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Introduction
Primark is a fashion retailer company based on Irish origin that provides various range of products, incorporating newborn, baby and children's clothing, accessories, men's, and women's wear, footwear, beauty products, etc. The founder of the company is Arthur, Ryan and the firm owns almost 350 stores in the nation and is regarded as the biggest store which is located in Manchester (Primark, 2023b). The company rapidly expanded in the United Kingdom and has opened around 120 stores. The following report has done an external analysis of the company along with providing certain recommendations for enhancing its operations.
[bookmark: _Toc140488221]Marketing
Marketing is defined as a strategic discipline that pays attention to the promotion of products, ideas and services for targeting the audience. It incorporates perception of consumers’ needs and preferences, doing market research, and developing strategies for engaging and reaching potential customers (Pride and Ferrell, 2019). With the help of different channels, such as public relations, social media, branding, and advertising, marketing has the aim of creating awareness, generating interest and driving sales or achievement of certain objectives of the business. This includes a wide variety of activities, incorporating analysis of market, product, development, distribution, pricing and communication. All these have the aim of building solid associations with customers along with the creation of value for both the business as well as the target audience.
[bookmark: _Toc140488222]Processes and Stages of Marketing
[bookmark: _Toc140488223]Processes of marketing
1. Market research- Primark does extensive market research for understanding the market demands, trends, and customer preferences. This also incorporates an evaluation of customer demographics, competitors, and shopping behaviour in the fashion retail sector. 
2. Targeting and segmentation- depending on the market research, Primark segments its target audience. The fundamental target market for the company is young adults between the ages of 18-30 who are fashion-conscious, price-sensitive and looking for trendy and affordable clothing. This assists in tailoring the efforts of marketing and product offerings to certain groups of customers.
3. Marketing objectives- Primark makes marketing objectives that are aligned with its comprehensive business goal. The aim of the company is to drive awareness as well as footfall with the use of social channels (Primark, 2023a).
4.  Marketing strategy-The company develops a marketing strategy that includes different elements, such as pricing, distribution, product, assortment and promotion. The strategy has the aim of positioning Primark as an affordable, accessible and trendy fashion brand for its target customers.
5.  Promotion and communication- Primark makes use of different channels of marketing for the promotion of its products and brand (Marketing Tech, 2023). These incorporate advertisements with the help of print media, digital media, and social media platforms along with leveraging public relations, influencer marketing, and forming a partnership for amplifying the message of its brand.
[bookmark: _Toc140488224]Stages of marketing
1. Mission- The aim of evaluating the present situation of the company is the identification of gaps between the desires of customers and the products and services that would be supplied by the company (Primark, 2023b).  The aim of the company is to bring affordable fashion to everyone around the world and offer a wide variety of goods.
2. Situation Analysis- Situational analysis is the method of accumulating, organising and evaluating information associated with the external and internal environment of the company. It incorporates the estimation of the strengths, opportunities, threats and weaknesses of a company. The business model of Primark revolves around the delivery of value to customers through the provision of high-quality fashionable products at a lower price. The organisation achieves the same by keeping strict control over its supply chain and employing a high volume and low margin strategy.
3. Marketing strategy- Primark develops a marketing strategy that includes different elements, such as pricing, distribution, product, assortment and promotion. The strategy has the aim of positioning Primark as an affordable, accessible and trendy fashion brand for its target customers.
4. Implementation- Primark pays attention to the implementation of its marketing activities through coordinating efforts across various departments, executing promotional campaigns, allocating resources, tracking progress, and managing store operations. 
5. Control- Regular analysis, control and monitoring measures are taken by the company for evaluating the effectiveness of efforts of marketing along with making essential adjustments for making sure of success.
[bookmark: _Toc140488225]The function of the marketing environment in Primark
The marketing atmosphere plays a crucial function in the success and operations of Primark. It includes external elements such as competitors, customer needs, economic conditions, regulatory conditions, and industry trends. The marketing atmosphere forces valuable insight into the structures, the marketing strategies as well as the process of decision-making of Primark. It also assists the company in perceiving the preferences of customers, identifying opportunities in the market and aligning its product per the same (Primark, 2023a). With the help of monitoring industry trends, the company stays ahead of fashion developments, as well as consumer demands, which makes sure its offering remains relevant. Evaluation of the competitive landscape enables the company and positioning itself in an effective manner along with differentiating it from its rivals. Economic factors help the pricing strategies and product affordability is for meeting the expectations of customers. The company also adheres to regulatory and legal requirements for the maintenance of ethical practices. Strategic planning helps the company deal with a competitive atmosphere (Fahy and Jobber, 2019). Primark has a motive of expanding the business in the United Kingdom’s market including the sector. However, before expansion, it is the duty for analysing the present and potential scenarios of the retail market. In this regard, additional skills are required in the marketing manager for evaluating the specific factors of marketing. In addition to this marketing department, also formulating strategic policy is associated with product, development, pricing, distribution, channel and selection of market for better sales.

[bookmark: _Toc140488226]Situational analysis models
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Political factor- The governmental stability in the nation in which Primark functions is crucial. Political instability impacts the supply chain and operations of the company. Sourcing materials from a nation having political unrest, the supply chain can be disrupted which leads to delays in production. In terms of the impact of the pandemic has impacted the sales of the company. Primary has also been involved in various controversies associated with the practices of unethical labour practices in its supply chain and the political pressure for making sure of ethical production and sourcing of materials is an essential element for the organisation. Brexit also has also impacted the business of Primark. The restrictions on trade and negative sentiments towards the business of the British have impacted the growth of Primark in the international market. Changes in trade agreements have also impacted import costs as well as resulted in potential disruptions in the supply chain of the company.

Economic Factors- Primark needs a market having a robust economy, which would signify disposable income for customers for spending on the products of the company. However, in the period of recession, economic downturn, pandemic, and Brexit, customers or cutting back on discretionary purchases which might affect the sales of the company. As the company functions in various nations, the exchange rate of the currency fluctuates which influence the profits and revenues of the organisation. If the home nation’s currency strengthens in comparison to other currencies, importing goods becomes expensive for the company. In addition to this, the rising inflation rate has enhanced the operational and production cost which has declined the profit margin of the company (Agnihotri and Bhattacharya, 2020). A higher rate of unemployment has also resulted in decreasing the spending done by customers which have negatively impacted the sales of Primark. But as the company is a budget retailer, it gets benefits from customers who are downgrading from expensive brands during the recession period or tough economic period.

Social factors- After the pandemic, there is a rise in online shopping and businesses like Primark which has a strong focus on physical retail stores have been impacted by the same. There is an increase in environmentally friendly and ethically sourced product demand and the company has faced criticism for its labour practices. Primark must align its offering as well as marketing campaigns for catering to the needs and preferences of its driver base of customers. In addition, to this ethical and social considerations like labour practices and sustainability are becoming of great significance for the customers and the company must adhere to the same. The changing trend of fashion needs Primark to cope with the change as it is drastically affecting the demand for the product of the company and the company can lose its customer if they fail to adapt to the same. As the company operates in various nations, therefore, it needs to consider the cultural differences of these markets.

Technological factors- Technological development has been crucial for transforming the retail sector and Primark must adapt to these changes. Embracing technology is crucial for the operation, efficiency and growth of Primark. E-commerce platforms, supply chain, automation and digital marketing are other aspects in which the company can stay up-to-date for remaining competitive. The rapid technological changes pose a challenge for the company as it requires the company to invest in technological infrastructure along with making sure of cyber security to protect the data of its customers. Primark does not sell its product as an online platform which poses a problem for the same as due to the increase in online shopping, customers prefer to shop online for their convenience (Frei, 2021). The rise of advertising technologies as well as digital marketing has enabled the competitors of the company to reach its audience effectively earning them an advantage over Primark.

Legal factors- Legal aspects are the corporate laws and policies that the company must comply with. Some of the laws that Primark complies with include consumer protection regulation, intellectual property rights, data protection, regulation, employment laws, and product safety standards. These legal requirements help investigate risk, protection of the reputation of the company and maintenance of practices of ethics in the business. Compliance with labour regulations and making sure a fair condition of the workers throughout the supply chain of the company is of great significance. Failure to comply with this legal policy could result in facing legal liabilities as well as reputational damage for the company. Adhering to health and safety policies is significant for making sure of the well-being of the customers as well as employees of the company. These policies are associated with fire, safety, store, layout, and measures related to handling the spread of the pandemic. The compliance of the company for the protection of data as well as privacy laws is of great significance. This helps in bringing the trust of the customers in the company specially in the region such as the European Union.

Environmental factor- Environmental considerations have acquired significance in the past few years. Primark must adhere to these environmental laws which are sustainability practices, resource depletion, climate change, and waste management. The commitment of the company to sourcing sustainability, reducing the carbon footprint and responsible management of waste is essential for meeting the expectations of customers as well as ensuring the viability long-term (Agnihotri and Bhattacharya, 2020). Compliance with the regulations of the environment along with the implementation of initiatives of sustainability throughout the operation of the company would help in enhancing the brand image of the same along with attracting customers who are environmentally conscious. As consumers are becoming more and more conscious about the environmental footprint of their products, this might give Primark a competitive advantage. 
[bookmark: _Toc140488228]Porter’s five forces
Threat of new entrants- Primark functions in a highly competitive retail sector, which faces the threat of new entrants. But the industry has barriers to entry which include established brand reputation, economies of scale, and management of the supply chain (Orenuga, 2020). These might function as various for the new competitors to enter the market. The extensive store network of Primark along with its effective sourcing potential, offers a competitive advantage to the company in terms of product availability as well as cost efficiency.

Bargaining authority of suppliers- The bargaining authority of the company with its supplier where it is relying on the category of the product.  A large retailer having significant buying capacity can facilitate Primark for the provision of negotiation with favourable terms as well as prices with its suppliers. But suppliers that provide specialised or unique products possess more leverage. The potential of primer for the maintenance of good association with suppliers as well as service to find its base of suppliers helps the company in medicating the potential power of the same.

Bargaining authority of Buyers- The company faces higher bargaining authority of purchasers owing to intense competition in the rivalry sector. Customers get different options to choose from and could always switch from one brand to another depending on the factors like quality, fashion, trend and price (Xydia, 2019). The attention of Primark is on affordability as well as attractive pricing and this is useful in the mitigation of the bargaining authority of purchase. This, however, also requires the company to stay responsible for the changing preferences as well as demands of the customers.

The threat of substitutes- The threat of substitutes in this industry is humongous as customers have various alternatives. In this competitive market, Primark has to compete with online as well as offline retailers which incorporate fashion brands as well as e-commerce platforms (Frei, 2021). To combat this threat, the company differentiates itself with the help of its strategy of low pricing, attention to present trends of fashion and wide product range. Continuous monitoring as well as adapting to the dynamics of the market helps the company in mitigation of the influence of substitute products.

Competitive rivalry- Primark has to go through extensive competition from other retailers in the fashion sector. Competitions from competitors such as Zara, H&M and online retailers pose a great challenge to the company in terms of product range, customer experience and pricing. The competitive advantage of the company lies in its trendy offering affordability and network of large stores. Differentiation with the help of unique product provision, effective campaigns of marketing, and maintenance of a firm association with customers enables gaining a competitive advantage.



[bookmark: _Toc140488229]SWOT Analysis
Strength
Brand reputation- the company has built a firm reputation of the brand as an offerer of trendy and affordable fashion products (Orenuga, 2020).
Effective management of supply chain – the effective management of the supply chain of Primark enables the company to cost-effective sourcing, quick response to market trends and inventory management. 
Competitive pricing – the value pricing strategy of Primark lures budget-conscious customers through the provision of affordable fashion products.
Extensive store network –The company has a large network of physical stores that offers a wide, geographical presence as well as accessibility to the customer’s
Weaknesses
Dependency on physical stores- Reliance of Primark on physical stores makes the company vulnerable to disruption in the retail sector like changing preferences of customers or shift on online shopping.
Restricted online presence – in comparison to its competitors, Primark is not present online which results in missing out on the company in the growing online retail market.
Quality perception – the low pricing strategy of the company might result in the perception of lower quality among its customers which could impact the brand perception.
Opportunities
New market expansion – Primark has the opportunity for expanding its presence into new markets, which helps in tapping into the growing demand for affordable fashion universally.
Ethical and Sustainable practices- Addressing sustainable concerns along with the promotion of ethical practices in the supply chain could attract consumers who are environmentally conscious along with amplifying the brand image (Nazir, 2021).
Wide range of products – The company provides a wide range of accessories, home products, clothing, and baby clothes which caters to different preferences of customers. 
Threats
Change in preferences of customers – A shift in customer preferences could influence the market share of the company along with the demand for this product.
Economic fluctuation – This could impact customer spending along with sales and profitability of the company.
Intense competition- The company faces competition from various clothing retailers both online and offline.
[bookmark: _Toc140488230]Recommendations
1. Online presence- The company must invest in expanding its online presence which incorporates enhancement of its website, implementation of effective strategies of digital marketing and provision of a user-friendly experience of online shopping. 
2. Accepting Sustainability- Sustainability has become significant for customers. Primark must put efforts into addressing sustainability concerns by including more sustainable practices, promoting ethical practices of sourcing and implementing responsible initiatives for waste management (Nazir, 2021). These initiatives would help the company to enhance its brand reputation along with attracting consumers who are environmentally conscious.
3. Customer engagement and personalisation- Primark must pay attention to personalisation strategies for amplifying the experiences of customers. This incorporates leveraging customer insights and data for offering personalised recommendations, tailoring experiences and targeted promotion (Nagaraj, 2020). Engaging with customers with the help of social media platforms, interactive campaigns and loyalty programmes could help in fostering strong associations with customers along with driving their loyalty.
4. Partnership and Collaborations- Forming collaboration with designers, complimentary brands and influence, could help the company in expanding its appeal along with reaching new segments of customers (Ahmed et al., 2023). This partnership could create unique collections or offerings as well as attract product audiences. Strategic collaborations could also offer opportunities for the company for experimenting with new trends and styles.
5. International expansion- The organisation must take into consideration expanding into a universal footprint by penetrating new global markets. This could be helpful for the company in diversifying its revenue streams along with tapping into and tab bases of customers (Katsikeas et al., 2020). Making a priority to the market having strong potential for growth along with a favorable environment of business could help the company in driving long-term success along with reducing its reliance on certain regions.
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The following report has elaborated on marketing along with its processes and stages taking into consideration Primark. It has also elaborated on the function of the marketing environment and discussed situational analysis with the use of different models like Pestel, SWOT and Porter’s five forces. It has also provided recommendations for a credible future for the company.
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