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Executive summary 
This report was compiled to provide an in-depth analysis on the host organisation of the Primark franchise.
The research provides a clear understanding on the importance of a timeline diagram that outlines its major developments throughout the years, an analysis on its current product and store portfolio. 
It also contains an investigation on how Primark has planned, communicated, monitored and reviewed previous attempts to resolve problems with suppliers, while also providing a nature, scope and impact on any current problems that it’s facing. These problems will be analysed in depth by three important business models such as SWOT analysis, PESTLE analysis and STAKEHOLDERS analysis.
This analysis will end in conclusions which will clearly identify the main issues faced by Primark and also suggest possible business options that will enable decision makers at Primark to overcome the problems found in this report.
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1.0 Terms of Reference
This report was requested by Maria Heffernan at the date of 12/07/2019. The purpose of this report is to examine the rise of Primark that was compiled and written by the author Dan Andronic which contains an in-depth analysis using SWOT, PESTLE and STAKEHOLDERS analyses on the company Primark.

























4
2.0 Procedure
This report was compiled with the aid of different informative resources such as Websites, Journals, YouTube broadcasts and the University of Trinity Saint David online Library.



























5
3.0 Findings
3.1 Major developments of Primark
Primark stores has been well known throughout the entire world from the United Kingdom all the way to the United States. Its brand has been created back in 1969 by the late well-known chairman of Primark, Arthur Ryan. His first store opened in Ireland, Dublin on 47 Mary Street where it first started with the name of Penney’s that, subsequently changed its name to Primark, and to this day, still remains the head office of the business known as Primark.
In the last 48 years, Arthur Ryan conducted his business from small steps beginnings to a world-wide phenomenon that to the present day has over 335 stores and 70.000 employees over 11 countries.
Below is listed a timeline diagram with outlines of the company’s major developments from 1969 up to 2019



2015 – First store opened in Boston, America
2019 – World’s biggest Primark store opens in Birmingham, UK
2006 – First store opened in Madrid, Spain
2009 – First store opened in Lisbon, Portugal
2009 – First store opened in Liege, Belgium
1969 – First store opened in Ireland Dublin





1973 – First store opened in Derby, UK

2008 – First store opened in Rotterdam, Netherland
2009 – First store opened in Bremen, Germany
2011 - Primark branded concessions open in Selfridges Birmingham and Manchester, UK
2016 – First store opened in Arese, Italy
June 2019 – First store opened in Ljubljana, Slovenia






To this day, the largest store that Primark operates worldwide, resides in Birmingham High Street and occupies a retail space of 160.000 square feet spread over five floors. This store alone features three dining experiences, The first Primark café in collaboration with Disney and also a beauty studio and barber shops.
With the unique and creative progressive design, Primark won the Retail Week’s Store Design of the Year for the fifth time in the last six years at the Retail Week Awards. 
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3.2 Overview of portfolio and store locations
The Primark stores sell a unique fashion at low prices. It also is a major staple on British high streets and shopping centres. It has more than 340 stores in eleven countries over three continents. Primark is a well renowned brand for selling fashion clothes, beauty cosmetics and homeware. The largest store to date is located in Birmingham. 
At the British Food Association, Primark is well known as the pearl on its crown by providing the association with the highest revenue and being the most visible amongst its ownership.
Primark’s key suppliers are located in Bangladesh, China, India and Turkey and also within the United Kingdom. It has more than 900 factories across 31 countries. More than 500 resides in China, 173 resides in India and 78 in Turkey.
Being one of the cheapest clothing stores in the market, Primark has little to no promotions at all, this not meaning a necessarily bad thing as this allows the business to make up for not having promotions with the small pricings in the first place. 
One other reason that Primark can operate its merchandise at such low prices is due to the fact that they invest very little in advertising. This can be a two-sided coin as advertising can accrue more customers for the store but also can impact the store financially.
3.3 Primark facing past problems
In the past, Primark has faced many difficult problems but one particular problem that stands out was Rana Plaza collapse in Bangladesh in 2013 where more than 100 workers has lost their lives and more than 2000 people were injured due to a major fire. It was considered one of the greatest disasters in the history of garment industry. 
To resolve this main issue that Primark faced in 2013, it has signed an Accord on Fire and Building Safety in Bangladesh. Primark has also provided emergency aid help consisting in food financial help to the victims and their families of over 6 million British sterling pounds. On long term they also provide financial and medical aid to them. 
Although Primark helped the victims, it faced along with other international retailers, criticism for lack of collective action to improve the working conditions in Bangladesh working factories. 
A meeting was organised by global trade union IndustriALL at Geneva and only nine of the greatest international garment retailers have attended, of which Primark was one of them. The meeting was adjourned by Primark which stated that it would continue to pay wages to those affected for three months more of a total of nine months while also declaring that Primark would also raise the minimum wage for garment workers.
Since the great disaster in Bangladesh, Primark has continuously monitored the working conditions in the factories that are manufacturing their goods, while maintaining an upmost strictness about their suppliers before reaching any sort of agreement with them. They have to meet the international working conditions and to obey the labour laws not only in the moment of the settled agreement, but also during the entire process of collaboration. 

7
To convince its customers about their sustainability of the origin of their products, Primark has opened a dedicated web page where it shows all of their suppliers, their locations and who works for them in the factories thusly maintaining a transparency towards its customers. Despite all of these actions that Primark applied to its past problems and its keen to show a clear image of the company, its customers are still sceptical about the Primark’s ethic, thus ethic still remaining a problem that Primark is confronting with.
3.4 Nature, scope and impact
Given the fact that the new worldwide phenomenon is that people are more aware to the vulnerabilities of their peers, the nature of the problem that Primark is facing at the moment is not financial nor economical but undoubtedly a social one. This being the main reason for which Primark got involved in helping not only the victims but also their families. 
In the countries in which the suppliers for Primark resides, the garment industry occupies a very important place, thusly undermining the poverty by providing employment.
When the companies that offers jobs and social stability are facing problems, all of this social gearing will be affected by this phenomenon. 
 The scope of this high-level problem is actually the damage that has affected all the parties involved: the real estate owning Rana Plaza, Primark’s suppliers, the workers along with their families. The most affected in terms of image, although the fatalities produced on the workers has been felt on the highest level by the victims and their families, was the Primark company.
The impact of this problem resides on one hand within the customer’s opinion who pays more attention to the world’s stability and on the other hand on Primark’s own image that is constantly threatened. Not only the workers of Primark were affected by the collapse, but also the public opinion by triggering an emotional chain reaction. The media unveiled the collapse worldwide, thus, not only in the country that the collapse was produced was extremely affected but all around the world the echoes have had the same powerful impact at the same moment. Suffice it is to say that Primark suffered greatly economically by making amends to the injured ones and their families which led drastically to the downfall of its image. Despite all the efforts that Primark has made, its image is still suffering to this very day, this meaning that the impact was prolonged up to date and it is still shadowing Primark’s stakeholders.
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3.5 Analysis of Primark
3.5.1 SWOT analysis
To clearly identify Primark’s traits a SWOT analysis needs to be compiled.
One of the major strengths of Primark resides in its unmatching prices. It clearly is one of the brands in the world that sells its product at the lowest possible price in comparison to other major garment companies worldwide. Another strength within Primark is residing within its 340 stores opened worldwide while offering more than 70.000 jobs. 
Despite the strengths within Primark, the company does not move forward without weaknesses of its own. One of these weaknesses is that it faced many negative reports concerning production of its goods. Poor working conditions and disrespecting the worker’s rights especially within its supplier’s factories are also to be considered weaknesses. Another weakness of the Primark’s company is that it does little to no effort to advertise its business.
Opportunities arise every time and Primark company has the power to use them fully. Having so many stores opened worldwide, Primark can raise the number of its customers while also maintaining a high desirability of employment. The weakness that is presented to Primark with the advertising can be turned into an opportunity if the company decides to invest more time in advertising thusly substantial increasing its visibility on the market. Another big opportunity for Primark is that in the share market, it is very close to Mark & Spencer
The threats that Primark is facing at the moment is the high competition of other successful garment companies such as Marks & Spencer, TK Max, Asda, Tesco, Zara, JD sports, Debenhams in the United Kingdom and Costco, GAP, Walmart, Macy’s, Forever 21 in the United States of America.
3.5.2 PESTLE analysis
Primark needs to know from where the opportunities or threats may arise and the PESTLE model, a very useful tool, stands at its disposal.
From a social point of view, Primark represents a support especially for the economical vulnerable countries by providing employment security, involving itself in eradicating poverty and social stability. It also helps rise an awareness towards people making them understand their rights.
In much more economical stabled and developed countries, Primark offers competitive salary packages, benefits such as payed annual holidays, paid sick days off, life insurance, child-care and pension, these being just a few of many other benefits.
Technologically speaking, Primark is not at its peak. Therefore, it needs to take a profit from the latest huge technological development as this facilitates a better monitor of its business all over the world thus cutting the costs for (i.e.) travel. Technology helps to improve to working conditions for employees and also keeps the communications opened all the time at optimal levels within the organisation with suppliers and clients.
Regarding the environment it is everyone’s responsibility and Primark is very keen to preserve nature’s resources.
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Primark created a chemical management programme and prioritises the health and safety of the environment. This program focuses on the integration of environmental management knowledge, standards and tools. It is a rigorous programme meant to ensure that Primark’s products and processes are sustainable. 
Primark’s opinion is that recycling is an important way to reduce the amount of waste, that’s why they are committed to reduce its level coming particularly from cardboards, plastics and hangers hence their iconic brown paper bags emerged in 2002. That’s why these are collected in their UK and North European stores and reprocessed.
[bookmark: _GoBack]Primark also developed a sustainable cotton programme that includes more than 28.000 farmers along with Cotton Connect. This programme provides trainings for farmers in India and Pakistan to teach them methods in reducing the impact of the crops of the environment. On the product’s labels that Primark is selling, it is disclosed the source of origin of the raw material of which its products are made of.

3.5.3 Stakeholder analysis
By using a syntagma, every shareholder is a stakeholder but not every stakeholder is a shareholder. 
The stakeholders of Primark are any group or individual who pursues a stake on Primark company. 
If the stakeholder’s interests are different than Primark’s interest, the interest will still remain but on a very low level and thus, the power can remain on a high level if it is about Media or at a low level if it is about a non-governmental organisation.
The stakeholders can be non-governmental organisations such as an environmental organisation that paints a target on Primark’s waste. The unions that are monitoring the working conditions of Primark can also be a stakeholder. The major group of Primark stakeholders are its suppliers which have a big interest in the company’s business running. One of the most powerful stakeholders is the Media that can keep an eye on Primark’s trading behaviours. The Governments in the countries where Primark operates are another major stakeholder. Employees have the upmost interest for the company to keep running so that they may benefit from job security and the customers also have  a major interest on the company like the employees but with the difference that they are only interested in the products and not the benefit of the company.
The stakeholders can follow their own interest as well as Primark’s interest. If they work together serving at least one purpose that can be either short or long term, they can overcome many problems that Primark is facing. Their interest can be on the highest level depending on the operations that links to Primark and if the interest is at a high level, the power can also be at a high level, thus they work together towards both Primark and the stakeholder’s success.
Any stakeholders involved in certain Primark operations, can help the organisation to solve the problems that might occur while also being in the stakeholder’s interests to solve them, mainly because for certain areas, their activities are linked. For instance, the Unions might help Primark solve the issues regarding the employment. They can represent the employer to the court, they can also negotiate the wages, they can oppose on behalf of employees to unsocial or illegal practices. 
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The non-governmental organisations can be a great deal of help to the Primark business simply by training the workers, giving them self-awareness about their own rights. 
The media can either help the Primark business by making Primark being more visible to its customers, thus keeping them tied to them, or it can help to its downfall by spotting the irregular practices on Primark’s operations chain.
4.0 Conclusions
4.1 Overview on Primark’s current situation
Being an economical powerful company, its strengths being built over five decades on solid base lines with straight managerial practices, Primark succeeded in overcoming the tragedies and gathering its power and best practices in order to solve the occurrences in a fairly manner. The main weakness that destabilised Primark in the first place was the fact that the board or the person in charge did not foresaw the possibility of a disaster of this scale being produced. They could have and should have foreseen this disaster given the social and economic situation in Bangladesh. The government in Bangladesh and the organisations in charge worked along with Primark and other major companies involved to establish and apply new rules and legislations destined to enforce the security of future working buildings.
4.2 Main areas of concern
Due to the political and social instability in Bangladesh, a continuously concern remains that these rules and laws might be broken, this being the reason for which Primark has sent a specialist team in charge to monitor and inform at the right time if any issues might emerge.
4.3 Key analyses to problem solving
Primark, being amongst the most powerful companies worldwide that offers employment in Bangladesh, it is welcomed by Bangladesh government and authorities to keep Primark operations on their territory, thus they collaborate and welcomed all actions that Primark took in their country. A concrete measure of safety that has been taken by both parties, Primark and Bangladesh authorities alike, was signing the Accord on Fire and Building Safety.
5.0 Options
To resolve the organisation’s main problems, the board of Primark may take into consideration to be as transparent as possible not only to its customers to keep them informed as much as possible to their products, but also to its suppliers by maintaining their business agreements on optimal levels and also to have a debate on whether it will be beneficial or not to the company to rethink their strategy on advertising the company’s image more.
5.1 Sustainability plan
When it comes to sourcing materials, the suppliers of Primark must have sustainability. That’s why it is extremely important to keep the suppliers motivated with good working conditions, fairly paid wages and safety in work. In having all these benefits in the workplace, suppliers are more inclined to deliver Primark with top quality sourcing materials while also maintaining the agreements at optimal levels and overcoming any differences in both parties – suppliers and Primark alike.
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6.0 Appendices
Compiled bellow is a stake holders analysis diagram of the Primark company:
[image: ]
7.0 Acknowledgements
Gratitude goes to the teacher Maria Heffernan from University of Wales Trinity Saint David that provided a plan to compile this report and took the necessary steps in guiding and making adequate corrections and to the librarians of the same University that offered their full support.













12
8.0 References list
Primark (2019), “Major developments of Primark”, [Online].
Available at: https://www.primark.com/en/aboutus [Accessed on 23/06/2019]
Drapers (2019), “Arthur Ryan”, [Online].
Available at: 
https://www.drapersonline.com/primark-founder-arthur-ryan-opens-up-to-paul-marchant/7028181.article [Accessed on 23/06/2019]
Statista (2019), “Primark statistics”, [Online].
Available at: https://www.statista.com/topics/4684/primark/ [Accessed on 24/06/2019]
Retail detail (2019), “Primark suppliers”, [Online].
Available at: https://www.retaildetail.eu/en/news/fashion/primark-publishes-supplier-list [Accessed on 24/06/2019]
Mind tools (2019), “Stakeholder analysis”, [Online].
Available at: https://www.mindtools.com/pages/article/newPPM_07.htm [Accessed on 24/06/2019]
Business teacher (2019), “Primark SWOT analysis”, [Online].
Available at: https://businessteacher.org.uk/swot/primark.php [Accessed on 25/06/2019]
Ethical consumer (2019), “Primark ethics”, [Online].
Available at: https://www.ethicalconsumer.org/company-profile/primark [Accessed on 01/07/2019]
Primark (2019), “Primark PESTLE analysis”, [Online].
Available at: https://primark.a.bigcontent.io/v1/static/PrimarkChemicalManagementProgrammeStatusonProgressandRoadmap20152016 [Accessed on 01/07/2019]
Primark (2019), “Primark PESTLE analysis”, [Online].
Available at: https://www.primark.com/en/our-ethics/planet/recycling/a/a896b3f6-be42-494f-a10e-9c6f7ef54bab [Accessed on: 01/07/2019]
British utilities (2019), “Primark sustainability”, [Online].
Available at: https://british-utilities.co.uk/2019/primark-says-sustainability-is-in-its-jeans/ [Accessed on 4/07/2019]
Dalziel & Pow (2019), “Major developments of Primark”, [Online].
Available at: https://www.dalziel-pow.com/news/primark-wins-retail-design/ [Accessed on: 08/07/2019]


13
Sophiewaggstaff11 (Unknown), “Store analysis of Primark”, [Online].
Available at: https://sophiewagstaff11.wordpress.com/2014/12/05/store-analysis-on-primark/ [Accessed on 10/07/2019]
Primark (2019), “Primark sustainability”, [Online].
Available at: https://www.primark.com/en/our-ethics [Accessed on: 10/07/2019]
Primark (2019), “Primark sustainability”, [Online].
Available at: https://www.primark.com/en/our-ethics/code-of-conduct [Accessed on 11/07/2019]
Primark (2019), “Primark sustainability”, [Online].
Available at: 
https://www.primark.com/en/our-ethics/people-and-production/a/0c2214ed-454f-4344-9b07-00f20678edab [Accessed on 11/07/2019].




















14

image1.jpg
INTEREST

POWER

HIGH Low
Executive board Customers
HIGH Shareholders Government
Media
Low Logistic partnerships Partners
Competitors Clients
Employees Vendors
Suppliers Cotton crops

cultivators





