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[bookmark: _Toc214447729]Introduction and industry overview 
The UK fashion sector is the third largest in the world after China and the United States, with an estimated market value of £53-57 billion in 2024 (Premiere Vision, 2024). In 2024, the UK fashion and apparel industry size reached USD 58.4 Million (Imarc, 2025). The report aims to critically appraise key marketing activities and the contribution of the marketing department of the pioneer and follower companies of organisations. It elaborates an in-depth critical macro marketing environment analysis and responses of a pioneer and a follower fast fashion company: Primark and Boohoo, by using the economic and environmental factors for analysis. 
[bookmark: _Toc214447730]Pioneer and follower company 
A pioneer company leads the market it belongs to in terms of product as well as technology. Primark, a leading fast fashion company (established in 1969), is highly successful as a fast fashion company, offering a wide variety of trendy clothes and everyday essentials and that also at an affordable price (Primark, 2025). Therefore, it can be categorised as a pioneer brand in the UK. 
Alternatively, a follower company tends to follow the industry leaders instead of becoming their challengers (Wambsganss et al., 2023). Boohoo (established in 2006) is famous for its affordable pricing and builds a positive image due to banning animal skin for manufacturing clothes while using wool for the same (Ethical Consumer, 2025). Therefore, it is rising as a follower company in the fast fashion industry of the UK. 
[bookmark: _Toc214447731]Task 1: Macro marketing environment analysis 
It is a tool for investigating the external interruptions that affect companies’ internal capabilities. Thus, macro analysis is done for understanding competitors’ activities as a whole, the current market demands, political, technological, economic and other conditions of the market (Khan et al., 2023). Primark has been chosen as the pioneer company as it offers trendy products at an affordable price, alluring the customers with continuous new arrivals. Also, the reason for choosing Boohoo as a follower company is that it provides affordable products, focusing on sustainability, which is a growing concern in the UK fast fashion market.
[bookmark: _Toc214447732]Economic factors 
Inflation Rate 
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[bookmark: _Toc214448925]Figure 1: Inflation rate of the UK
(Source: Trading Economics, 2025)
The UK inflation rate declined by 2.5% in 2024 compared to 2023, indicating reduced prices, increasing customers’ capability of purchasing products and motivating investors to invest more (Trading Economics, 2025). Conversely, compared to 2024, it has increased by 3.8% in 2025, signifying a decreased consumer purchasing rate while increasing operational cost (Clark, 2025).
Impact on Primark:
As a pioneer company, Primark has a long-term relationship with suppliers, which can pose a threat for the company because a high inflation rate can increase the bargaining power of suppliers (FashionUnited, 2017). However, an increasing inflation rate boosts economic activity, where high investment helps Primark to assist with the necessary capital for R&D (IMF, 2025).  
Impact on Boohoo: 
Due to the rising inflation rate, the debt of Boohoo has also increased, which decreases its profit margin (Butler, 2024). Moreover, as a follower company, Boohoo’s supplier leverage power is low, which can increase the cost of raw material sourcing; hence, it is a threat for the company. However, increasing raw material sourcing through strengthening relationships with suppliers can help Boohoo to mitigate the threat and drive high operational efficiency (Mwangi, 2017).   
GDP
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[bookmark: _Toc214448926]Figure 2: Latest GDP Data
 (Source: The House of Commons Library, 2025)
GDP of the UK in Q3 2025 grew by 0.1% as compared to Q2 2025, ensuring a positive impact on businesses by fostering job creation that stimulates the economic condition through boosting purchasing demand of products and services (The House of Commons Library, 2025). This cycle fortifies economic growth, lowers poverty and provides individuals with income, which leads to economic stability. 
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[bookmark: _Toc214448927]Figure 3: Ansoff matrix
 (Source: Loredana, 2016)
Impact on Primark: 
Continuously increasing GDP growth contributes to increasing UK shoppers’ purchasing rate in 2025, where 88.6% of people buy fashion products in the last 12 months (GlobalData, 2025). In this context, Primark focuses on offering new, unique, and innovative fashion products, which is aligned with the product development dimension of the Ansoff Matrix that also contributes to holding a leading position in the UK fashion market (Tcholakova, 2025). Alternatively, increasing GDP growth can uplift the inflationary pressure for Primark. 
Impact on Boohoo:
Considering the product development strategy, Boohoo also prioritises the consumer spending opportunity through increasing its product range (Annual Report, 2024). However, rapidly growing GDP growth increases the operational costs, including shipping raw material costs of Boohoo due to rising raw material demand (Butler, 2024).       
Rising operational cost  
High street fashion companies in the UK are facing excessive external pressure due to rising operational costs, like increasing raw material costs (Adegeest, 2025). During the Post-Brexit (after 2020) situation, the operational costs of fast fashion businesses have continuously increased due to high shipping rates for EU trade and administrative burdens (Adegeest, 2025). After Brexit, fashion companies are experiencing rising operational costs due to occurring delays in shipping raw materials from Europe, which also enhances operational halts (The Guardian, 2021). 
Impact on Primark:
Considering the market penetration dimension of Ansoff Matrix, Primark followed a physical retail model, to increase its product selling in the existing UK fashion industry. In this context, it faced external threats such as high labour costs, energy costs and logistics due to rising operational costs that reduced its profit margin. However, cutting store operating costs allows the company to mitigate this challenge effectively (Sweney, 2022). Also, highly investing in automation helps the company to balance the shift of rising operational cost impact by cutting labour costs (Butler, 2025).  
Impact on Boohoo:
As a follower company, Boohoo prioritised online delivery, where it experienced increasing last-mile-delivery costs due to higher operational costs. The shift of increasing operational costs led to logistical challenges, where it cut 1000 jobs to reduce its operational costs (Butler, 2024). Mitigating this threat through implementing automation can help Boohoo to drive opportunities by reducing operational costs (Szeszák et al., 2025). 
Thus, the external market changes due to increasing operational costs highlights both opportunities and threats for Primark, but Boohoo needs to strengthen its strategic decisions to mitigate the negative impact and drive better business in the UK.  
Therefore, the economic factors like rising operational costs, inflation rate, and GDP growth effectively influences Primark and Boohoo, where both the companies face market threats and opportunities. Moreover, focusing on strategic decision making can help the pioneer and follower company to drive better success and competitiveness within the UK fashion industry.               
[bookmark: _Toc214447733]Environmental factor 
Climate Change & Carbon Emission Reduction Pressure
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[bookmark: _Toc214448928]Figure 4: Triple Bottom Line (TBL) Theory
 (Source: Shim et al., 2021)
Since 2023, every three in four business leaders stated that they are concerned about the impact of climate change (Gallagher, 2023). By considering the principle of TBL theory, the UK Government has introduced the Carbon Reduction Plan in 2023 to reduce environmental impact to promote a sustainable environment for people. As per this plan, the companies in the UK, including the fashion brands, are facing pressure because, as per this regulation, they are committed to achieving Net Zero emissions by 2030 (Gov.UK, 2025). 
Impact on Primark: 
Due to the emission reduction pressure, Primark also focuses on sustainable strategic implementation by introducing a decarbonisation programme within its value chain to achieve long-term sustainable growth (Primark, 2024). However, the continuously increasing climate change in the UK drives ethical challenges for the company that require it to implement more sustainable actions within its large business operation (JustStyle, 2024).
Impact on Boohoo:
Getting the external pressure to reduce emissions helps Boohoo to get long-term sustainable growth through taking Net Zero emission by 2026 initiatives of eliminating fossil fuel use in operations (Boohoo Group, 2025). However, a follower company, Boohoo faces extreme pressure from the UK government because the company failed to meet the Net Zero target in 2023 (Gov.UK, 2024).                  
Sustainable Raw Material Sourcing
To produce eco-friendly and ethical products, sourcing sustainable raw materials is an essential part for UK fashion companies to drive regulatory compliance to enhance their brand reputation. The UK government has launched the Critical Raw Materials Act (2022) to ensure that all companies in the UK, including fashion companies, prioritise ethical and sustainable sourcing (EU, 2022).
Impact on Primark:
The increasing demand for sustainable raw material sourcing poses opportunities for Primark to drive ethical and fair business practices by introducing the Cotton Project, where it uses only cotton materials to produce fashion clothes (Primark, 2025b). However, using sustainable raw materials can increase operational costs for Primark that causes financial losses (Firoozi et al., 2024).
Impact on Boohoo:
The emerging trend of conducting sustainable sourcing drives threats for Boohoo because it fails to use sustainable and recycled raw materials, which leads to damage to its reputational image due to unethical practices (JustStyle, 2020). Alternatively, conducting sustainable sourcing like using recycled materials has a probability of opportunities that the company faces to preserve biodiversity and get the opportunity to achieve long-term sustainable growth while ensuring social and environmental responsibilities (Dobre-Baron et al., 2021).             
Anti-Greenwashing Regulations
The Financial Conduct Authority (FCA) of the UK implemented anti-greenwashing rules and regulations to promote a fair and transparent business environment (KPMG, 2023). As per the anti-greenwashing rule, companies should be transparent and clear about their business practices towards consumers to avoid misleading (KPMG, 2023).   
Impact on Primark:
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[bookmark: _Toc214448929]Figure 5: Carroll’s CSR Pyramid
 (Source: Carroll, 2016)
Following the anti-greenwashing regulations helps Primark to establish a leading market position in the UK as a pioneer company, where it gets the opportunity to build a strong relationship with customers and drive profitable business (Tcholakova, 2025). Considering Carroll’s CSR Pyramid Model’s ethical responsibilities dimension, following anti-greenwashing rules and regulations allow the company to fulfil its CSR responsibilities by promoting ethical and fair business practices. Conversely, misaligning with anti-greenwashing regulations can arise ethical challenges for Primark that can damage its reputational image (UN, 2025).
Impact on Boohoo:
Boohoo fails to follow the anti-greenwashing regulations in the UK because the government claimed that Boohoo was misleading consumers by conducting greenwashing as it uses non-sustainable materials in product development (Gov.UK, 2024). It poses a threat for Boohoo that damages its market reputation. However, avoiding greenwashing through following anti-greenwashing regulations can allow the company to get the opportunity of increasing its reputation by promoting sustainable actions. 
Therefore, the above discussion indicates that external environmental factors, like sustainable sourcing, arise opportunities and threats for Primark and Boohoo in the UK. Mitigating threats by implementing a sustainable approach like using recycled material can help these companies to achieve better sustainable growth.        
[bookmark: _Toc214447734]Task 2: Strategic responses of pioneer and follower organisations to maintain competitiveness
Economic factor 
Pioneer company 
Primark has a large business operation in the UK, shifting economic factors has arisen some challenges for the company, where the organisational management makes strategic responses to mitigate the potential threats. 
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[bookmark: _Toc214448930]Figure 6: Porter’s Generic Strategies
 (Source: Ali and Anwar, 2021)  
As per the differentiation leadership strategic dimension of Porter’s Generic Strategies Framework, Primark has invested over £100 million in its business in 2024 to produce unique and high-quality products at an affordable price range (Primark, 2024). Also, offering unique and innovative fashion products allows the company to hold a leading position in the UK fashion industry, indicating a strong consumer base, which can some help to mitigate the negative impact of high inflation rate (Tcholakova, 2025). 
Investing and adapting technologies like Zebra ET40 tablets helps Primark to mitigate the negative impact of rising operational costs through automation (Zebra Technologies, 2025). Additionally, Primark currently focuses on digital marketing strategy by utilising social media marketing, email marketing, and influencer partnerships that drive strong brand awareness (Diony, 2025). Therefore, the company effectively and efficiently responds against the economic changes in the UK, where offering different and unique products, digital marketing strategy and technology advancements allow it to get competitive advantages.   
Follower company 
To manage the external economic pressure of rising operational costs, Boohoo has also invested and implemented automation technology, which helps to enhance operational efficiency while cutting extreme costs (JustStyle, 2023). Besides this, the increasing GDP growth of the UK influences the company to make a product development strategy, where the company offers unique fashion products for men and women that help to meet the needs of consumers (Annual Report, 2024). Also, as a response to mitigating operational cost risk, focusing on cost management allows the company to recheck and cut down excessive operational cost (Boohoo Group, 2025). 
Thus, investing in automation and product development strategy helps Boohoo to get moderate competitive advantages because due to increasing operational costs, it cuts 1000 jobs that decreases organisational productivity (Butler, 2024). However, boohoo has a strong online presence, where it attracts a wider audience by promoting meaningful and valuable contents through social media marketing (Instagram, 2025). Therefore, Boohoo needs to focus on improving strategic decisions to get more competitive opportunities by leveraging social media platforms, where promoting ethical branding can enhance the brand image of the company.
Environmental factors 
Pioneer company 
In the UK, Primark prioritises several sustainable initiatives in terms of responding to external environmental influencing factors, like anti-greenwashing regulations.
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[bookmark: _Toc214448931]Figure 7: Kotler’s Sustainable Marketing Model
 (Source: Sawant, 2021)
As per the core principle of Kotler’s Sustainable Marketing Model, customer-centric sustainability is essential for organisations to meet consumers’ demand by ensuring a socially and environmentally responsible way (Sawant, 2021). Considering the sustainable marketing concept of this model, Primark takes different responses to manage environmental changes. For instance, the company has introduced a decarbonisation programme, which is a part of its carbon emission reduction plan that minimises 11.6% of carbon emission in 2023 that helps to manage the climate change carbon emission reduction pressure (Primark, 2024). Also, using 100% cotton materials allows the company to promote a fair, ethical, and transparent business practice through sustainable sourcing (Primark, 2025b). Therefore, promoting sustainable initiatives helps the company to manage external environmental pressures while achieving long-term sustainable growth that contribute to maintaining competitiveness within the UK fashion industry.  
Follower company 
As a follower company, Boohoo also makes strategic actions, such as its Up.Front Strategy aims to reduce carbon and greenhouse gas emission by 2026 (Annual Report, 2024). Besides this, as a marketing strategy, the company promotes influencer marketing to increase the interest of customers in the UK. The company conducts this marketing through strategic partnership with famous influencers like Kasey Miller that helps to reach its target audience by using influencer’s trust and credibility (Boohoo, 2025a). Also, it focuses on promoting valuable contents through social media marketing strategy, where it uses Instagram to reach a wider audience (Instagram, 2025). However, the company failed to properly make strategic marketing responses to manage external environmental factors like following anti-greenwashing regulations (Gov.UK, 2024). Due to greenwashing challenges, the reputational image of Boohoo has been damaged, leading to a decrease in market competitiveness across the UK fashion industry. Therefore, the company needs to focus on promoting more sustainable marketing strategies to mitigate its challenges.  
Therefore, evaluating the responses for managing external factors highlights that compared to the follower company, the pioneer company more effectively makes strategic actions to manage the external threats. As a pioneer company, Primark is able to achieve competitiveness within this industry, where promoting a decarbonisation programme allows it to get long-term sustainable growth by maintaining its CSR responsibilities. In this context, Boohoo needs to focus on its improvement areas like strengthening sustainable growth to empower its market reputation.
[bookmark: _Toc214447735]Recommendation 
To hold a leading position in the UK like Primark, Boohoo should implement clear and transparent claims for mitigating greenwashing issues, where it should prioritise using sustainable raw materials for promoting environmental sustainability. Sustainable branding through eco-friendly sourcing can help the company to build trust among consumers and develop a loyal consumer base (Monfort et al., 2025). Moreover, aligning business practices with sustainable initiatives can also help the company to enhance its organisational reputation and achieve a long-term sustainable competitive advantage in the UK fashion industry.    
[bookmark: _Toc214447736]Conclusion 
The above report summarised that macro environmental factors like economic and environmental changes can influence pioneer and follower companies’ business operation and can drive both opportunities and threats. Strategic responses of Primark and Boohoo are discussed in this study, which summarises that Primark’s strategic responses are more effective than Boohoo. Thus, the study has suggested strategic recommendations for Boohoo to grow their business as a follower company in the UK by mitigating external challenges.                          
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