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[bookmark: _Toc59896083]Blog 1: Primark goes beyond fast fashion
Primark is one of the biggest fast fashion retailers that contributes to fast fashion trends along with two of the biggest players in the industry; Zara and H&M. Primark surpasses beyond Zara and H&M in terms of astonishingly low prices as the latter brands mainly thrives on differentiation. As far as quality fashion is concerned; Primark matches the market standards and has the ability to bring in new trendy clothing and other accessories. The brand allows the customers an opportunity to stay trendy at a very low cost (Barnes, Lea-Greenwood and Jones, 2016). Customers can purchase bulk of trendy outfits; use them as long as the trend is alive and then discard those cloths and purchase new ones as the brand offers the clothing at the lowest price of all.
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[bookmark: _Toc59896068]Figure 1: Primark Store Front
On top of that; what’s not on sale in Primark? The brand is known for womenswear, menswear, homewear, accessories, footwear, beauty products – you name it; everything’s can be found at a Primark store. The brand stores even started selling vegan snacks for the customers since January 2018. The store made a deal with healthy vegan snack manufacturers like Good4U and Proud. Each pack of the snacks cost only around £1. Cool clothes coupled with rock-bottom price in stores that attracts both millennial and Generation Z has all the potential to continue winning the hearts of the customers (Aaker, 2016). Now with its vegan snacks; it will attract the rising vegan population of the country. To put cherry on top, through the beauty collection that starts from only £1; the store will see women swarm into the stores.
[image: ]
[bookmark: _Toc59896069]Figure 2: Primark Beauty Floral Daze Collection





[bookmark: _Toc59896084]Blog 2: Primark: Where Trendy Fast Fashion Meets Thrift
Primark is a rising, super-cheap fast fashion retailer. With its trendy and fashionable clothing and accessories; the brand excites the customers by offering the lowest price of all. Primark is adamant at keeping prices for the product at minimum while not compromising the price. Fast fashion brands mainly target the young female section of the market (Jones, Temperley and Lima, 2019). The average selling price of a womenswear is £10.69 at H&M while at Primark; it is only £3.87. Even for an up-and-coming online retailer with no bricks-and-mortar store like Asos; such prices are hard to match. Another report says that H&M sells £3,400 worth of clothing per square metre while Primark sells £5,300-worth. Primark itself answers the questions regarding the way it is able to bridle down the prices. Primark states that the brand spends very little in advertising and controls cost wherever it is possible. For example, the brand does not use expensive hangers, labels or tags.
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[bookmark: _Toc59896070]Figure 3: Primark’s Clothing on Display
Primark has already become the retailer who sells most items of clothing in the United Kingdom and surpassed Marks and Spencer to become the largest retailer of clothing by value.  A report from Global Data indicated that Primark will account for every £1 spent in clothing out of £14 in the UK (Wharton, 2019). Brands like Jack Wills, Karen Millen, LK Bennett, Debenhams and House of Fraser; all suffered huge lose and closed down numerous of the stores as they struggled to stay afloat. While the competitors are losing sales and closing down stores in a dire year for the British High Street; Primark is faring well and by the looks of it, it will continue to do so.
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[bookmark: _Toc59896071]Figure 4: Primark’s Childreanwear Collection













[bookmark: _Toc59896085]Blog 3: Primark: Supply Chain Mystery or Just Simplicity?
While many specialty apparels are struggling to stay relevant in terms of fashion and stay financially viable; it is astounding how Primark is a vendor of trendy clothing and is turning profits at the same time. The fast fashion retailer is doing that by offering the lowest prices there is. So how is the brand able to be trendy and cheap at the same time? Is it all about a super-efficient supply chain? Or does the brand keep things simple? Let’s find out.
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[bookmark: _Toc59896072]Figure 5: Hangers used by Primark
Primark sells most number of clothing items among all the fast fashion retailers of the United Kingdom. It enables the brand to make substantial savings from bulk buying in all its stores. Primark spends a lot on designing the products but uses cheaper tags, labels and hangers (Primark.com, 2020). The savings inside the stores also keeps the prices from being high. The brand spends very little in traditional advertisements in electronic and print media and embraced the social media marketing. The stores do not need lot of management and so Primark can hire inexpensive employees whose only job is to tidy up the clothing in display and managing cash counters. In other words, the brand just keeps it simple.
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[bookmark: _Toc59896073]Figure 6: Supplier Countries of Primark
With simplicity; Primark incorporates few strategies to keep the prices low. Primark asks its suppliers to pack the products so that they can be placed straight to the shelves. The brand also does not own any factories; outsources the products from lower cost manufacturers who meet internationally-recognised standards (Ivanov et al, 2017). In conclusion; Primark keeps it simple both in its operations and in the supply chain and the result is amazingly low prices.
[bookmark: _Toc59896086]Blog 4: Primark’s Store Reinvention
Providing low cost and superior in-store shopping experience at the same time is a tough task; if not impossible. Primark, however, passes the challenge and ticks all the boxes in terms of cost leadership and in-store shopping experiences (Wang, 2018). The brand does not compromise on providing a smooth and quality shopping experience to the customers in the name of cost control. It has embraced innovation in store design that attracts the target demographic and ensures a great shopping experience to them.
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[bookmark: _Toc59896074]Figure 7: Primark’s Madrid Store
Primark believes shopping for low cost fashion products does not mean low expectation in terms of shopping experience (Joustra, 2016). The brand enhanced and upgraded the consumer journeys through retail design, brand strategy, digital experience and communication. For example, the Primark store in Madrid has a digital design with art installations to create an urban sanctuary for the customers. On top of that, the store gives a 360-degree cinematic experience with 11 interconnected transparent screens.
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[bookmark: _Toc59896075]Figure 8: Local Narrative in a store
Primark has stores in more than 12 European countries and in the US. All those stores give a local sense through the hand-drawn maps of the home cities. The stores also contains key graphics and signage communicated in the local dialect. These simple techniques gives a local vibe to the stores. As Primark sells many items of clothing, it is possible to get overwhelmed by the choices and it also can be difficult to find what the customer is looking for. Primark solves the problem through digital navigation. Digital screens act as flexible and high impact displays containing way finding information. Discounters often disregards shopping experiences and Primark stands unique in this regard. No wonder the brand is doing so well in the British High Street.




[bookmark: _Toc59896087]Blog 5: Being Online without Selling Online: A Primark Tale
It is proudly stated in the official website of Primark that the brand spends too little in marketing which makes sense as the brand has to maintain the lowest price for the products. But deciding to sell products only through the physical stores is a quite bold choice in this era of ecommerce boom (Fabri and Marquez, 2020). The brand has a website where it only showcases the fashion collections and navigates the customers to their nearest stores. So without an e-store; how does the brand stay online and reach the target demographics who spends most of their time online? The answer is easy; social media marketing. Primark needs to stay relevant in the crowd of ecommerce fast fashion retailers through unique social media strategy. The brand simply uses social media platforms to display its products and uses unique features of social media to the brand’s benefit.
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[bookmark: _Toc59896076]Figure 9: Instagram User Using #Primania
Primark uses Instagram to engage the customers in marketing through the hashtag #Primania. Shoppers are encouraged to flaunt what they purchased in the store in Instagram with the hashtag and be a part of an elite community. The brand uses Twitter to interact with the customers directly through responding to the mentions. In Facebook; Primark posts fashion advices in the form of videos (Arriaga, Domingo and Silvente, 2017). These videos contain the mix and matches of different outfit and what’s in style. Social media keeps the brand alive in the internet and clever use of different social media to their strength gets the brand even closer to the customers.
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[bookmark: _Toc59896077]Figure 10: Primark on Facebook


[bookmark: _Toc59896088]Blog 6: Primania: Primark’s heartbeat in digital media
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[bookmark: _Toc59896078]Figure 11: Primania section at Primark’s website
Why Primark does not sell online is understandable- the shipping cost will increase the price of the products by a lot. The brand wants shoppers to come to the physical stores and does everything it can to enhance the shopping experience. But that does not mean the brand has no online presence. Quite in the contrary, Primark is incredibly present in the internet through Primania. Primark encourages shoppers to post online with the hashtag #Primania. Additionally, the website of the brand has a section named Primania which is like an own social media platform of Primark (Schultz, 2016).
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[bookmark: _Toc59896079]Figure 12: Primania
The Primania section engages the social media influencers and helps budding fashionistas to gain their own followers and grow into a fashion guru. The idea is to leverage people’s appetite for self-promotion. The idea is very simple. The shoppers sign in to the website, create their bios and post their pictures with Primark fashion. This way it evangelises the shoppers and creates positive word of mouth (Rapo, 2019). The Primania is being used as a personal promotion machine by the brand. Primark is vibrant in digital media through Primania that establishes Primania as Primark’s digital heartbeat.
[bookmark: _Toc59896089]Blog 7: Primark in an Exceedingly Competitive Market
There are lots of fast fashion retailers as well as e-tailers are present in the fast fashion industry. Topshop, Zara, Gap, Uniqlo, H&M, New Look, Boohoo.com, River Island are some of the main competitors for Primark. The industry rivalry is fierce as the market has got saturated due to numerous brands offering fashion products (Karray and Sigue, 2019). Brands like Topshop, New Look, River Island and H&M entice customers with celebrity collaborations, online selling and visual merchandising. Most of Primark’s competitors sell products both online and offline. Even brands like Peacock and Matalan with very similar price points also sells their products online. The digital side of business is so significant that Gap’s CEO role was taken over by the growth, innovation and digital president.
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[bookmark: _Toc59896080]Figure 13: Positioning Map of Primark
The competitive environment of the brand gets even stirred with the rise of e-tailers with low price points. Boohoo.com; ASOS; MissGuided etc. challenges Primark’s retailing format. Supermarket brands like F&F of Tesco, George of Asda and Lidl’s own label brand are also threatening Primark by leveraging their convenient locations and low prices. It is guaranteed that the brands will reach a large number shoppers. Primark needs to be tactical in facing the competition.
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[bookmark: _Toc59896081]Figure 14: Competitor Ecommerce Site Visits
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