menswear, Primark offers four key categories of products such as clothing, new arrivals, accessories, and shoes. Under the clothing segment, it offers key products as shorts, joggers, shirts, jeans, trousers, coats and jackets, hoodies and sweatshirts, tops, swimwear, and underwear. It also offers various accessories such as belts, sunglasses, bags and wallets, grooming kits and hats, gloves, and scarfs. It offers casual to professional shoes. The new arrival segment lists products that are completely fresh in stock and readily available (Primark.com, 2020).
Price: The price of different menswear varies based on the quality, importance, and type of products. The most expensive product category is clothing where the maximum price of the products is £35 and the minimum price of the product is £1. The accessories are available at an as high cost at £12 and as low cost as £0.80. The price range for shoes varies from £20 to £4. The price of menswear is comparatively high in Primark. Since the footfalls of male consumers are considerably low (Primark.com, 2020). Therefore, the company follows a cost-plus pricing strategy where high markup is added for each product.
Place:Primark does not change the style of products as per different countries. It does not offer a high degree of variation in styles of menswear products across countries where it has operations. Thus, it reduces the production cost of the company. Primark however drastically changes the price of menswear products across different locations. Menswear products can browse through its website to find the product-code and search for the desired products at the nearest store of Primark. The company made its products available for sale only in its physical store (Thompson and McLarney, 2017). However, its online store is considered as a showcase to represent actual stocks of products.
Promotion: Primark allows consumers to share their products on online social media such as Facebook, Twitter, and Pinterest. It allows the company to leverage consumers as a medium to reach out to a large number of people. Since the company focuses on making its customers happy, the customers share positive aspects of the company to its peers and friends. It helps to enhance the brand image and communicate the brand promise of the company ensuring a high degree of credibility (Thompson and McLarney, 2017). This way Primark promotes its products by using uncontrolled word-of-mouth effectively.
References:
Primark.com. 2020. Men's Clothing | Men's Fashion | Primark UK. [online] Available at: <https://www.primark.com/en/categories/mens/c/mens> [Accessed 8 May 2020].
Thompson, J. and McLarney, C., 2017. What effects will the strategy changes undertaken by next Plc have on themselves and their competition in the UK Clothing Retail Market?. Journal of Commerce and Management Thought, 8(2), pp.234-264.

[bookmark: _Toc39841115]Blog2:Primark Kidswear
Title: Do kids also love Primark?
Background or History of the company: In the year 2008, Primark was accused of deploying child labor from southern India to produce kits low cost but high-quality garments. The company denied the overall accusation. In turn, it created the child segment in its product line to ensure that the company considers children and young people as a valuable key consumer segment. It has led the company to offer trendy and designer clothes for children and young people (Ritch and Brownlie, 2016).
Product: The company has segmented kids' products into two categories such as for 2 to 7 years old and over 7 years old. The key product offerings are segmented into five categories such as baby, boy, girls, accessories, and new arrival. Except for accessories and new arrivals, each of these product segments is further sub-segmented. The baby products have four sub-segments such as baby accessories, baby basics, baby girl and baby boy. Boy’s products are sub-segmented into three categories such as 2-7 BoysWear, Boys' Shoes, and BoysWear. The girls' product category can be sub-segmented into three sections such as 2-7 GirlsWear, Girls Shoes, and Girlswear (Primark.com, 2020). 
Price: The maximum price charged for babywear and girlswear. The maximum price of products offered in these categories is£14. The boyswear is offered at a maximum price of £12, whereas accessories are offered at a maximum price of £10. The lowest price of products is 0.90 for both boys and girls segments. The lowest price of the baby product is 1. The accessories are offered as minimum as 1. This way the company keeps the average price of baby products and girls products a bit higher than other categories of products.
Place: The company allows its consumers an online platform to browse the store directory to locate any nearest store to purchase required products. It does not allow consumers to access products of Primark from the online channel or another eCommerce website. This way the company considers it a competitive advantage to keep a high barrier for the threat of imitation. However, it reduces the market share of the company considerably (Primark.com, 2020). Since, if it offered an online shopping facility, the company would have been able to generate high profit by selling highly demanded babywear and kidswear.
Promotion: To promote its products and services to the children, the company actively engages in various children focused campaigns. The campaigns offer the kids various styling formation, innovating designs of garments, and podcasts where they engage in learning new trends and fashion fads through playful entertainment. This way the company influences the children to demand its products and services and make repeat purchases (Ritch and Brownlie, 2016).
References:
Primark.com. 2020. Kids Clothes | Girls & Boys Clothes | Primark UK. [online] Available at: <https://www.primark.com/en/categories/kids/c/kids> [Accessed 8 May 2020].
Ritch, E.L. and Brownlie, D., 2016. Doing it for the kids: the role of sustainability in family consumption. International Journal of Retail & Distribution Management.
[bookmark: _Toc39841116][bookmark: _GoBack]Group Member Three: Sergiu Mecheres (1814709)
1. [bookmark: _Toc39841117]Blog1:Primark Homeware
Title: Does homeware represent a style statement?
Background or History of the company: As the post-recession phase of 2008, the consumer started increasing its purchasing power due to various economic factors. It led them to shift the focus of spending from the sector of the basic need to home and household sectors. Thus, the homeware segment offered a high degree of opportunity to the retail businesses. It led Primark to diversify its product line and offer homeware products along with fashion retail products (Bishop, 2018).
Product: The homeware products offered by Primark can be categorized into five key segments such as all rooms, home furnishings, new arrivals, seasonal & gifts, and tech & phone accessories. Each segment has been sub-segmented to conduct effective classification. The all rooms category has four sub-categories such as study & desk, bathroom, bedroom, and kitchen. Home furnishings have six sub-categories such as accessories, candles, cushions, lights, storage, and throws. Seasonal & gifts have five sub-categories such as gifts, pets, stationery, toys, and travel. Tech & phone accessories have two sub-categories such as headphones and phone case (Primark.com, 2020).
Price: Primark follows a competitive pricing strategy for homeware products. It charges maximum prices such as 35 for household products and minimum prices such as £0.70 for seasonal & gift products. The least price offered in household products is £1, home furnishing £0.80 and tech and phone accessories are £1. The average price of homeware products ranges from £8 to £20 (Primark.com, 2020).
Place: Primark allows its consumers to access homeware products from the nearest retail stores across various countries. It operates a centralized shipping and distribution center where all most same homeware products are made available across its retail stores operating in different countries. The prices of the products in different counties are not highly varied. It helps the company to maintain a high degree of accountability on its inventory management for products offered across different locations (Bishop, 2018).
Promotion: The company promotes its homeware products and services through a social media platform. Primark writes many online blogs, conduct social media campaign, post articles in online magazines to make consumers aware of the homeware products it offers. The company engages in direct marketing while promoting its homeware products in social media. It shares premium products and products with appealing price tags. It encourages buyers to flaunt homeware products purchased from Primark in social media to leverage the prestige associated with it. This way the company promotes its products without investing considerably (Bishop, 2018).
References:
Bishop, S., 2018. Vlogging parlance: Strategic talking in beauty vlogs. Microcelebrity around the globe: Approaches to cultures of Internet fame, p.21.
Primark.com. 2020. Homeware | Home Decor & Accessories | Primark UK. [online] Available at: <https://www.primark.com/en/categories/homeware/c/homeware> [Accessed 8 May 2020].
[bookmark: _Toc39841118]Blog2:Primark Beauty
Title: How Primark is leading its operations in the Beauty segment? 
Background or History of the company: As most of the consumers in Primark premises are female, the company did not overlook the potential of the aesthetic industry. This led the company to offer many beauty products and solutions to its valuable consumer segment. In that context, various strategic initiatives of the company to offer superior products have been identified as below(Zhang, 2018).
Product: The beauty products offered by the company can be categorized into four key segments such as accessories, cosmetics, make-up, and new arrivals. It offers two types of accessories such as make-up bags and tools. Primark also offers five types of cosmetics such as makeup, fragrance, skincare, tanning, and toiletries. It offers make-up products for eyes, eyelashes, lips, nails, and kids. The new arrivals show the fresh stock of products across all categories (Primark.com, 2020).
Price: Under its beauty segment, Primark offers the most expensive products in the accessories category. The highest price of products in this category is £14 and that of the lowest price is £0.80. The make-ups are comparatively less costly were, the highest price charged as £10, and the lowest price charged as £0.60. The cosmetics products are offered in the price range of £11.50 to £0.50 (Primark.com, 2020).
Place: Like other products of Primark, the beauty products are also available only at its physical stores. The consumers are encouraged to identify the product code through its website and search for those products in its physical retail outlets. The company charges different prices for the products in different counties based on the purchasing power of consumers, competition in the market, and demand present among its consumers. 
Promotion: The company actively promotes beauty products in online social media. It endorses the products through various models and artists. It encourages its consumers also to self-promote the products purchased from its retail outlet to reach out to a large consumer base (Zhang, 2018).
References:
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