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[bookmark: _Toc127698472]Introduction
Primark is a major low-cost fashion retailer that has established itself as a vital participant in the European and global fashion markets. Primark has established itself as a major player in both of these sectors. Because of the firm's devotion to cheap pricing and trendy apparel, as well as the fact that it offers clients a simple and easy shopping experience and carries just a limited number of things, the company has built a strong base of loyal customers. Yet, Primark has challenges in adapting to the changing retail landscape and meeting the expectations of environmentally conscious shoppers. In this study, we will examine Primark's marketing strategy, including themes such as segmentation, targeting, and positioning, as well as product, pricing, promotion, people, and process. 

The following report is part of group research which evaluates the Marketing Mix and reviews the opportunities and challenges of Primark. The group is made up of four students who share their ideas. Each of us is going to concentrate on different parts of the Marketing Mix.							

[bookmark: _Toc127635870][bookmark: _Toc127698473]Main body 
[bookmark: _Toc127635871][bookmark: _Toc127698474]Back ground 
Primark's aims are to be the world's most successful low-cost clothing retailer, to expand its global presence, and to build a good brand reputation by adhering to ecologically responsible and ethical business practices. Primark has made a serious effort to include ecologically friendly materials in its products (Ramesh, 2022).
	Aspects
	Details

	Brand
	Primark

	Industry
	Fashion retail

	Pricing strategy
	Pocket-friendly pricing

	Mission
	To be the world's most successful low-cost clothing retailer

	Global presence
	Over 380 stores in 14 countries

	Environmental practices
	Use of organic cotton, recycled polyester, and sustainably sourced wood pulp

	Ethical practices
	Commitment to ethical business practices (Palazzo and Siano, 2019)

	Community contribution
	Donations to various community groups and charities

	Established
	1969 in Dublin, Ireland

	Brand reputation
	Strong focus on offering affordable, trendy, and quality products


Company overview in a box
Source: Fashion, home &amp; beauty (2022) Primark.
[bookmark: _Toc127635872][bookmark: _Toc127698475]Marketing Mix
Primark, like any other retail company, relies on the tried-and-true formula of the 7 Ps of marketing to guide its operations (Molitor, 2019).
[bookmark: _Toc127635873][bookmark: _Toc127698476]Product 
Customers may expect to find fashion at Primark that is both inexpensive and of good quality. This is the company's usp in their product strategy. The company also possesses a variety of exclusive product lines. Customers have shown a lot of interest in the firm's specialized sustainably sourced and manufactured product lines (Molitor, 2019). They also apply theme based products for example the Disney collection and its Harry Potter range.
Products produced by the firm are made to appeal to a diverse group of people, ranging from young adults to older people in their twenties. Primark has a diverse selection of goods in Birmingham, including apparel, footwear, accessories, and cosmetics, among other categories. Their specialized product lines comes at a pocket friendly pricing and also include famous characters from cartoons and movies or even books. With an impressive revenue of £5.5 billion in 2020, Primark proves to be a top contender in the fashion industry (Smith, 2022).
The company's product range is updated frequently, which encourages customers to visit its stores regularly
According to a recent report by Market Research Future, the global retail industry is expected to reach a value of USD 38.5 trillion by 2024, growing at a CAGR of 5.3% from 2018 to 2024. The report also suggests that factors such as changing consumer preferences, growing disposable income, and advancements in technology are expected to drive the growth of the retail industry. So it is the right reason for which Primark UK at Birmingham has created a successful product mix by investing in product development, design, packaging, and after-sales services (Gaur, 2021). 
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Table Showing The segment and data financials related to Product
Source: Self-created
This is well exhibited in the revenue of the parent company Associated British Foods Plc, which owns Primark. It was £13.9 billion in the fiscal year 2020. The revenue of Primark has increased by 4.2% in the same year, despite the challenging retail environment due to the COVID-19 pandemic due to its effective product mix. The company's financial figures and recent research suggest that the retail industry is growing, and Primark is well-positioned in terms of product variety to benefit from this growth by providing affordable and trendy products that appeal to the younger demographic (Annual report 2021). 

[bookmark: _Toc127635880][bookmark: _Toc127698477]Market surveys
Primark conducts market surveys to understand its customers better and to identify changes in their preferences and needs. For example, in 2020, the company conducted a survey to assess customer attitudes towards sustainability. 
[bookmark: _Toc127635881][bookmark: _Toc127698478]Sales analysis
Primark uses sales analysis to track the performance of its products and identify trends in customer buying behaviour prioritizing on the aspect of “People”. For example, the company might analyse sales data to identify the most popular products, the best-selling sizes, and the most profitable categories (Gaur, 2021).
[bookmark: _Toc127635882][bookmark: _Toc127698479]Cost analysis
Primark uses cost analysis to assess the costs of producing and selling its products. The company aims to keep costs low to maintain its low pricing strategy. For example, Primark might analyse the cost of raw materials, labour, and transportation to identify areas where it can reduce costs (al Habibi, 2019).
[bookmark: _Toc127635883][bookmark: _Toc127698480]Description
Overall, the report highlights that Primark's pricing strategy and use of market surveys, sales analysis, and cost analysis have been effective in maintaining its market position. However, the company faces challenges related to labour rights and sustainability, which it must address to maintain its reputation and market share.
[bookmark: _Toc127635884][bookmark: _Toc127698481]Opportunities 
[bookmark: _Toc127635885]In terms of price, Primark has already achieved a significant increase in market share in the UK's clothing, footwear, and accessories sector. According to a report by Kantar, a data insights and consulting company, Primark's market share in this sector increased from 0.5% to 7% between 2005 and 2019. This growth highlights the company's ability to compete effectively in the market and its potential for further expansion (de Souza Reis, 2020).
Furthermore, Primark's employee-centric policies provide an opportunity to increase employee satisfaction, which can improve efficiency and ultimately drive down costs. Happy and satisfied employees are more likely to be productive and efficient in their work, resulting in better resource utilization and management. This can lead to reduced costs and better margins, which can be passed on to customers in the form of even lower prices.
[bookmark: _Toc127698482]Challenges 
Primark's success is based on its ability to provide clients with inexpensive apparel. Nevertheless, this price approach has rendered it vulnerable to competition from other low-cost fashion shops such as H&M and Zara. Many rivals have comparable product offers and pricing methods, making it difficult for Primark to stand out in a competitive sector (Brenot et al., 2019).
Primark faces difficulties from shifting customer tastes and trends, in addition to competition. When customers grow more aware of ethical and sustainable fashion practices, they may be more willing to buy from merchants who prioritize these ideals. Primark must continue to enhance its environmental and ethical operations in order to remain relevant and competitive (Palazzo and Siano, 2019).
[bookmark: _Toc127635886][bookmark: _Toc127698483]Solutions 
To differentiate itself from the competition, Primark must differentiate its products and improve its environmental standards. Furthermore, investing in e-commerce may increase online sales and strengthen the brand's online visibility. While shopping online, they can go for a segmentation approach (Fahy and Jobber, 2019).
This targets a diverse variety of clients across age groups and socioeconomic backgrounds. This way, they can promote themselves as a low-cost, stylish shop. Their USP is being able to give affordability and convenience to price-sensitive customers who seek value for money.
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Table of STP as solution for Primark based on People and Price
[bookmark: _Toc127635890][image: ]Recommendation in a box
[bookmark: _Toc127698484]Conclusion
Primark has created a strong brand image as a low-cost fashion business that serves a wide range of clients by providing them with apparel that is both economical and trendy. Primark is able to serve to a diverse spectrum of clients and suit their demands as a result of this. Yet, the corporation faces difficulties in adjusting to the ever-changing nature of the retail industry and satisfying the needs of ecologically concerned clients. Primark is able to preserve its position as a leading fashion retailer by investing in its online presence, making measures to reduce its environmental effect, and training and developing its people.


[bookmark: _Toc127698485]Reference
al Habibi, B., 2019. HR practices of Marks & Spencer, Selfridges, Primark, and Sainsbury’s (Doctoral dissertation, University of Science & Technology).
Brenot, A., Chuffart, C., Coste-Manière, I., Deroche, M., Godat, E., Lemoine, L., Ramchandani, M., Sette, E. and Tornaire, C., 2019. Water footprint in fashion and luxury industry. In Water in Textiles and Fashion (pp. 95-113). Woodhead Publishing.
de Souza Reis, S., 2020. FAST FASHION INDUSTRY: ETHICAL AND ECO-FRIENDLY?.
Fahy, J. and Jobber, D., 2019. EBOOK: Foundations of Marketing, 6e. McGraw Hill.
Fashion, home &amp; beauty (2022) Primark. Available at: https://www.primark.com/en-gb (Accessed: February 18, 2023). 
Gaur, D., 2021. Impact of Private Label Brands on Skin care products in the millennials buying behaviour in Ireland-A study of Primark (Doctoral dissertation, Dublin, National College of Ireland).
Lokanan, M.E., 2021. Analyzing Primark’s Financial Performance Using Financial Ratios and Models. In SAGE Business Cases. SAGE Publications: SAGE Business Cases Originals.
Molitor, M., 2019. The Effect of Corporate Scandals on Customer Loyalty-A Case Study on Primark (Bachelor's thesis, University of Twente).
News-Desk, A.R. (2022) Primark to invest 140 million pounds in its UK store portfolio: Retail News UK, Apparel Resources. Available at: https://apparelresources.com/business-news/retail/primark-invest-140-million-pounds-uk-store-portfolio/ (Accessed: February 18, 2023). 
Palazzo, M. and Siano, A., 2019. Branding: ethic, sustainability, and inclusion. In Contemporary Issues in Branding (pp. 72-96). Routledge.
Ramesh, D.N., 2022. Importance of brand strategy in stakeholder communication and satisfaction (A study on fashion retail company's stakeholder management) (Doctoral dissertation, Dublin, National College of Ireland).
Smith, P. (2022) Topic: Primark, Statista. Available at:  https://www.statista.com/topics/4684/primark/#editorsPicks
 (Accessed: February 18, 2023). 

2

image3.png
Segmentation

Targets wide range of age groups and
Sodio-economic backgrounds including
familles students and young adults

Targets price-sensitive customers who are
looking fo affordable fashion items who.
value trendy fashion and enjoy Shopping for
fastfashion ftems

straightforward shopping experience with
alimited product range and effcent.
supply chain

Terste | | Tewescustomerswhovalue rendy fashion
looking foraffordable fashion items and enjoy shopping fo fas fashion iems
Postoning | Posiions tself 25 2 sustainable fashion

brand, vith a focus on eco-Triendly materials
and reducing waste





image4.png
wpoint

People.

ey Strategies

~Focus on providing excellent customer.

~Implement policies to prioritze
employees' well-neing

~Offer educational and medical 3
programs to employees

Customer
Appeal

~Enhanced customer experience through
improved services

~Increased effidency and productvty due
to employee focus

Price

ErTT——

- Emphasis on low prices and high quality

- Ethical sourcing and sustainable supply.
chain methods.

~Loyaty of customers due tolow prices
‘and good quality

~ Attraction of environmentally sensitive
shoppers





image1.jpeg
Prifysgol Cymru
% Y Drindod Dewi Sant

3 University of Wales
Trinity Saint David

%




image2.png
Primark targets the age group of 18-30,
offering a diverse range of trendy clothing
‘and accessories at affordable prices. The
company invested £15 million in sustainable
design and product innovation in FY20,
developing new materials, designs, and
product ranges with lower environmental
impacts.

Primark's target market: 18-30 age
group

Primark invested £15 million in
sustainable design and product
innovation in FY20

Offers a diverse range of trendy
clothing and accessories

Packaging plays a crucial role in persuading
customers to buy products. Primark designs
its packaging to stand out from competitors
and offer convenience to customers. The
company has made significant progress
towards making its packaging more
sustainable, reducing plastic by over 4,500
tonnes and using sustainable materials, such
as FSC certified paper.

Reduced plastic in packaging by over
4,500 tonnes

Increased use of sustainable materials
Working towards 100% sustainable
cotton

Primark offers after-sales services, including
product exchange, refunds, an extended
return policy, customer support, and a
loyalty program called "Primania.” These
services help in building customer loyalty
and retention by providing convenience,
flexibility, and satisfaction to customers.

Product exchange for size, fit, o
defect issues

Refunds available within a specific
time frame

Extended return policy during holiday
seasons

Dedicated customer support team
Loyalty program: "Primania”





