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Executive Summary
Pandemics change the way businesses run their operations, impacts upon revenue generation, and affect all interfaces with customers. It however, provides new opportunities for growth. Thus, companies must not only lament at their losses, but boldly embrace the opportunities presented to them. This report evaluates the strategic options that Primark may choose to adopt, to deliver innovative customer care and sustainable competitive advantage in the wake of a pandemic. The report finds that technological innovation is a major constituent of resilient strategies. Thus, most of the strategic options generated herein are centred on acquiring technological competencies. It is no doubt that the suggestions in this report will creatively shape the organisation’s brand image and will deliver higher profit margins. However, implementing them will come at significant costs to Primark.  
[bookmark: _Toc58673243]1.0 Introduction
[bookmark: _Toc58673244]1.1 Background of Primark
Primark is a global retailer, popularly known for selling trendy fashion items at very low prices. It started its operations in Ireland in 1969, trading with ‘Pennys’ as its business name. Since then, it has gone on to establish 380 stores in countries across Europe like Spain, Portugal, Netherlands, France, Germany and America (Primark Website, n.d). Primark is the subsidiary of Associated British Foods (ABF) (Mimosa and Samantha, 2020). Primark operates its largest store in Birmingham, which occupies an expanse of 160,000 sq ft (14,800 m2) covering five floors.   Also known as a ‘fast fashion’ retailer, Primark’s business model is a true definition of consumerism. A phenomenon where consumers are encouraged to indulge themselves by getting over and above what they need, and from which they derive a measure of their identity (Stearns, 2006) 
[bookmark: _Toc58673245]1.2 Objectives of the Report 
In the wake of the Covid-19 pandemic, it is expected that companies review their existing strategies to see how they can respond to the disruption. This may require a change of service delivery models. For instance, a brick-and-mortar shop will need to open an online store to simultaneously facilitate social distancing rules, reduce physical contact and ensure steady flow of revenues.  In the light of the above, this report aims to suggest strategic options for setting up an innovative customer care service in Primark, which will ultimately provide a sustainable competitive advantage over competitors. 
 For this purpose, this report analyses the external and internal environment in which Primark operates, as these are the two contexts in which strategies are formed (White, 2004). The report makes use of PESTEL framework, to analyse the external environment in which Primark operates, SWOT analysis to examine the internal environment, Bowman’s strategy clock to evaluate Primark’s strategic positioning and what options it may consider to change its positioning.  Lastly Porter’s five forces (PFF) will be used to study the competitive environment in which Primark operates. The findings from these strategic management tools will then be deployed to provide possible options for establishing an innovative customer care service in Primark. The report concludes with implications and recommendations for future research. 

[bookmark: _Toc58673246]1.3 Conceptualization of Strategy 
Before developing strategies for any organisation, one must understand the meaning of strategy and what is expected in a strategy. Generally, without thought one could easily say that a strategy is a plan intended to deliver a particular result. However, in the field of strategic management, several theorists have provided definitions for strategy (Ronda-Pupo and Guerras-Martin, 2012).  Mintzberg (1987) defines strategy as a concept of five P’s- plan, ploy, pattern, position and perspective. According to him, strategy is a plan. A conscious guideline made to enable organisations achieve their goals. As a ploy, strategy is a scheme intended to outsmart an opponent or competitor. As a pattern, strategy could be referred to as actions done consistently, whether or not intended. This is often the case where organisations make plans that end up unfulfilled, but are still able to perform well by a combination of different unintended steps (Justin Tan and Litsschert, 1994; Kipping and Cailluet, 2010). Mintzberg goes further to define strategy as a position and a perspective. Strategy as a position means that an organisation needs to be situated in a particular location to facilitate the achievement of their goals. For example, the position Primark chose to adopt by its continuous physical presence, has expedited its strong performance (Deirdre, 2017).   And as a perspective, Mintzberg views strategy as a concept or an ideology that every member of an organization upholds through their actions or intentions. Andrews (1980) states that “corporate strategy is a pattern of company purposes and goals— and the major policies for achieving those goals—that defines the business or businesses the company is to be involved with and the kind of company it is to be”. According to him, strategy requires social, economic, and personal justifications.   This definition is like Peter Drucker’s, which centres around what a business is, and what it should be (Swaim, 2011). It also aligns with Mintzberg’s view that strategy could be a pattern and plan 
Michael Porter (1996, p.64) states that competitive strategy is about being different. According to him, strategy is about how an organisation differentiates itself by a combination of value-adding activities. A more recent definition of strategy was offered by Johnson et al (2017). According to these authors, strategy is the indelible direction of  firms, that involves deliberate, well-thought-out plans and evolving patterns.  
 These definitions show that there is no consensus on what strategy really is. Andrews takes the position of ‘corporate’ strategy, while Porter says ‘competitive’, whereas these words form part of the three levels of strategy viz: corporate, business/competitive and functional strategy (Beard and Dress, 1981).   However, one thing is common among the aforementioned theorists, which is that they all agree that strategy is a plan. Whether as a ploy or a set of value-adding activities, or a unique position, these all have to be agreed on before execution. The only difference being strategy as a pattern of unintended actions. Therefore, it can be assumed that defining strategy depends solely on the ideology of the individual who attempts to make a definition for it.
Having laid the background of what strategy should look like, this report will now analyse the current position of Primark, to find out where the organisation is, in terms of strategy, which will ultimately drive the discussion for developing strategic options. 

[bookmark: _Toc58673247]2.0 Main Findings 
[bookmark: _Toc58673248]2.1 Macroenvironment Analysis
PESTEL is used to analyse the macro-environment of any organisation (Johnson et al, 2017). The justification for analysing the external environment with this framework comes from an understanding of the following: first, with this tool, firms are better able to understand whether they operate in a static or unstable environment. The stability/instability of the business environment will be taken into consideration in the strategy planning process (Wiltbank et al, 2006). In an unstable business environment, organisations must develop strategies that will address issues of constant change (White, 2004; Hiat and Sine, 2014), e.g change in technology or exchange rate fluctuations, because failure to consider them will result to poorly drawn strategies that could lead to a loss of competitive advantage (Carucci, 2017). Whereas organisations in static environments experience little changes per time.   These organisations can formulate rigid strategies. However, Horvath et al (2018) states that overly rigid strategies may rob organisations of developing their capacity to adapt to circumstances as they unfold. 
Second, it enables a firm gain an understanding of ways through which it may influence some of these factors. For instance, going into concessionary agreements with the government may help to reduce political changes. However, some argue that this is not an optimal strategy, as whatever concessions that could be gotten will apply to other organisations in the industry (Fisher, Bakker and Wisneski, 2020). 
The macroenvironment is made up of a broad categorisation of political, economic, social, technological, ecological and legal factors. Though these factors exert high influence on organisations (Johnson et al, 2017, p.33), organisations can barely influence them (White, 2004).  The political aspect of PESTEL refers to the role of the state in the environment (Campbell and Craig, 2005). For example, if the company is state owned or is a supplier or customer to the business as is obtained in the oil and gas industry e.g. Saudi Aramco (Yescombe, 2014). It also involves government policies, political conflicts & taxation changes. Economic factors involve inflation, unemployment rate, interest rates, and personal disposable income (Çitilci, T. and Akbalık M, 2020). Social factors include spending habits of customers, demographics, i.e population of ageing over young, and trends (Çitilci and Akbalık , 2020). Technological factors are new practices and technological advancements that affect business (Johnson et al, 2017). Ecological factors are climate change, recycling, sustainable usage of resources, pollution control (Citilci and Akbalik, 2020). Legal factors are the regulations and conventions operating in the environment that determines how the business should be carried on (Citilci and Akbalik, 2020).  According to Corporate Finance Institute (CFI, 2020), Pestel analysis can be a proficient tool in analysing the positives and negatives of an organisation’s strategy. It can also be used to determine the relevance of a product or service and helps to decide whether or not to leave or enter a market (CIPD, 2020).  
 Amongst these six factors, social, technological, and economic factors are most relevant for Primark’s business. Socially, the spending habits of consumers may change when they grasp that companies fail to act in the interest of their environments and society (Kuokkanen and Sun, 2020).  An additional social factor is the ageing population in the UK. According to Office of National Statistics (2019), the population of people aged 65 and above in the UK is increasing on a year-to-year basis. If this goes on, the revenue of Primark in the UK may be affected, since  majority of its products are trendy fashion items targeted at the young (Hopkins, 2009). However, it is hoped that migration from other countries into the UK will usher in young people, whose patronage will help Primark’s sales to remain stable. Technologically, the recent disruption of business caused by Covid-19 has caused businesses to develop new ways of doing business. The period has witnessed firms embracing e-Commerce channels that require high investment in technology (OECD, 2020). Primark has, however, insisted on not opening online stores (Eisenberg, 2019).  It does have a website, but customers can only see the range of products available without ordering. The reason given by its executives is that operating an online store will involve shipping costs which the company is not prepared to incur (Hanbury, 2018).
Economically, the effect of social distancing rules and lockdowns that were put in place in March to July led to a decline in household spending (Jolly and Butler, 2020). As such Primark lost about £800m, but with the relax of the lockdown in July, business activity started to bounce back (PWC, 2020a; Sillars, 2020). The unemployment rate in the UK rose to 4.8% in the three months preceding September, with over 314,000 people rendered redundant (BBC, 2020). Unemployment may result in a further reduction in spending, as the disposable income of individuals diminishes.  


[bookmark: _GoBack]Evaluation 
A brief look at these external factors reveals the dynamic environment in which businesses such as Primark operate. According to White (2004) the external environment of any business is unstable and complex. Its complexity is encapsulated in the interactions between different sectors of the external environment, for example, the interaction between environmental and social factors, where new environmental findings (Lee and Klassen, 2016) can influence buyers’ perception of a product (Viet et al, 2018). Not only are these kinds of interactions complex but they are often difficult to predict (White, 2004).  
 Therefore, Primark must take the instability of its environment into its strategic planning process. According to Johnson et al (2017, p.55), PESTEL analysis helps managers identify the key drivers of change that will be useful for strategic decision making.  For Primark, the key drivers of change are the ageing population in the UK, and technological advancements. These factors should be taken into consideration for Primark’s long-term growth. Primark could look towards the production of clothes for the elderly and opening of an online store that would further drive sales. Any strategies to tackle the shortfall in consumer spending caused by unemployment may involve reducing prices further, thereby lowering revenues.  Hence, Primark should not develop strategies along this line.  It is believed that this is a short-term problem, and that the Covid-19 induced unemployment will be reversed as things get back to normal in 2021. A long-term approach to strategy planning is therefore advised rather than short term tactics. 
[bookmark: _Toc58673249]2.2 Internal Environment Analysis 
[bookmark: _Toc58673250]2.2.1 SWOT Analysis 
SWOT analysis can be used to carry out a simultaneous internal and external evaluation of a company’s competitive position and to help the strategic planning process (Grant, 2020). Thereby, showing the strengths and weaknesses peculiar to an organisation, and opportunities and threats from the external environment, which are synonymous with other companies operating in the same industry. The goal is to minimise threats as much as possible and take advantage of the opportunities that were identified in the external environment analysis (Johnson et al, 2017).  The findings gotten from the usage of this tool, can be used to help an organisation develop strategies for maintaining its market share, improving production levels and financial performance (Bondarchuk, 2019).  However, the tool has been criticised for being subjective, i.e based solely on the biases of the individual using the tool, thereby leading to inappropriate strategic actions (Phadermrod et al, 2019).  Additionally, considering that SWOT is a brainstorming activity (Phadermrod et al, 2019), the results may not be extensive. Thus, it is advisable for an organisation relying on a SWOT, to also combine other strategic management tools that will deliver an in-depth analysis of the organisation’s competitive position, such as Porter’s Value Chain or Bowman’s strategy clock. 

	STRENGTHS
	WEAKNESS

	· Strong financial backing of parent company 
· The ability to produce at low costs
	· Little investment in technology 
· Poor working conditions in supply chains
· Low quality clothes
· Underpaid staff

	OPPORTUNITIES
	THREATS

	· Become a technology powered fashion store
· Improve reputation by engaging in more CSR activities
	· Environmentally conscious individuals calling for ethical sourcing
· Competition from other fashion retailers


Figure 1. SWOT Analysis Table of Primark

Evaluation of the above findings
The strong balance sheet of Primark’s parent company, ABF (Mimosa and Samantha, 2020) enabled it to deal with challenges arising from the Covid-19 pandemic (Investors Chronicle, 2020). Perhaps the parent company’s balance sheet may have been a major support for Primark’s low-cost strategy.  In the wake of climate change activism, young customers are now more interested in buying from fashion retailers whose sourcing processes are environmentally friendly (Hinsliff, 2019). It is argued that Primark’s fast fashion model contributes to environmental pollution, as the bulk of clothes found on land fill sites were labelled ‘Primark’ (Morgan and Birstwistle, 2009; The Economist, 2015; Hinsliff, 2019). Continuous unethical and unsustainable sourcing is harmful for Primark’s reputation (Veit et al, 2018).  Therefore, it is important for the organisation to look towards obtaining input supplies in ways that will not jeopardise the environment. For instance, they could invest in quality materials, to reduce the rate at which customers dispose of clothes to get new ones. 

[bookmark: _Toc58673251]2.2.2 Bowman’s Strategy Clock 
The strategy clock is a strategic management tool (Wright, Paroutis and Blettner, 2013) that can be used to generate strategic options (Echchakoui, 2018). It is also used to compare the competitive positioning of a company against competitors (Ma, 2018).   According to Johnson et al (2017), the strategic clock has two characteristics. First, it is based on price rather than costs. Hence, a company’s product can be evaluated from the viewpoint of the customer in relation to price, not from what it cost the organisation to make those products available. Second, the strategy clock allows an organisation to make incremental choices by moving round the clock to see where it will be best positioned. The tool is based on the customer’s perception of the value derived from a product, which writers refer to as ‘a difference between the benefits and sacrifices perceived’ (Echchakoui, 2018)

[image: ]
Figure 2: BOWMAN’S Strategy Clock (Faulkner cited by Arshad and Yazdanifard, 2017)
The eight positions on the clock are divided into 4 broad categories, low price, hybrid, differentiation and non-competitive strategies (Johnson et al, 2017). The low-price strategies are a combination of positions 1 and 2, that allows a company to either offer low prices and low added value or low price and minimal value. Companies with this strategy must be able to achieve economies of scale to minimise costs (Johnson et al, 2017), as their sustainable competitive advantage lies in being cost leaders in their respective industries. Businesses adopting hybrid strategies on position 3 have the advantage of offering products with high perceived value and a fair price. According to Johnson et al (2017), this might be an effective strategy to gain entry into new markets. Indeed, Hybrid strategies seems to be an attractive position for so many companies, IKEA & Tesco, for example (Baroto, Abdullah and Wan, 2013).  Differentiation strategies include positions 4 and 5 of the clock.  They involve offering products of the highest quality and/or offering them at high prices to a select market. For example, Apple products like the iPhone and MacBook are used majorly by luxury-oriented individuals (Arshad and Yazdanifard, 2017). To sustain this competitive position, companies will need to invest heavily in branding, targeted segmentation and marketing (Baroto, Abdullah and Wan, 2013).   Lastly, the non-competitive strategies are within positions 6-8. Businesses in this category offer low value products at very high prices, this will often be the case where the companies operating with such strategies are the only option for customers within a locality (Acharyya, Ghosh and Bhattacharya, 2018).  Several theorists argue that businesses operating in this category are likely to fail (Johnson et al, 2017; Echchakoui, 2018). 
Drawing from the extant evaluation, it can be said that Primark’s current strategic position is no. 2 of the strategy clock. As was stated in the introduction, Primark is a low-cost leader in the fashion industry. According to Michael Porter (1985, p.99), for cost leadership to be maintained, all activities of a firm must be scrutinised to identify areas for cost reduction. He also adds that upon discovery, firms must consistently reduce costs across those areas found.  It is therefore not surprising that Primark has consistently achieved a low-cost leadership position by buying items from suppliers in large quantities, minimising advertising and cutting down on anything that incurs extra costs (Primark Website, n.d).  Bulk purchase enables the firm buy at cheaper prices, and still make profits from sales to customers. The company’s cost cutting strategy also goes down to using cheap hangers and labels, and ensuring that suppliers pre-package clothes from factories, to reduce the time spent in arranging them in stores. 
However, it is assumed that in the future, Primark may choose to take incremental steps to move to the hybrid position. This will require adding more value to its product, which essentially involves sourcing for high quality clothing materials. The potential positive implications of this step are that Primark will record higher profit margins than was recorded in the past. Prior to this time, Primark operated on a low profit margin, as the organisation’s intention was to maximise sales to drive profit (Hanbury, 2018).  It can be believed that Primark’s low profit margin is a fallout of poor-quality goods.  Hence, if Primark improves the quality of their products, there will be justification to increase their prices and this will mean higher profits, though lower sales. Adding more value to their products may also help to improve the brand image of the company and will attract a new set of customers.  Adversely, Primark’s cost of production is expected to increase if it is to pursue a hybrid positioning strategy. 

[bookmark: _Toc58673252]2.3 Industry Analysis Using Porter’s Five Forces 
Strategy cannot be formulated without speculating the likely reaction of other players in an industry (White, 2004). Competitors are most likely to imitate or launch products to gain more market share (White, 2004) thus, a company desirous of creating sustainable advantages must study the competitive environment in which it operates. The competitive environment will therefore be examined using Porter’s five forces (PFF). 
Porter (1980) in his seminal work Competitive Strategy, postulated that the attractiveness and profitability of an industry was dependent on the interaction of five factors viz, threat of entry, threat of substitutes, bargaining power of buyers, bargaining power of suppliers and the extent of rivalry between competitors. These five forces represent the structure of an industry.  
 The five forces framework is a useful tool that aids the understanding of strategic implications for a firm (Dobbs, 2012). Brandenburger (2002) arguing in favour of this framework, stated that it gives a clear mental image of the business landscape, reflecting what strategists think about in practise. Furthermore, he illustrated that it reveals the connectedness of players (i.e suppliers and buyers) in a value chain, whose contributions intersect with the lead business’ activities to create a ‘value pie’.    However, not every theorist agrees with PFF. Huggins and Izushi (2011) criticises the framework for not being able to deliver an inimitable competitive advantage. Others argue that it undervalues the core competencies of a firm, resources and capabilities which are drivers of long-term competitive advantages (Fisher, Bakker and Wisneski, 2020).  
Irrespective of these arguments, PFF remains a useful tool for generating strategic options, because it provides first-hand insights on what is obtainable in an industry(Magretta, 2012) and provides a background for deciding whether to enter that industry or start up a new one using a blue strategy canvas. 

[bookmark: _Toc58673253]2.3.1 Threat of Entry
Threat of entry refers to how easy it is for new participants to join the industry. The higher it is for new entrants to join the industry, the lower the profitability of the industry (Fisher, Bakker and Wisneski, 2020).  Factors increasing threat of entry include, low capital requirements, low economies of scale, low differentiation, availability of inputs, and weak government regulations (Porter, 1985) 
In the UK clothing industry, the capital requirements are relatively low, as small players can easily set up their businesses (MarketLine, 2020). However, to be a large player in this industry requires high economies of scale, which big retailers like Primark and Marks & Spencer have been able to achieve and has served to further strengthen their bargaining power with suppliers (MarketLine, 2020, p.19). There is low differentiation and low switching costs in this industry, as buyers can always switch their preferences depending on what trend is prevalent at the time (Market Line, 2020, p19). Conclusively, threat of entry seems to be strong. 
[bookmark: _Toc58673254]2.3.2 Threat of Substitutes
The threat of substitutes is influenced by low switching costs and the potential of buyers to substitute (Porter, 1985). Threat of substitutes reveals the rate at which customers are likely to go for complementary products.  According to Porter (1985, p. 278), it is not the availability of substitutes that poses a threat, but the value perceived by buyers of available substitutes. Thus, if the substitute provides more value in relation to price than what the current product offers, it is highly likely that buyers will switch to substitutes.   
In this industry, there are no substitutes for clothes, except homemade and second-hand clothes, which represent a small segment of the industry (Market Line, 2020, p.21). This indicates that the threats of substitutes are considerably low. 
[bookmark: _Toc58673255]2.3.3 Bargaining Power of Buyers 
The bargaining power of buyers helps to understand the level of power buyers wield. When buyer power is high, they can bargain for lower prices, which further drives down a firm’s profitability (Fisher, Bakker and Wisneski, 2020). Buyers’ bargaining power is influenced by switching costs, availability of information, availability of substitutes and undifferentiated products (Porter, 1985). The large customer base of retailers in the fashion industry means that revenues will not be affected when one customer defects to other fashion brands (Market Line, 2020). Thus, suggesting that buyers have low power. However, the cost of switching to other brands is low, as there are a variety of clothing retailers to buy from.  Switching in the fashion industry, which is often influenced by social media fads, implies that retailers must be updated with the latest fashion trends (Market Line, 2020). Therefore, retailers are more likely to give customers what they want (MarketLine, 2020). Conclusively, buyer power can be regarded as mild. 

[bookmark: _Toc58673256]2.3.4 Bargaining Power of Suppliers
The bargaining power of suppliers reveals the extent to which suppliers can influence price. When suppliers have high power, they are able to increase prices and lower the profitability of the industry (Fisher, Bakker and Wisneski, 2020). Suppliers bargaining power can be assessed by evaluating the availability of substitute inputs, possibility of forward integration, supplier concentration, and switching costs (Porter, 1989). Suppliers in this industry are garment manufacturers and wholesalers. It can be said that supplier power is low due to the availability of cheap labour from Asia-Pacific countries (Market Line, 2020, p.18) 

[bookmark: _Toc58673257]2.3.5 Competition Among Rivalries 
Although Primark is the leading player in this industry, competition seems to be intense (MarketLine, 2020). Large organisations like M & S and Arcadia group increase their competitive advantage by utilizing economies of scale, branding and advertising (MarketLine, 2020). 
Companies have used big data to significantly increase their competitive edge. For instance, Asos and Zalando deployed big data to study customer behaviour, resulting in increased sales (Market Line, 2020, p.22). 
Social media presence has also been established by firms in this industry to build customer relationships (Market Line, 2020, p.22).  However, Arriaga et al (2017) found that Primark does not respond to customers on Facebook. According to MarketLine (2020), social media will continue to be a crucial differentiating factor for the future of this industry.  Clearly, Primark’s failure to interact with customers on social media platforms, coupled with the absence of an online store, reduces its competitive edge. 
Some companies enhance their competitive advantage with technology. For instance, Next Plc launched a mobile application which increased the company’s conversion from 4.2% to 5.8% (Thompson and McLarney, 2017). Whilst other retailers have smart dressing rooms that allows customers choose their outfit from a range of options displaying on screen (Market Line, 2020, p.22). 
The above analysis demonstrates that the industry though profitable, is highly competitive, as such firms must differentiate themselves by engaging in constant product development, marketing and advertising, brand promotion and technology, to maintain their competitive advantage. 

[bookmark: _Toc58673258]3.0 Sustainable Competitive Advantage: The Key to Delivering Innovative Customer Care After a Pandemic
To achieve sustainable competitive advantage (SCA), there must first be a background knowledge of what is meant by ‘Competitive Advantage’. According to Porter (1985), competitive advantage is the value firms create for their buyers using a combination of various activities (p. xxii and p. xvii).  Particularly, he mentions that competitive advantage gotten from scant activities are often easier to imitate (p. xvii).  Arguably, this portrays the line of thinking of some writers, who suggest that there are two types of competitive advantage, i.e temporary and sustainable (Huang et al, 2015). Barney (1991) in distinguishing the two, states that SCA is achievable when organisations have valuable, rare, inimitable and non-substitutable resources, while Temporary Competitive Advantage (TCA) can be created with valuable and rare resources. 
Clearly, it appears that competitive advantage is in itself short lived, hence firms must take on extra measures to ensure that they maintain their competitive edge in the long run. According to O’Shannasy (2008), the competitive advantage previously achieved by a company will be lost when it experiences uncertainties in its business environment.  Similarly, McKinsey (2020, p.5) states that when faced with crisis, competitive advantages change radically as companies acclimatise to new market realities, and the fundamental capabilities that distinguished an organisation from others may become less differentiating.   Thus, companies must transform value from TCA to SCA (Huang et al, 2015). An example of TCA according to Huang et al (2015) is a dominant market position, which may be lost if the firm has no non-substitutable resource or technological capability.
 Undoubtedly, Primark is set to lose its dominant position in the clothing industry if it does not acquire some resources.  Hence, to advise on strategic options that will enable Primark deliver cutting edge customer service, while allowing for SCA, this report adopts a Resource Based View (RBV) of the firm theory. RBV theory states that for an organisation to create SCA, it must have valuable, rare, inimitable & non-substitutable resources and capabilities; and build an organisation that can take in these resources (Kraaijenbrink, Spender, and Groen, 2009). This theory was chosen because majority of the strategic options that will be suggested require the acquisition of specific resources and may involve integrating various strategies. 
[bookmark: _Toc58673259]3.1 Strategic Options 
Delivering effective customer service will require the identification of areas where Primark has its greatest customer interactions, building on these points and/or introducing new ones.  According to Price Waterhouse Coopers’ (PWC) Strategic Lever Matrix (2020b), a strategic plan for Primark will include the following: 
 1) Develop Digital Sales Strategy – Digitalization is a major growth driver in the fashion industry (Thompson & McLarney, 2017). The pandemic, however, strengthened its importance (PWC, 2020b).  Businesses can no longer operate as they did in the past (McKinsey, 2020). Companies with a digital sales strategy were able to adapt more easily to the problems caused by the pandemic (PWC, 2020b). As a result of their digital sales strategy, they were able to get new customers, improve customer interactions and increase revenue (PWC, 2020b). 
Therefore, drawing from the above analysis in this report, it has become increasingly important for Primark to adopt a digital sales strategy. The digital sales strategy proposed for Primark is an ‘online shop’. This will deliver two obvious benefits. First, from a customer’s perspective, it will make it easier for Primark’s customers to place orders from the comfort of their homes than having to come down to a physical store; thereby reducing physical interactions.  Second, from the company’s perspective, it will provide multiple revenue channels, meaning that Primark would have more prospects of doubling its income.   It is no doubt that eCommerce will remain the new normal in a couple of years (Snyder, 2020), and companies seeking to remain profitable must take advantage of this opportunity. 
2) Design Digital Customer Experiences for Conversion. 
Customer experience is a mix of Customer Relationship Management (CRM), Service (SX) and Usability experience (PWC, 2020b). It is not only a prerequisite for in-store shopping but has now become a focus for digital platforms too (PWC, 2020b). Thus, companies must develop digital software that will provide the same experience as would have been expected in a physical store. 
Therefore, it is suggested that Primark develops a Mobile Application. It is hoped that this will increase customer engagement with Primark and will also help to better understand customer behaviour. The essence of improving customer experience is to get customers to like a brand and to influence them to make repeat purchases (Freshdesk, n.d). Hence, a company must work on all touch points that influence the customer’s perception (McKinsey, 2016) to shop with them.  Primark’s website is currently a huge turn off (Retail week, 2013) however, Primark can increase conversion by optimising its website. It is no doubt that the introduction of more attractive features on the website will greatly influence how customers feel about the organisation.  
3) Digitalize and Automate Sales Processes
According to PWC (2020b), this will require the adoption of new technologies like Artificial Intelligence (AI) and voice and speech recognition software. In Primark’s case, self-service checkout machines can be adopted to improve in-store customer experience. This will provide two benefits for the organisation. First, it will reduce costs, as there will be less need to hire more staff.  Second, it will reduce customer dissatisfaction that arises from having to wait in long queues (Elson, 2016) due to a shortage of sales outlets.   Supermarkets like Tesco and Asda, whose range of products include F & F and George clothes respectively, have been successful at deploying this model (Sabadus, 2009). Similarly, mainstream fashion retailer, Zara has effectively used self-service checkouts (Bahnson,2018), and customers report that they derive maximum satisfaction with the seamless transaction (Dinners, 2017; Gilliland, 2018).

[bookmark: _Toc58673260]3.2 Implications 
It is no doubt that majority of the strategic options suggested herein centre around innovation. History has shown that companies that invested in innovation during the 2008 financial crisis outperformed others during and after the crisis (McKinsey, 2020, p.6). Thus, delivering a resilient customer strategy in these times will require the adoption of new technologies. Conceivably, Primark will need to train its existing staff on how to use these new technologies or it may consider outsourcing. 
Though these suggestions will significantly improve Primark’s brand image, increase its profit margins and deliver a SCA, they come with significant cost implications.  Nonetheless, it is believed that the strong balance sheet of ABF, Primark’s parent company, will enable the organisation to absorb the attendant expenses.  Alternatively, through a growth strategy, Primark could enter strategic alliances with technological companies to reduce costs. 

[bookmark: _Toc58673261]4.0 Conclusion and Recommendations 
This report evaluated the external and internal environment of Primark and found that Primark operates in a very dynamic environment. Thus, Primark was advised to consider this dynamic nature in its strategic planning process. The analysis revealed Primark’s current strategic position as low cost. Recommendations were then provided to move Primark to a hybrid position.  The clothing industry in which Primark operates was found to be profitable, but highly competitive. Therefore, Primark must differentiate itself to maintain its competitive advantage. 
In conclusion, the report suggested that for innovative customer care to be delivered, while achieving SCA, there must be acquisition of new technological resources in Primark. However, the greatest challenge will be how ABF will view these suggestions. Future research should go further by providing a change management framework to demonstrate how these strategies will look like in action and how relevant stakeholders will be carried along in the strategic planning and implementation process. 
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