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[bookmark: _Toc121870283]Executive Summary
To achieve company goals, marketing activities must be accurate and reliable. In Primark, the company operates in a highly competitive industry and requires the most effective marketing communication. The company's analysis shows that its use of word of mouth and digital marketing has been successful in the company’s operations. Also, the company’s positioning, differentiation, and targeting show that it uses low pricing to attract low-income consumers. However, this might create a perception that the company sells low-quality products. Therefore, the current analysis proposes a change in the company's marketing strategies. It proposes a shift to using a combination of traditional and modern marketing strategies. The current analysis gives verifiable details on showing the effectiveness of various marketing strategies and how they can be modified to improve the company’s performance in the future.  By analysing the micro and macro environments, the current analysis shows the factors affecting marketing decisions in Primark. 








1. [bookmark: _Toc121870284]Introduction
Marketing strategies determine an organisation's success and market presence. Through marketing, companies establish and maintain relationships with target consumers. They can also communicate their brand’s goals and benefits through their marketing processes. The fashion industry is one of the industries in which organisations have to market their products with high efficacy to attract consumers. The high number of competitors and low switching costs in the industry make marketing a critical tool to attract and maintain consumers.  Primark is among the most successful fashion companies in the world today. Since the founding of the company in 1969, the company has grown into an international brand that serves 12 countries through 372 stores and over 75,000 workers (Brassey & Ordower, 2020). The company is famous for selling unique and fantastic fashion products at competitive prices (Agnihotri & Bhattacharya, 2020). The company operates in a highly competitive industry and competes with international brands like Zara, H&M, Burberry, Prada, Gucci, and Chanel. Most of these competitors operate in more countries than Primark, which makes them more prominent in the international markets. To remain afloat, Primark uses a comprehensive marketing strategy that enables it to reach out to target consumers effectively and maintain them. A company’s marketing strategy depends on the nature of the target market and the company's ability to implement various strategies (Daniel, 2018). As analysed herein, the company’s marketing strategies remain a critical pillar in the company’s success. This report analyses the marketing strategies used in by Primark, determines their weaknesses, and recommend ways of improving the marketing effectiveness of the company. 
2. [bookmark: _Toc121870285]Main Findings
[bookmark: _Toc121870286]2.1 The concept and importance of marketing
	In the contemporary world where almost everybody has access to the internet, Primark maximises its social media and other online platform marketing. One of the areas where the company invests most resources is social media. For instance, the company engages consumers in a one-on-one discussion of their desires and views on Twitter and uses their messages as feedback to improve the company’s delivery. According to Harris and Rae (2009), the company uses social media to encourage the word of mouth. Consumers brag on Twitter about the deals they get at the company’s stores and encourage others to seek similar deals. According to del Rocío Bonilla Quijada et al. (2021), Primark’s use of Instagram has encouraged more purchases because it triggers a common trend in sales across various consumer classes. Primark commits noteworthy efforts to social media and other online marketing strategies and uses its renowned brand to encourage people to purchase items from the company’s stores.  One of the indications of the company’s effectiveness in utilising online marketing resources is its online trending in the 2022 Valentine in February. Primark was among the leading fashion companies whose products trended online. The company was among the top four companies in social media trends, had the third and fourth most engaging posts in the online chats, and also posted five of the most liked images in fashion (De Miguel-Pérez & Aramendia-Muneta, 2022). This finding suggests that the company has effective online marketing strategies that enable it to remain visible and competitive among its peers. 
3. [bookmark: _Toc121870287]The macro and Micro Marketing Environment in Primark
[bookmark: _Toc121870288]3.1 Micro Environment
	Primark’s micro and macro environment consist of factors that affect its performance. One of the key factors affecting the company's microenvironment is the suppliers. Just like the other companies in the textile industry, Primark gets its supplies from the leading producers of textile products in the world; Bangladesh, India, Pakistan and China (Atkar et al., 2021; Swazan & Das, 2022). The company's supply chain consists of reliable players that provide high-quality products to support the company’s quality. Primark has a strict code of conduct that guides the supplies. The company also ensures that all suppliers observe ethical standards and treat workers fairly (Xydia, 2019). The suppliers influence the marketing strategy by supporting the company’s messages to consumers. The other factor within the microenvironment is the distributors. Primark works with local and international distributors to assist the company’s market reach. For example, Primark works with local distributors in various target markets to access local consumers, which also enables the company to achieve its inclusivity targets (Tyler & Vachhani, 2021). Distributors affect marketing decisions because they determine the company’s market reach. The third players are the customers. The company targets young people from all countries in which the company works.  To achieve the company goals, Primark gives (Gómez Bernat, 2019). These customers influence the marketing strategies because the company has to use modern approaches like social media to reach out to the target consumers. The last category in the microenvironment is the competitors. Some f eh main competitors include Zara, Burberry, Prada, Gucci, and Chanel (Gómez Bernat, 2019). These competitors have a large market share in the global fashion industry and invest a lot of resources in marketing activities. These companies create a platform for competitive marketing. Therefore, the influence of the nature of marketing activities used by Primark. To remain competitive in the same market, Primark has to use similar marketing strategies to reach the same consumers. 
3.2 Macro Environment
The company’s macro environment also consists of factors that affect the company’s marketing decisions. The first one is the political environment in the countries where the company operates. Political decisions in various countries determine the company’s stability and ability to engage in marketing activities. For example, political instability in the UK affected companies’ marketing during Brexit (Moschieri & Blake, 2019). The second factor is economic stability. The company depends on many partners in the countries of operation, as well as the consumers' disposable income. During the pandemic, the economic depression led to losses and the closure of stores (Chaudhari, 2020). Such economic factors lead to a reduction in marketing services as a cost-reduction approach. Social factors also affect Primark’s marketing operations because the company depends on demographic compositions to determine the target market to focus on (Eisenberg, 2019). The company’s focus on trending fashion depends on social attitudes and desires. Therefore, social trends affect the company’s marketing strategies and messages because it has to ensure it communicates with consumers effectively without causing social conflicts. For instance, marketing messages should not violate social beliefs within communities. 
	The other factor is the technological environment, whereby the company relies on technological advancement in various countries to determine the most appropriate approach to market its products (Rust, 2020). For example, in countries with modern 3D technology, Primark could use 3D-based marketing messages. Thus, the level of technology determines the marketing strategies used. The company’s marketing also depends on the environmental factors affecting the company (Eisenberg, 2019). For instance, unstable weather conditions affect textile production and seasonal weather changes affect demand for certain products (Peters et al. 2021). Primark also cares for the environment, thus, ensuring its operations do not harm the environment. Marketing messages inform stakeholders of this goal and align the company’s activities with the ongoing weather changes. The last factor in the macro-environment is legal factors. Trading legal requirements by the EU and other international trading blocs, as well as national regulations in countries of operation, affect the company's marketing strategy (Eisenberg, 2019; Sabirov et al., 2021)). These factors affect the company’s marketing decisions because it has to comply with the environmental conditions, failure to which its marketing strategies would be ineffective. 
4. [bookmark: _Toc121870289]Target Market
	The company’s target market includes young people aged between 16 and 30 years. The rationale for targeting this group is that, as a fashion company, this group consists of people with a high sense of taste and trending products. The target market varies slightly depending on the nature of the country of operation. For instance, in the Dutch market, the company targets people aged between 14 and 35 years (Sahtoe, 2013). The company focuses more on female consumers because they make up the largest portion of the company’s market. To capture this target population’s attention, Primark invests in the use of marketing displays and messages that reflect young consumers. An example of such a display is shown in figure 1 below. 
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Fig. 1. Primark’s market display in Trafford, Manchester (https://www.rli.uk.com/primark-prepares-for-loss/)
	The image shows that the company portrays clothes meant for the young generation at its storefront in Manchester, indicating its commitment to meeting this target market’s desires. Also, the company targets young generations that constitute a large portion of social media users. According to Chevalier (2022), millennials are among the largest part of online shoppers. As shown in figure 2 below, young shoppers are among the largest part of online shoppers. Therefore, to reach out to them, the company uses digital marketing strategies. 
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Fig. 2. Share of shoppers who had purchased a product directly from social media platforms worldwide in 2022, by generational cohort (Chevalier, 2022) 
	The figure shows that the company's targeting is informed by the actual data regarding consumers who search for products online. Although the company does not have online stores, its extensive online presence complements its operations. The company’s differentiation strategy also helps achieve this goal. Differentiation involves the production and provision of unique products and services that competitors cannot imitate. The primary differentiation in Primark is that it offers a wide range of fashion products at a low price. The company's positioning involves presenting itself as a cheaper option for shoppers with modern and trendy fashions. Therefore, Primark positions itself as the retailer that offers the best quality at the lowest prices. The approaches are effective in reaching out to the target market because it takes into account the nature of most consumers. However, positioning itself as a low-price company may not be an effective strategy because people associate low prices with low quality. In other words, the low pricing positioning strategy may be interpreted by consumers to be a sign of low quality. 
The company’s marketing mix is anchored on the 4Ps of marketing; product, pricing, place, and promotion and advertising. Primark also adds a service strategy to ensure consumers get a comprehensive experience. In the product strategy, Primark has a string brand that includes men's wear, hosiery, footwear, children's wear, women's wear, and lingerie. The company has a "new arrivals" section in its stores to attract and engage consumers with the latest fashion products (Agnihotri & Bhattacharya, 2020). The pricing strategy involves less pricing, achieved by using cost-cutting strategies like using cheap hangers and price tags. In the place and distribution aspect, the company targets people aged between 16 and 30 years and has hundreds of stores in the US, the UK, Ireland, and Europe, all located at prime locations. For example, Primark has stores in busy places like Liverpool, New Castle, Belfast, and Oxford Street, among others (Maharaj, 2021). The company's promotion and advertising strategy are that the company relies mostly on the word of mouth. The company's consumers use their social media platforms to share ideas and images about the brand, thus encouraging potential consumers. As for people, Primark has over 75,000 employees whom it pays competitively to maintain and keep them motivated. Consequently, consumers get effective and efficient services in all stores. The company commits resources to train its employees and ensure they match the company's expectations. For the process, Primark has a strong distribution channel through which it reaches the target consumers. The primary challenge affecting this marketing mix is that some of the company's stores closed down during the pandemic, leading to losses (Chaudhari, 2020). Nevertheless, the company's marketing strategy remains intact and effective.
[bookmark: _Toc121870290]5. Media Selection
	Choosing the right media requires a company to evaluate the behaviour of its target consumers. In Primark’s case, the choice to use social media and traditional media to communicate with target consumers is informed by the fact that most young people use the internet to search for products before buying from physical stores (Dabija et al., 2019; Shi et al., 2019). Young people also use the internet to search for trending fashion products and make informed decisions regarding their consumption. For instance, to acquire information regarding tastes and preferences, the company engages consumers in real-time chatting on Twitter and Instagram. Information shared by consumers is reliable because it reflects their consumption experience. Consumer feedback helps determine the effective aspects of a company’s marketing processes and the areas that might require adjustments (Ioanas, 2020; Wang & Olsen, 2018). Therefore, this approach is effective and appropriate because most of the company's consumers use the internet and traditional media. For example, fashion lovers are likely to read fashion magazines in waiting bays and lobbies. Therefore, using magazines as a form of traditional media is effective because it helps the company to reach out to consumers who visit offices and other places where lobbies contain magazines. 
6.0 [bookmark: _Toc121870291]Measuring Success
	To measure the effectiveness of various campaigns, companies compare business performance before and after implementing various strategies. For example, after using a social media campaign during Valentine, Primark emerged among the top most influential brands (De Miguel-Pérez & Aramendia-Muneta, 2022). To measure the effectiveness of this campaign, Primark can compare changes in sales before and after the strategy was implemented. Such details will help determine if the campaign achieved its targets or not. The measurement metrics used in this assessment include Customer lifetime value (CLTV), Customer acquisition cost (CAC), and Cost per lead (CPL) (Castéran et al., 2021). The approach is effective in Primark because it shows the value attached to marketing processes. For instance, the Customer lifetime value shows the total amount of money a customer is expected to spend buying Primark products in their lifetime. When this value is high, it means that consumers are loyal and purchase repeatedly. The customer acquisition cost measurement shows the amount that a company spends to acquire consumers. This metric is effective because it shows the cost of marketing efforts and the reciprocated outcome in the business. Lastly, by measuring the cost per lead, the company can determine the cost of paying for advertisement and its implications for the company's performance. According to Solomon et al. (2019), companies that use real-world marketing metrics make accurate and effective decisions. 
[bookmark: _Toc121870292]7. Summary of the Marketing Strategies
	Conclusively, the analysis of the marketing strategies used in Primark indicate that the strategies have merits and demerits that affect the company’s success. The first shortcoming is that the company targets consumers aged between 16 and 30 years. As shown in figure 2, the age group associated with the highest rate of online shopping are aged between 26 and 40 years. Therefore, this is the group that the company should focus on most in its online and digital marketing. The rationale is that the company's digital messages will reach many millennials within this age group. The second shortcoming is that Primark gives minimal attention to traditional media. According to Haenlein et al. (2020), using modern marketing platforms like TikTok and other social media platforms may be effective, but companies should not ignore traditional media. Many loyal consumers still believe in traditional media rather than digital marketing. The other shortcoming is that the company depends on word of mouth as its main marketing approach. However, the company has minimal control over what people say to others. Therefore, this approach exposes the company to poor control over its marketing processes. Also, the low pricing strategy is ineffective because consumers are likely to associate it with low quality. Consumers associate high prices with high quality and vice versa. 
[bookmark: _Toc121870293]8. Recommendations
	Primark could improve its performance by solving the shortcoming affecting its marketing operations. The first recommendation is to expand the target market to include people from more age groups rather than just 16 to 30 years. The rationale is that based on the data contained in figure 2, there are many people aged above 30 years who shop online and with a higher purchasing power than those below 26 years. This group consists of many millennials and Generation Z, who are associated with online shopping in all countries (Dabija & Lung, 2018; Melović et al., 2021). By expanding the target market, the company will increase its reach and profits. Primark will also enjoy economies of scale by serving a large number of consumers. The other recommendation is that Primark should integrate traditional media and social media more in its marketing. Currently, the company gives little attention to traditional media, due to the perception that traditional media outlets are outdated and have been phased out by digital marketing methods. However, as stated by Haenlein et al. (2020), traditional media is an effective and trusted marketing tool used to reach out to people of all demographics. Contrary to the belief that traditional media only reaches old people, research by Haenlein et al. (2020) shows that traditional media is effective in influencing even the younger generation and people trust it more than social media posts. 
	The other recommendation is that the company should integrate more communication strategies rather than relying predominantly on word of mouth. According to Chen and Yuan (2020), word of mouth is an effective marketing strategy because it gives people a psychological attachment to a brand. However, the company cannot control the rate at which people share information about the company’s products and services. Therefore, Primark cannot determine the strategy's effectiveness in reaching out to the target market. Therefore, the company should consider other strategies to complement the word of mouth. Lastly, Primark should change its positioning from a low-price company to a high-price brand. According to Kumar et al. (2020), consumers perceive items sold at a low price to be of low quality, and vice versa. Therefore, Primark should consider adjusting their pricing upwards and accompanying this change with messages of improved quality. 
[bookmark: _Toc121870294]9. Conclusion
	Primark’s marketing strategies involve a variety of components, and each has a value attached to it. The fashion industry is highly competitive, making it important for companies like Primark to apply effective marketing tools to remain afloat. However, since the company needs more than one approach, it has to choose the most effective one that suits its target consumers. Through targeting, differentiation, and segmentation, the company reaches out to the target consumers and sustains them through online marketing strategies and word-of-mouth. Incorporating traditional media into Primark's marketing strategy will help reach out to more people and win their trust. This analysis provides valuable advice that could help Primark to improve its marketing activities. The advice is based on details from the company’s past and research outcomes regarding the proposed approaches. 
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