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[bookmark: _Toc59902338]Introduction:
The study of the fundamentals of marketing and evaluation of that is going to be developed in the assignment. The assignment can be developed into two-part so that all the parts of the marketing a be focused on the assignment. In the first part process and stages of marketing including the role of the marketing mix can be focused and to clear the ideas some other terms can also be developed and analysed. The idea of marketing and marketing process along with the process of the studied organisation can be focused on. After that, the environment can be analysed with different models and can be connected as well. after that the strategies can be developed by the STP and marketing mix analysis. In the second part, the stakeholders can be focused and the effect of the stakeholders in the marketing activities can be developed along with some recommendation.
According to Arriaga et al. (2017), the organisation Primark is the global fashion retailer that is managing the business from 1969 and now is operating the business more than 15 countries and there are 392 locations of the business. 78,000 employees are working there and also the revenue of the organisation is £7.79 billion and is a world recognised organisation.












[bookmark: _Toc59902339]Process and Stages of Marketing including the Role of Marketing Mix:
[bookmark: _Toc59902340]Marketing and Marketing Process:
Marketing: Gupta and Nair (2020) mentioned that the process in which the organisation tries to reach the customers with the products or services who need to acknowledge that. In that term, the process starts with production, promotion, sells, feedback etc which will complete all the terms that are related to the customers. Marketing can be better understand when the marketing mix of 4P and 7P that relates to the products, price, place, promotion, process, people and physical evidence etc.
Marketing Process: Lahtinen et al. (2020) explained the marketing process as it is the group of activities that are mission, situational analysis, marketing strategy, marketing mix and implementation and control. In the situational analysis, the external and internal environments are focused and then as the marketing strategy the STP analysis can be developed. The in the marketing mix it focuses on the 4P’s or the 7P’s of the specific organisation.
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[bookmark: _Toc59902355]Figure 1. Marketing Process of an Organisation.
Source: Kalva (2017).
[bookmark: _Toc59902341]Marketing Process of Primark:
The Mission of Primark: Ortega and Okechukwu, (2017) mentioned that the target  of the organisation that has enlisted as the mission is, ‘To provide customers with high quality, fashion basics at value for money.’
Situational Analysis: According to Cook (2018), as the organisation, Primark is a global organisation so, the external environment is important to it. On the other hand, the internal environment can be influenced by those environmental elements. So that according to that Primark can develop its internal factors as well. for the organisation, political, social, technological terms are important as without the positive impacts of the facts, Primark can not be able to enter into the new markets.
Marketing Strategy: The organisation before entering into the market try to segment the market then the organisation targeted the customers as well. and after studying about the choice of them the organisation develop is products according to the situation. The strategy of the organisation changes according to the customer's categories as well.
Marketing Mix: Primark as a fashion organisation try to follow the marketing mix of 7P so that the research and analysis can help the organisation in a great way. The 7P contains the factors of products, price, place, promotion, process, people and physical evidence. So all the terms that are related to the marketing can be focused on.
Implementation and Control: The organisation has some benchmarks those are focused and according to that the organisation become able to develop the next strategies for the organisation. the new strategies can control future success for the organisation.
[bookmark: _Toc59902342]PESTLE Analysis:
According to Habibi (2019), for analysing the external environment Primark can focus on the PESTLE analysis as the analysis can help to understand the political, economic, social, technological, legal and ecological factors that influence the organisational internal environment of Primark.
Political: The organisation always had the favour of the government of the UK where ever it wants to enter for the business purpose. For the export and production, the organisation can have the facilities it needs for. The government has reduced the tax for the fashion business also so that the business can be explored where it is needed. Even in the situation of COVID-19the organisation had an increased business situation as well.
Economic: The organisation Primark has the products for the different economic class people and so the organisation has not failed to fulfil the customer's needs in a different situation. The situation when the economy has become weak in the Covid 19 even did not make the organisation fail either. Annually the people in the average term spend £526.50 on the clothing and shoes. So there are no difficulties with Primark to match with the customers.
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[bookmark: _Toc59902356]Figure 2. Production Increasing Rate of Primark.
Source: Eisenberg (2019).
Social: There are several colleges and universities where the fashion designing is an important subject for study. So in the society of the UK fashion is a very important term. And the people who are professionals are interested in the term of fashion. And there are some statistics that in the UK 80% of the people try to buy clothing from fashion retailers.
Technological: Camilleri (2017) mentioned that in the technical term the UK is very fast and so the production time is very shorter. On the other hand, an e-commerce that needs technological support is also a technological term that has a positive impact on the business of Primark. Also, there are different application on the internet that support the customers on the shopping as well.
Legal: The UK government has a strict legal term that all the fashion organisation has to follow both in the term of workers and products. So the organisation tries to avoid all the legal issues so that the organisation can have a good reputation as well.
Ecological: As the fashion industry has the responsibility of the global emission so the organisation Primark is trying to decrease that term by including all the new technologies and trying to take the responsibility of the environment that should not be affected by the organisation as well.
[bookmark: _Toc59902343]Porter’s 5 Force Model of Primark:
Supplier Power: According to Xydia (2019), the organisation Primark suppliers power for negotiation is high as without their supply the organisation can become unable to produce the products. Though the area where the range of the suppliers is high the organisation become able to have much power.
Buyer Power: The power of the buyers of Primark is not high here the organisation can ask as the organisation already offering the customers with lots of facilities. So here usually Primark offers customers with fixed priced products.
Competitive Rivalry: There are lots of competitors of Primark as Zara, Next plc, M&S etc so the competitive rivalry is very high for it.
Threat of Substitution: The quality substitution of Primark is not possible as the organisation follow the uniqueness for it. But there are lots of brands who make the replica cloths that is harmful to it.
Threat of New Entry: As Primark is already a brand and has the brand value in the market so the threat of the new entry is lower as new entrance can not make the organisation face loss a lot. So in that term, the organisation is on the advantage side.
[bookmark: _Toc59902344]SWOT Analysis of Primark:
Duff (2017) developed the idea that the internal environment of the organisation Primark can be analysed according to the external environment as the internal environment of the organisation develop the idea of the strength, weakness, opportunities and threats. 
Strength: Primark already entered into the international market and so the brand value of the organisation is higher. The organisation maintain the ethics regarding the production and marketing and so the customers can enjoy the quality products a lot. The segmented market of the organisation is very high and so there is a high availability of all age and sex people’s clothes.
Weakness: The organisation has high expending ventures also some issues represent the unpleasant evens regarding the rights of employees as well. and the organisation has fewer initiatives regarding the advertisements for it. There is some poor working condition of the organisation as well.
Opportunity: The organisation has many areas of business also can offer the customers in the most moderated products as well. As the brand has a value so the market share of it can be developed in the higher level of it is now.
Threat: The new organisation and the existing organisation who are working with fashion are the threat to Primark as they are going to be a competitor to the organisation. Alos the organisation who are coping the designs and making the fake products and harming the reputation of Primak are also a threat to it.
[bookmark: _Toc59902345]Relationships between the PESTLE and SWOT analysis of Primark:
The political environment of the organisation Primark is positive and so that has created a strength that helped the organisation to be a global one.  According to Reddy (2019), on the other hand, Primak focused on the economic factor and the price follow that and that created the organisation strength. Social environment worked as an opportunity for it along with the technical business environment as Primak is now active in the network-based business. The legal environment has become the weakness of the organisation as Primark has some issues related to the workers and employees rights. Though competitors are the threat of the organisation, Primark has created the opportunity by focusing on the carbon emission as well so that the ecological environment can be focused and environment can work as an opportunity for Primark.
[bookmark: _Toc59902346]STP Analysis of Primark:
According to Archer, C. and Harrigan (2016), the strategy analysis of an organisation can be better understand with the segmentation, target and positioning strategy of that organisation. So that according to the situation and market condition that can be developed as well.
Segmentation: Premarket has segmented that customer who is professionals and needs new clothing regularly. The organisation has worked a large market segmentation so the organisation has products both men and women along with the children. The organisation in different countries where the labour is the lowest costs tries to influence the production and so the customers who want clothing in the fewer prices are the segmented one.
Targeting: The customers who are in the age group of 15 to 50 are the main targeted customers of Primark. The men and women both are the targeted one as both are now working in different organisations. Especially the person who is the main targeted as women shops clothing most. Also, the middle-class income people are in consideration.
Positioning: The organisation Primark has been positioned in the market as the most moderated price with high quality of products.
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[bookmark: _Toc59902347]Marketing Mix of Primark:
Eisenberg (2019) mentioned that the marketing mix that Primark follow is the 7P, not the only 4P’s as the organisation focuses on the products, price, place, promotion, people, process and physical evidence. So that every part of the marketing mix can be developed very well.
Products: Almost all types of clothing are the expected products of Primark. All types of people and having different style choice are the customers of the organisation. and so the product variation is very high in the organisation so that people of different style sand choice can be its loyal customers. Also, there are fashionable along for the children so that the hopping of a family can be completed in Primark.
Price: The price method has been focused differently so that all types of customers can be the main target one to the organisation and everyone becomes able to buy products of Primark as well. The price of the products of Primark starts from £5 so that all products become affordable to the customers.
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[bookmark: _Toc59902357]Figure 3. The business States of Primark.
Source: Reddy (2019).
Place: Xydia (2019) explained that both the online and offline is now the market place of the organisation and people who do not have time to come to the shop are also able to shop from Primark now. So along with the almost 392 location where Primark has Physical shops, the virtual shopping mall is helping the organisation as well.
Promotion: Primark is now legging behind as it is not believed that the promotion can increase the market value of the organisation. But the fact is the organisation so that the organisation can remain acknowledged by the customers. And that can increase the brand value s as well.
People: For the workers, the organisation should make sure the productions are from specific areas around the world. So the organisation become able to have the feedback easily. Also, the people who will be work for the organisation needs to develop in a way so that they can become the most loyal employees and remain with the organisation in every way.
Process: The process of the organisation Primark is the direct business where the people will get the products directly from the organisation. Primark produces products in different countries and area where they can be easily produced in the lower budget. On the other hand, customers when Primark directly delivering them will receive at the nominal price.
Physical Evidence: All the designs should have copyrights so that the organisation feel less insecure and can take action on whoever to steal the designs as cress the replica. Also, the organisation needs to focus on the workers right so that the issues can not create and the workers become the loyal one towards the organisation Primark.
[bookmark: _Toc59902348]Stakeholders Engagement and the Impact on the Marketing Activities of Primark:
[bookmark: _Toc59902349]Stakeholder:
According to Belasen and Belasen (2019), the people who are directly or indirectly involved and affected by the organisation is the stakeholder of that organisation. Even if the people are not interested in the organisation but influenced anything that relates to the organisation are the stakeholders also. The investors, employees, customers, suppliers, community, government, tread association, general people all are the stakeholders of any organisation. there can be direct stakeholders or indirect stakeholders but no one can be less important for the organisation. As a fashion organisation, Primark has many stakeholders and among them, general people are very important as if the organisation care about them the reputation of being the considerate organisation can be increased.
[bookmark: _Toc59902350]Internal and External Stakeholder:
Internal Stakeholders of Primark: Kamal (2018) explained that the parties who are directly involved with the organisation and has interests directly is the internal stakeholders. In that term, stakeholders become more interested in the organisation and try to develop the organisational condition. Rather the organisation the stakeholders become more concern about the organisation as well. The organisation Primark has several stakeholders and among them the shareholders, employees, management, customers are the internal stakeholders who have direct involvement with Primark.
External Stakeholder of Primark: Indirectly involved parties who have an indirect interest towards the organisation and rather than the organisation they need it more are the external stakeholders. External stakeholders can benefit the organisation indirectly of directly and sometimes can be influenced by the organisation directly or indirectly as well. Primark has also the external stakeholders and the numbers of them are not short. According to Lochrie (2016), the suppliers, community, government, tread association, general people all are the external stakeholders of the organisation.

[bookmark: _Toc59902351]Communication with the Stakeholders and the Impact on the Marketing Activities of Primark:
Communication with the Stakeholders: The stakeholders need to be connected with the organisation as without the connection the organisation will not be able to reach them and there can be misunderstanding also. Belasen and Belasen (2019) mentioned that there can be direct communication system and can be indirect. Communication with the customers is the main for Primark. So the organisation, try to reach the customer by social media, mail, or face to face communication. On the other hand, the shareholder, suppliers are communicated with the scheduled meetings or screen meetings. The government are communicated by obeying all the rules they have set for the organisations in the fashion industry also. The information user stakeholders usually communicate with the organisation by using their information and documents also. Employees and management have the internal face to a face communication system and also without that, the organisation can communicate with each other in different events and programmes.
Impacts of Stakeholders in the Marketing Activities of Primark: The impact of the stakeholders in the marketing is very visible as according to the position of the stakeholders the organisation Primark can set and develop the strategies In the organisation. The organisation has divided its stakeholders into two categories and among them, Internal and External stakeholders are very important to the organisation.
The external stakeholders help the organisation in the research about the market such as the information users. Lochrie (2016) explained that when the researcher's research about an organisation they help the organisation to acknowledge it and that helps the organisation in the promotional activities. Suppliers supply and that helps the organisation to the production and with the help the organisation Primark become able to offer the products to the customers as well. The government help the organisation to explore internationally. Also, the government offer the organisation Pruimark with the facilities of entering into the new market. Trade association helps the organisation to explore in the same market area in the industry and helps to have a reputation as well. The general people can become loyal customers when they like to use the products. so General people who are affected by the business process of Primark can also be a part of the marketing mix when they become the customers.
Among the internal stakeholders, customers are very important as all the process are being done for them so every factor of the marketing mix is affected for the customers as well. The shareholders usually supply the finance so all the activities to satisfying the customers are driven by shareholders finance. On the other hand, all the activities of the organisations are planned and driven by the management of the organisation. So the strategies that are developed by the organisations are driven by the managers. On the other hand, the managers drive other internal stakeholders who are the employees of the organisation. So the employees are the people who bear the works.
[bookmark: _Toc59902352]Recommendations:
As Primark has the global entrance in a different area so the organisation can develop international strategies differently and can approach to enter more new markets. As there is brand value for the organisation so they enter into the new market will not be very hard and easily it can adopt the situation as well.
On the other hand, the organisation needs to perform a lot of research and development regarding the changing choice and trends of the customers. The organisation can ask the general people to send their designs and among them, some bet designs can be selected and honoured and that will be a great way for the organisation to recognised in the society.
The organisation Primark can develop some application that will offer customers to shop in a click. That mean market can be at their mobile phone and the very busy customers can shop from their even if they have no time to go. Also, that application will offer customers the picture trial term so that which outfit is suiting the customers can be recognised as well.
Primark can not only existent the business directly but also can extend the business along with the franchisee and the joint venture and that can make the easy way for the organisation to enter into a new market with the few costs. That will be able to increase the profit of the organisation and the business range of Primark so that there becomes no chance to fail in any market area.






[bookmark: _Toc59902353]Conclusion:
The assignment is offering the study of the marketing fundamentals that can give an idea about the organisational marketing terms and strategies of Primark one of the international fashion organisation. The assignment has been developed in two-part and each part containing the marketing fundamental. In the first part of the assignment has focused on the process and stages of marketing including the role of the marketing mix. In there the definition of marketing and marketing process has been focused. Then the organisation marketing process has been developed. After that, the external and internal environment has been analysed with different models of PESTLE, Porter’s five force, SWOT etc. After that, they have been related. Then the STP analysis has been focused along with the marketing mix of Primark. In the second part, the stakeholders of the Primark has been developed along with the communication method and the effect of the stakeholders in the marketing activities and some recommendations can be developed.
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