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Introduction 
This essay mainly highlights a depth understanding of marketing and its importance in business operations. It also demonstrates different stages of marketing. The essay has mainly discussed different elements of the marketing mix and its applicability in Primark which is the biggest fashion retailer in the UK. The essay has mainly analyzed the market segmentation and target audience of the organization. It has mainly demonstrated that how the marketing environment creates a competitive advantage for the organization. 
























[bookmark: _Toc69647410]Definition of Marketing
Marketing is considered as activities of the firm to promote the buying and selling of the product or service (Lahtinen et al., 2020). Marketing plays an essential role in the growth and development of the firm. The Company mainly focuses on marketing strategy to collect customer feedback to meet the organizational goals. It mainly involves advertisement, selling, and delivering products to customers (Thabit and Raewf, 2018). The Company uses marketing to identify the customer needs and demand for continuous improvement of products or services. Marketing mainly helps to provide better quality products to satisfy the customer demand (Schlegelmilch, 2016). 
[bookmark: _Toc69647411]Process of Marketing 
Marketing is mainly defined as the act of advertising innovative products or services among customers (Seturi and Urotadze, 2017). The main purpose of marketing is to facilitate goods and services across international customers. Marketing is the process used to evaluate the market opportunities that are available in the current market to exploit the profitable gap. With the help of the marketing process, Primark identifies the customer needs and product to fulfill the customer needs (Thabit and Raewf, 2018). 
Situation Analysis: In this stage, the Company identified the internal and external factors that impact the performance of the firm (Lahtinen et al., 2020). With the help of situational analysis, the Company identifies the market opportunity to meet the customer demand. For example, Primark uses situational analysis to understand the environment for effective management of business activities. 
Marketing Strategy: The Company collects all information about the market in the first step, after that it helps to develop a marketing plan to attain success (Deepak and Jeyakumar, 2019). In this stage, it mainly focuses on appropriate marketing channels, develops a plan, and sets the time to accomplish the goals. Primark developed a strategic marketing plan to meet the desired goals of the firm. 
Marketing Mix Decision: In a marketing mix, it has different types of variables that the Company mix to accomplish the desired goals (Thabit and Raewf, 2018). The marketing team of Primark ensures the right decision regarding the product, price, promotion, and allocation at a retailer to fulfill the customer need or requirement. 
Implementation and Control: At last, the marketing plan is implemented and control by the marketing team to achieve the organizational goals (Seturi and Urotadze, 2017). Primark mainly focuses on innovative product development to meet the wants and desire of existing customers. 
[bookmark: _Toc69647412]Stages of Marketing 
Product Orientation: In this stage, the marketing mainly focuses on offers high-quality products to meet customer demand (Lahtinen et al., 2020). The Company focuses on improving and controlling the quality to grab the customer's attention. Through high quality of product, the company earns a high-profit margin and increases the sales margin. 
Production Orientation: This stage of marketing mainly concentrates on increasing production controls and reduces production expenses (Thabit and Raewf, 2018). The Company mainly focuses on high-profit efficiency to meet the customer demand. In this stage, the company manufactures high-quality products and services at a reasonable rate to grab customer attention. 
Sales Orientation: In this stage, sales orientation mainly focuses on improving the sales of products and sales without the actual needs of the customer (Loder et al., 2018). The Company emphasized on stock clearance, sales promotion, and marketing campaigns to increase the sales margin. To reach the customer, the company reduces competition, advertising campaigns to improve the sales margin. 
Marketing Orientation: In this approach, the company identifying the needs, desire the customer and create product or service to satisfy needs (Seturi and Urotadze, 2017). This stage of marketing technique helps to design products with high quality to meet the needs. Through effective research and development programs, market orientation mainly focuses on the needs of the target audience. 
[bookmark: _Toc69647413]Role of Marketing Environment 
The marketing environment is considered an internal and external environment that marketing function takes place (Deepak and Jeyakumar, 2019). It plays an essential role to identify the internal and external factors for planning for future growth. Marketers of a firm to aware of the current condition, dynamic, and future prediction of the marketing environment to plan to gain successful (Išoraitė, 2016). Through the marketing environment, it helps to understand the marketing needs and demand. It also helps marketers to understand customer behavior and attitude in an effective manner. Marketer mainly focuses on marketing condition to understand the competitors in the current marketplace (Venkatesan and Lecinski, 2021). With the help of the marketing environment, the marketer identifies the customer needs and demand. Furthermore, the main competitors of Primark are Mothercare, M&S, Hansae, etc. 
[bookmark: _Toc69647414]Situational Analysis Along With Models 
Situational analysis is considered a procedure to evaluate the internal and external conditions that affect the organization. With the help of situational analysis, the marketer identifies the current opportunities and challenges of the firm (Lahtinen et al., 2020). There are many tools used by companies to scan the situational analysis. Primark applied SWOT analysis to identify the strength and weaknesses of the firm. The main strength of Primark is an organized business structure, high-quality clothes, etc (Thabit and Raewf, 2018). Weaknesses mainly include poor working conditions and lack of promotional strategy. The Company uses PESTLE analysis to recognize the external factor that affects the performance or productivity (Loder et al., 2018). In the competitive market, Primark mainly focuses on economical and technological factors that impact the success of the firm. 
[bookmark: _Toc69647415]Segmentation, Targeting, and Positioning
In the STP model, it mainly focuses on a segment of the marketplace, target customer with marketing campaign, and adjust positioning to meet the desire (Deepak and Jeyakumar, 2019). 
Market Segmentation:  It is the first step of the STP framework, the main goal to develop a client segment based on certain criterion (Thabit and Raewf, 2018). The main types of segments are geographical, demographic, behavioral, psychological, etc. For example, Primark mainly focuses on demographic segmentation to target customers. It mainly targets males, females, students, and the young generation. 
Targeting: In this step, it identifies those segments to meet the demand of customers. It is mainly based on the size, profitability, and reachability of the firm (Qiu et al., 2021). For example, Primark mainly targets fashion consciousness people that range from 16 to 35 years old. The Company uses different marketing segments such as age, sex, lifestyle, income, and standard to accomplish desired goals (Andaleeb, 2016). 
Positioning: This is the last step of this model is positioning; it allow to set the product and services apart from the rivalry (Londhe, 2014). Many positioning factors help to gain a competitive advantage. For example, Primark mainly focuses on in-store services and convenience, the company wants to maintain its current positioning of low price, reasonable, but also develop a value for money (Schlegelmilch, 2016). 
[bookmark: _Toc69647416]Marketing Mix 
Products: It mainly represents the product or service designed to satisfy the needs and demand of existing customers (Loder et al., 2018). Primark is a leading fashion retailer with a multinational brand name. The Company has a wide range of products or services for men, women, children, accessories, and others. 
Price: It is the rate or price of the product set so the customer is willing to pay. Price of the product affects the marketing demand, while it also impacts sales and demand of the products. Primark mainly focuses on product quality at lower than its competitors (Seturi and Urotadze, 2017). The Company follows the latest trend, produces popular size, and uses an economy of scale to reduce the product cost. 
Place: It is important to determine the area to sell and distribute the product. For example, the Company mainly targets the age group between 16 to 35 years old (Qiu et al., 2021). Primark has 100 stores across UK, USA, and Europe. Primark maintains a strong distribution channel with more than 300 stores in Europe.  
People: It is the most important element of the marketing mix. Those people, who are included in the selling of product or service, design it, managing team, and representative (Deepak and Jeyakumar, 2019). Primark has more than 70,000 employees across the world. The Company mainly targets teens and young who are fashion conscious. 
Process: It is considered a series of activities that are taken delivering product and services to meet the customer demand (Išoraitė, 2016). Primark has a strong distribution channel, that ensures the timely delivery. Due to effective management, the Company improves customer experience, employee training, and delivery of products to enhance customer satisfaction. 
Promotion: In the marketing mix, promotion is an element to increase sales and brand recognition through advertisement, and public relations (Loder et al., 2018). Primark mainly focuses on word-of-mouth marketing to increase the sales margin. The Company also uses social media marketing to grab customer attention. 
Physical Evidence: It mainly includes the design of stores, their decoration, and their logo (Seturi and Urotadze, 2017). Primark mainly focuses on stores like cleaning, construction, and availability of store to capture the customer attention. 
Recommendation: From the above analysis, marketing should play a vital role to become successful in the competitive market (Andaleeb, 2016). The Company must use different situational tools to recognize the internal and external factors that affect the performance. Through marketing analysis, Primark is aware business environment to accomplish the desired goals. 



























[bookmark: _Toc69647417]Conclusion
In conclusion, the essay has analyzed the marketing and different stages of marketing at the firm. It has discussed the marketing process, roles of the marketing environment, and situational analysis to recognize the aspects that affect the performance of the firm. The essay has examined the segment, target, and position of Primark. Furthermore, the essay illustrates the marketing mix of Primark. 
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