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1. Introduction

Rapid developments in media, transportation, and communication technologies have now made the global economy more interconnected than in any previous historical era. This is nowhere more clear than in the fashion manufacturing environment and the sale of clothes. Consumers want affordable priced fashionable clothing. Much high street fashion is manufactured worldwide in different countries. Businesses are importing clothes from countries such as India, China , Bangladesh and Turkey due to lower material and labour costs in those countries. Primark is partnering with suppliers across the globe to meet customer demand. 

Primark is part of a diversified international food, ingredients, and retail community, Associated British Foods (ABF). Primark has about 200 outlets in Ireland, the UK, Spain, the Netherlands, Belgium, Germany and Portugal. The annual sales of Primark accounts for a large proportion of the income and benefit from ABF.

2. The history of the organization

Primark is an Irish fashion retailer with its headquarters based in Dublin, Ireland. However, the company was incorporated in 1948, having retail stores in other countries such as the United States and the United Kingdom (Primark.com, n.d). Primark offers a variety of products such as men and women wear. As by 2017, Primark market share in the UK was 5.3%, which increased by 0.1% from 2016 (Mintel, 2018). As is shown in the Figure 1, the leading competitors include Next, Marks & Spencer, Sport Direct, etc. However, those companies saw a decline in market share in 2017 compared to 2016. The company’s mission statement is to provide quality products to its customers, distinct from its competitors. Also, the company articulates for “value for money” to maintain a competitive edge in the market relative to other clothing retailers. 

Figure 1: Leaders in the UK clothing retail market in 2018 % 
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Source: Mintel (2018)






3. Sector, size, structure, mission and values

Primark has a wide variety of products for multiple markets. Their market can reach out to kids, teens, men, and woman. Their goal is to design quality clothes and accessories for a price that will not break your pockets. Doing so sets them apart for any competition they might have. 
They try their absolute best to provide their customers with quality products because they know the expectations are high. To guarantee that they have the best prices they stick to a few key things such as in house designs, no middle man, large purchasing volumes and purchasing the right merchandises from the right markets. Primark currently does not own their own production factories. However, they buy products from independent suppliers that they have a long term relationship with. They understand that people will always want and need clothes so they plan to keep providing them.

VALUES

Figure 2: Perception map of different clothing brands in the UK
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When it comes to creating value, ability to offer quality products at affordable is what makes Primark stand out among its competitors. To achieve this, Primark intensively pursue innovation to understand not only what the customer needs and work towards meeting them consistently.  According to Peng (2008) a resource that is valuable enable a company to increase the perceived customer value eventually managing to charge higher amount. The idea explains why Primark as “latest fashion at reasonable price”.
 Regarding the rare resources at Primark, capacity to offer extensive range apparels has rare aspect. Notably, while most companies might have capacity to do the same, Primark goes a notch higher by offering a wide range of products while still observing trends and fashion. A costly resource is one that is costly to buy or substitute (Peng, 2008). In this case, Primark resource that is imitable is its historical condition which it has developed over time since 1969. The aspect has not only given the company a strong presence in the  UK and globally but has also enabled it to greatly utilise word of mouth from satisfied customers who believe the company offer value as shown in the figure below (MBASKOOL.com, n.d).  Capacity to run all its stores and have management systems to ensure smooth operations is what reflects how Primark is organised to create value.
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4. Customers

Unlike some other rivals, Primark has developed various strategic strategies that draw more consumers not only in the UK, but also on the European continent and possibly in America. All of them is the concept of quick fashion, which allows its buyers to purchase a large number of items, such as clothes and shoes, and sell them after many years of use and purchase them again. Primark has thought that regular upgrading of these products will keep consumers trendy in today's culture without costing them too much money, and this will also help draw buyers who think they should search for a cheaper product to replace the new stuff.






















5. SWOT and PESTLE Analysis
Analysis of PEST and SWOT was performed to ensure that all the variables are considered with the final objective of defining the elements that should be included in the long-term change plan. (Morgan, et al., 2012). 
	PEST Analysis
	Political Factors
· . Decisions on legislation are expected after Brexit, as Primark is working in the UK, Europe, and the USA
· Adjustments in tariffs, tax policies and others must be addressed because they may raise operational costs
	Economic Factors
 - The shift in the UK's indispensable average income affects its sales and revenue business; 
- Changes in the tax rate, the interest rate, the inflation rate directly affect the company's revenue.

	Social Factors
· Changes in customer preferences regarding clothing fashion and price influence Primark customer expectations. 
· The trend in internet purchases and sales has changed consumer preferences; it is vital for Primark to ensure that they take this dimension into consideration and achieve its objectives.
	Technological Factors
· In recent times online business developments have arisen, it is critical for Primark to ensure that they meet its requirements and look forward to overcoming the issues.




SWOT Analysis
	Strength
· Organized business framework 
· Strong brand value
· Quality products and services 
	Weakness
· Wretched working conditions for staff
· Lack of online presence
· Lack of marketing focus

	Opportunities
· Prospects for regional enlargement
· Mergers with online trademarks to gain business expansion
	Threats
· Competition is growing in industry
· Changing customer preferences




6. Role of the employees

Organization can not work properly without employees, this will make the company different informal structures and surroundings that can translate into different attitudes and behaviours. Cultures with employees having several different abilities. Employees must work together to achieve certain goals and objectives in a task. Workers need to observe unique habits such as how they interact and how workers function together. (wiseheek.com)
· SALES ASSISTANT
· MANAGEMENT


6. Training and development

Training and development is to ensure that workers have expertise and skills to participate in a particular role and meet the established performance standards. Training and development are considered a vital factor for workers at all levels to ensure quality service and manufacturing efficiency within employee roles (Kitchin, J. and Blackburn, R. 2002). An employee's level of role has established the training and development cycle needed for skills and promotion opportunities. Policies, processes , and methods used within the organisation to enhance employee knowledge and skills. Management of the company is aimed at getting out of its training activities. 

Training and development is by definition: the process of supplying and making an employee available and placing or enrolling the employee in a planned, prepared and structured programme, course, curriculum, method or educational routine in areas that will improve the success of individuals and organisations and help achieve the mission and success objective of the company.








8. The role of an employee
CUSTOMER SERVICE IN THE ACCOUNTING is the role I chose to describe because of its importance in the organization.
A reputable company, whatever its size and scope, must be able to provide a sound service to its customers. The search for income is no more relevant than listening to various requests from stakeholders. Therefore both concepts and know-how are relevant in the accounting industry in order to make the difference between one business and another. A list of key features is given below: 

-Capacity. Accounting is in rapid evolution. The role of the accountant is increasingly advisory, as technology automates processes and reduces paper requirements. 

- Honesty, perfection. Honesty is respected highly in accounting. Companies and accountants strive with pride to adhere to the highest ethical principles and treat their customers fairly and with dignity. Open when making decisions, providing advice and completing tasks-Promoting relationship-building is required. Every type of enterprise is encouraged to establish an authentic daily relationship with its clients. This partnership has to be trust-based and concentrate on meeting consumer needs rather than sales finalisation. Too often, however, businesses continue to make the typical mistakes of ignoring customers during the after-sale process; even worse, when assistance is needed, they struggle to assist customers at all. 
- Listening skills. Understanding consumer expectations is key to business performance. It helps communicate with clients professionally by showing interest in their needs and handling the regular activities efficiently and transparently. Customer awareness is related to those responsible for customer care. Therefore, their ability to listen, consider and adapt any situation to their contest. Obviously, these skills can also be developed through advanced professional training. 
- Deep interest in financial conditions for consumers. It's pointless to specify that looking interested isn't enough. Many accountants who regularly communicate with their customers, who schedule periodic meetings delivering sound consulting services, are then able to appreciate clients' needs, represent them at best during their operating period and go 'extra mile.' 

- Problem-solving Designer. Shift is potentially difficult and hopeful. Businesses therefore need accountants who can think outside the box, finding innovative ways to solve new problems. 

In conclusion, it is not only important to incorporate the above elements to ensure a high level of customer service, but also motivates the same customers to sustain a loyal, long-lasting relationship with the company. This can also build excellent word-of - mouth among satisfied customers who are more than happy to share their positive experience with prospective customers. 

We know how relevant the service to clients is. In fact we also combine it with our honesty and determination on our professional path to proactively address a multitude of circumstances. The interest we put in building a positive relationship with our customers and the commitment we make to accomplish our tasks is a cause for pride for our partners and those who want to depend upon us.


9. Conclusion
The simple truth is that given Primark 's success since it was established in 1969, certain areas need to be addressed and they can only be identified by structuring a development vision. Notably, the company is highly creative, following certain differentiation rates. However, to overcome increasing competition and increase profit margin, it is recommended that the business seek more product differentiation, especially from a sustainability perspective, as well as expanding to emerging markets. Such changes will greatly boost future Primark business.
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