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[bookmark: _Toc215046666]1. Introduction
The global fast fashion industry competes on rapid trend turnover, aggressive cost efficiency, and high-volume sales cycles (Serrat, Arribas-Ibar and Erdoğan, 2025). Within this landscape, Primark has differentiated itself through a distinct low-price, high-volume retail model supported by minimal advertising, large-format “big box” retail outlets, and a tightly controlled supply chain (Ologunebi, 2023). Its strategy relies on sourcing efficiency, production under its own private labels, and the ability to leverage economies of scale to maintain ultra-competitive pricing. This model has proven successful across European markets, particularly among price-sensitive yet fashion-conscious consumers. However, replicating this success in new international markets demands a critical assessment of local consumer behavior, retail infrastructure, cultural dynamics, and competitive pressures.
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Figure: A Typical Primark Outlet (Textile Today, 2024)
India presents a compelling but complex growth opportunity. The country’s expanding young population, rising disposable income among urban middle-class consumers, and increasing fashion sensibility signal strong demand potential (McKinsey, 2017). At the same time, India is characterized by intense competition from domestic value retailers (such as Max and Reliance Trends), rapidly scaling e-commerce platforms (Myntra, Ajio), and international brands adapting localized pricing strategies. Simply transplanting Primark’s European format without adaptation would risk misalignment with local purchasing behaviors, climate considerations, and regional fashion diversity.
This report evaluates whether Primark’s low-price model can translate effectively into the Indian market. It examines demand characteristics, competitive intensity, supply chain feasibility, and Primark’s internal capabilities. Strategic frameworks, including PESTLE, Porter’s Five Forces, and the CAGE Distance Framework, are applied to justify market selection and identify critical risk factors. Based on this analysis, the report develops an evidence-based entry strategy and outlines performance evaluation metrics using the Balanced Scorecard, ensuring strategic alignment between market opportunities and Primark’s operating model.
[bookmark: _Toc215046667]2. Selection of Organisation and Target Market (India) 
[bookmark: _Toc215046668]2.1 Primark Today: Footprint, Formats and Value Proposition 
[image: Faster, cheaper fashion]
Figure: Primark’s Position in the Global Market (The Economist, 2015)
Primark is a large global value fashion retailer, which is characterised by its low-priced products in the form of clothing, accessories, home products, and seasonal goods (Xydia, 2019). The company is functioning in large-format physical stores located in high-traffic shopping locations and huge shopping centers. Primark has managed to base its business model on high sales volume, production under its own brands, and effective sourcing. The company has an insignificant amount of money spent on advertising and depends extensively on the in-store experience to draw customers. It has grown to various regions such as United Kingdom, Europe and the United States.
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Figure: The Strong Value Perception of Primark (YouGov, 2019)
Primark is concentrated on low prices, daily wear, and trendy products that can be worn by an extensive population segment (Bailey, 2024). Its customers are value-driven and are interested in stylish products that are priced reasonably. Its supply chain strategy focuses more on tight relationships with suppliers and economies of scale. The low-cost and wide-range brands enable Primark to achieve competitiveness in the markets where the fashion that is friendly to the pocket is widely demanded. The store setting is structured in such a way that it inspires browsing and repeat shopping, which contributes to the stable sales turnover. This pricing, store experience and sourcing efficiency is what makes Primark a competitive identity in the fast-fashion industry across the world.
[bookmark: _Toc215046669]2.2 Strategic Motive for Internationalisation 
International expansion is necessitated by Primark to reach new sources of customers, diversify market risk, and exploit long-term growth prospects (Ologunebi, 2023). The issue of expansion into new countries helps the company to lessen its dependence on the mature markets and to adjust to the changing demand in the global market. Economies of scale are also assisted by internationalisation since the purchasing volumes are larger and in this way the sourcing and production costs are reduced. Expanding to new markets will enable Primark to utilise its competitive advantages in cost-effectiveness and store-based retailing. The slow market entry strategy used in the past expansions is a form of learning strategy whereby the expansion experience of a certain region is utilised to improve future expansion strategies. Expansion into other high growth markets will resonate with the goal of Primark to enhance its presence on the international scale and tap into other value-sensitive customers.
[bookmark: _Toc215046670]2.3 Market Attractiveness of India 
India presents a good market to Primark because of its emerging economy, increasing disposable incomes, and high population of youth who require fashion at minimal costs and trendy. More modern shopping trends are being determined by the growing middle class and growing urbanisation (Webster, Cai and Muller, 2014). Primark has benefited of the shift of unorganised retail to organised malls and branded stores to support its large-format store model. Fashion awareness is also enhanced with the help of digital adoption without the need to do extensive advertising.
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The Indian firms has a robust textile and garment producing base, which offers chances of local sourcing at low costs (Lu, 2024). In general, the consumer behaviour, market size and the modernisation of its retailing systems in India are conducive to the value-based business concept implemented by Primark, which will enable its sustainable and scalable market penetration.
[bookmark: _Toc215046671]2.4 Strategic Fit: Primark’s Cost-Leadership and Indian Consumer Dynamics
The low-cost leadership strategy adopted by Primark fits very well with the value-oriented behavior of most Indian consumers who desire stylish and low-cost everyday outfits. Its high-volume store format lessens the dependency on advertising, which is appropriate to the Indian shopping culture of the malls where visibility and foot traffic achievements determine the sales. Big box shops can provide a wide range and comfort within a single store (Kraaijenbrink, 2019). The availability of local textile production in India is also robust and enables Primark to buy domestically and this provides low prices and fulfill the sourcing needs. Price stability in a competitive market can be maintained by having an efficient supply chain and inventory control. Nevertheless, any successful entry will entail accommodating the sizing, seasonal assortment and product styles to suit the local preferences and cultural requirements.
[bookmark: _Toc215046672]2.5 Screening Against Alternative Markets (Vietnam and UAE) 
Vietnam is a young country with a rising need of apparel, but its retail industry is less consolidated and developed as compared to India (Pincus, 2015). The availability of stores and infrastructure of malls is under development. Despite the existence of labor and sourcing advantages, the size of consumer demand is less. Concentration in the urban area is high which restricts the ability to roll out stores in the short run.
UAE on the other hand has developed retail infrastructure and robust culture of the malls. Nonetheless, the size of its market is smaller, and customers are more fragmented. The mass value appeal of Primark might be curtailed by high competition by the established international brands and high-end consumption trends. There are also increased operating costs such as rents and staffing in UAE. 
India has a great and more diversified consumer market, and it has a high growth potential (Lu, 2024). The current move to organised retail favors the large format stores. There are also sourcing proximity benefits and cost control benefits with India. India is a better expansion market to Primark in terms of market size, consumer demand and feasibility of operations.
[bookmark: _Toc215046673]2.6 Expansion Goal Statement 
This expansion is aimed to make Primark one of the top value fashion retailers in India in 36 months (vizologi and vizologi, 2025). The first stage will involve opening the large format stores in the big metropolitan cities with the help of local sourcing strategies to sustain the low prices. Measures of success to be used will include customer footfalls, increase in sales and brand awareness. The growth is to establish a scalable and sustainable presence that will support the global strategy of Primark and increase its market share in the international retail market.


[bookmark: _Toc215046674]3. Comprehensive Strategic Analysis
[bookmark: _Toc215046675]3.1 PESTLE Analysis: India Macro Environment for Value Fashion
Political and Policy Factors: The politics of India is usually stable and welcoming to foreign investment (Sadashiv, 2023). Under the automatic route, the government permits up to 100 percent Foreign Direct Investment (FDI) in Single Brand Retail Trading (SBRT), though the companies having more than 51 percent foreign ownership need to make at least 30 percent sourcing to be of India origin.
[image: Do The FDI Rules Open A New Route Into India For Global Retailers?]
Figure: Retailers Route to India (Parekh and Mehta, 2019)
This policy promotes growth of suppliers locally and manufacture locally. There is also some diversity of the retail regulation in the states affecting the choice of store location, labour regulations and the time of opening the stores. The government ensures the development of organised retail by encouraging the improvement of logistics, trade infrastructure, and retail zoning. Such circumstances provide a favorable environment to Primark; however, sourcing requirements need to be handled.
Economic Factors: India is among the major economies that have recorded the fastest growth, and the growth in its GDP has been sustained by consumption and urbanisation. Disposable income is on the rise, which is enhancing the household of middle and lower-middle classes spending power. Inflation however influences the consumer budgets and promotes price sensitivity. Tier 1 and Tier 2 cities are growing due to urbanisation, which implies more mall construction and extensive retail areas that should accommodate the format of Primark (Orr et al., 2022). The income distribution is still uneven, and thus the affordability and value are of priority to most of the consumers. 
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Figure: Economic Growth in India (Chowdhury, 2024)
The economic factors indicate that the low-priced clothes will have good demand, however cost management is also crucial because of the changes in the prices of the raw material, prices of fuel and the currency changes affecting the imported goods.
Sociocultural Factors: India is a young population, and a high portion of the population falls below 35 years of age with an increasing demand on fast fashion and lifestyle clothes (Roy, Sethuraman and Saran, 2016). 
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Youth Population-led Demography of India (Population Pyramid, 2024)
The use of social media and global trends in fashion affect the choice of consumers, making more interested in the constantly changing fashion. Simultaneously, a good number of consumers are still price-sensitive and seek after value-based buying. The dress code is affected by cultural expectations, the climate in a certain region, and lifestyle requirements such that size ranges and combinations of different styles must be representative of diversity in the area. The adoption of Western wear among younger females as well as working professionals is on the rise (Kazol and Rana, 2025). These social-cultural tendencies comply with the priorities of Primark to offer low-priced fashionable products to wear every day.
Technological Factors: India has achieved a lot of advances in the digital infrastructure such as the wide use of smartphone, mobile payments, and penetration of e-commerce (Kaka et al., 2019). The discovery of products via social media influences consumer purchasing choices, even in one purchase done offline. The retailers tend to include digital instruments to manage inventory, product visibility, and engage with customers. The logistics of delivery and the last-mile services are evolving, which favors such hybrid retailing as a click-and-collect. Though Primark mostly sells its products in brick-and-mortar stores, the supply of the electronic payment system and Internet interaction can promote brand recognition with minimum advertising costs. The adoption of technology in India allows optimisation of operations in stores and the customers can be more convenient in the point of purchase.
Legal and Tax Factors: Retailing in India needs to be taxed, labour laws, and product conditions. Apparel is subject to a Goods and Services Tax (GST), and tax rates can be different depending on price levels of products (Chakraborty, 2018). These points affect the pricing and product design choices. Retailers must adhere to the labour laws which entail wage provisions, a working hours stipulation and safety provisions. Consumer protection legislation requires the labeling of the product and quality assurance. Foreign retailers are required to comply with sourcing requirements under FDI SBRT framework (Hussain et al., 2019). Cost structures can be influenced by changes in the tax policy or trade duties. There should be effective legal compliance to prevent punishments and to run the performance of operations well.
Environmental Factors: The issue on the environment in the fashion industry is taking a new twist of significance, especially in areas of textile manufacturing, water consumption, and waste disposal. India has larger textile regions, though the sustainability level differs among the regions and suppliers. There is increasing focus on sourcing ethically, safe dyeing products and use of materials that are environmentally friendly. The consumers and the authorities are increasingly concerned with environmental effects, and they are pressurising the retailers to show that they are responsible. Primark already has sustainability promises in its chain of supplies all over the world, and it can contribute to the credibility locally (Fraser and van der Ven, 2022). Nevertheless, the company should also make sure that there is a regular monitoring of suppliers, and the sustainability communication is clear to address the increasing expectations in the Indian market.
[bookmark: _Toc215046676]3.2 Porter’s Five Forces: Indian Apparel Retail
	Force
	Key Factors
	Impact on Primark
	Strength

	Industry Rivalry
	Strong competition from Reliance Trends, Max Fashion, Zara, and H&M. Regional retailers offer culturally aligned products, while online platforms add price pressure (Parekh and Mehta, 2019)
	Primark must compete on price, assortment variety, and in-store experience to differentiate in major cities. High need for efficient operations and clear value messaging.
	Moderate to High

	Threat of Substitutes
	Unorganised retail, street markets, and Instagram-based sellers provide low-cost fashion with bargaining flexibility. E-commerce platforms offer convenience and discounts.
	Primark must ensure visible affordability and create a compelling store experience to draw customers away from informal and online alternatives.
	High

	Supplier Power
	Large textile clusters reduce dependence, but suppliers with strong compliance standards charge higher prices. Sustainability expectations increase oversight costs.
	Local sourcing supports cost efficiency, but Primark must manage quality control and supplier audits to protect brand standards.
	Moderate

	Buyer Power
	Shoppers are highly price-sensitive and switch easily between brands and platforms. Loyalty is limited in the value segment (Thomas and Carraher, 2014).
	Primark must maintain strong value perception, regular style refreshes, and consistent quality to encourage repeat visits.
	High

	Entry Barriers
	Need for prime retail space, supply chain efficiency, and brand awareness. FDI sourcing rules add operational requirements.
	Primark can overcome barriers through a local joint venture, phased expansion, and sourcing integration.
	Moderate


[bookmark: _Toc215046677]3.3 VRIO Analysis: Primark Capabilities in the Indian Context 
	Element
	Description
	Strategic Implication for Primark in India

	Cost Engine: Private Label & Scale Advantage
	Primark sources most products through private label arrangements, allowing control over product quality, design, and pricing (Gielens et al., 2021). High purchasing volumes reduce unit costs. Limited advertising and reliance on store visibility further strengthen cost efficiency.
	This supports aggressive value-based pricing in India, where affordability is a key consumer priority. It enables Primark to compete effectively against domestic value retailers and unorganised markets.

	Store-First Retail Model
	Primark relies on large-format stores offering a wide range of products. The store layout encourages browsing, cross-category purchases, and repeat footfall.
	This model fits well with India’s expanding mall ecosystem, particularly in Tier 1 and Tier 2 cities, supporting high footfall and strong basket growth.

	Operational Discipline
	Tight inventory control and fast replenishment reduce markdown losses and keep prices stable. Strong supplier coordination ensures product availability.
	This approach helps maintain consistent value perception and reduces risk from fluctuating demand patterns in India’s diverse market.


[bookmark: _Toc215046678]3.4 Strategic Fit (Porter’s Diamond Model) 
India has strong factor conditions for apparel retail, including a large workforce and extensive textile production clusters. Supporting industries such as logistics, fabric suppliers, and design services are developed in key regions. Growing demand and organised retail expansion create favourable demand conditions. Competitive domestic retailers improve market efficiency, which supports continuous improvement. These conditions support Primark’s cost-efficient sourcing and large-format retail model.
[bookmark: _Toc215046679]3.5 Methodological Limitations and Triangulation 
Strategic frameworks smooth out the actual market conditions and might fail to reflect the regional differences in India (Lars Hallen and Finn Wiedersheim-Paul, 2015). Consumer behaviour varies according to the city, the income group and culture. There is also a difference in data sources in completeness. To overcome these constraints, there was a combination of the multiple analytical tools and the comparison of insights in the economic, industry, and internal capability views. Triangulation enhances the validity of the results.


[bookmark: _Toc215046680]4. Strategy Development and Formulation
[bookmark: _Toc215046681]4.1 Strategic Direction (Ansoff: Market Development) 
The Market Development strategy of Primark is its expansion into India. The company will also launch its current product selection and store format in a new geographic market (Crewe, 2017). This strategy draws on the current competence of Primark in cost leadership, sourcing efficiency, and design of their own products. The market development plan minimises the risks of product development and is aimed at the customisation of assortment and operation methods to the needs of Indian consumers. Primark will position itself as a low-end, fashion-based, and family shop. It puts its focus on creating a brand presence by store experience instead of spending a lot of money on marketing. This trend promotes long-term growth and safeguards the competitiveness of costs.
Growth Thesis for India: India’s fashion market has unmet demand for affordable, good-quality apparel at consistent price points (Tewari, 2006). Many consumers must choose between very low-cost unorganised retail with variable quality, or higher-priced international brands. Primark can fill this price-point white space by offering dependable product quality at lower prices than global brands and broader variety than unorganised sellers. Demand for children’s clothing, casual wear, and seasonal fashion is rising, especially in urban centres. Primark’s ability to refresh styles frequently supports ongoing interest and repeat visits. The growth thesis is based on serving value-conscious families and young adults seeking affordable everyday fashion.


[bookmark: _Toc215046682]4.2 Entry Mode Decision 
[bookmark: _Toc215046683]4.2.1 Options Screen: WOS vs JV vs Franchise 
	Entry Mode
	Advantages
	Disadvantages
	Strategic Implications for Primark
	Overall Suitability

	Wholly-Owned Subsidiary (WOS)
	Full control over brand, pricing, store operations, and global supply chain alignment. Allows consistent store experience across locations.
	Requires high capital investment, deep market understanding, and full responsibility for regulatory compliance. Higher exposure to commercial and cultural risks in a diverse market.
	Ensures brand consistency but increases financial and operational risk during early expansion.
	Low Suitability for initial entry because risk and investment levels are high.

	Franchise Model
	Lower financial exposure and faster geographic expansion. Franchise partner manages operations and local processes.
	Reduced control over customer experience, product quality, and pricing. Franchise incentives may conflict with Primark’s low-margin high-volume model.
	Risk of diluting cost-leadership identity and weakening store standards.
	Moderate Suitability, but misaligned with Primark’s core model.

	Joint Venture (JV) with Reliance/Tata or similar
	Shared investment reduces financial risk. Access to established retail networks, suppliers, real estate knowledge, and regulatory expertise. Supports faster, informed market adaptation.
	Requires shared decision-making and governance alignment. Integration processes must be managed carefully.
	Supports local sourcing, efficient store rollout, and maintains strong brand and operational control. Best balance of control, speed, and cost.
	High Suitability — Recommended entry strategy.


[bookmark: _Toc215046684]4.2.2 Recommended Strategy: Joint Venture with a National Retail Leader 
The Joint Venture with a large retail organisation like Reliance Retail and Tata Group is recommended as the entry mode. These corporations have long-standing experience in operating large-scale retailing activities, dealings with mall developers, logistics and good knowledge of the regional market variations. Collaborating with this type of firms helps Primark to acquire prime locations of stores faster and agree on favorable conditions of rents. JV partner will also be able to facilitate maneuvering of state-level retail laws and labour systems. Also, both Reliance and Tata also possess the local sourcing networks, which will facilitate the 30 percent domestic sourcing requirement (Waring, 2016). This is in line with cost-control strategy of Primark. The joint venture is supposed to ensure that Primark controls product design, global sourcing, stores layout standards and brand identity but the partner controls local sourcing, real estate, staffing processes, and regulations. This compartmentalisation makes the best use of the resources of each party.
[bookmark: _Toc215046685]4.2.3 JV Governance and Quality Safeguards 
The JV agreement must contain perfectly articulated decision rights. The areas that Primark should not personalise are product quality, assortment planning, in-store experience, and personal label standards. A compliance audit on local suppliers should be put in place to ascertain that they meet the labour and environmental standards. A gradual localisation strategy ought to be established to safeguard the consistency of the products and attain sourcing needs.
[bookmark: _Toc215046686]4.3 Competitive Positioning (Cost Leadership for India) 
Primark will brand itself as a value fashion retailer that has a wide range of items and at consistently low prices. It is aimed at low costs and availability as well as a variety of styles instead of expensive branding and extensive promotion (Rashid and Barnes, 2020). This position is what makes Primark stand out among competitors in the global market that charge more, and unorganised retail that in many cases lacks consistency in quality. The posture supports the main brand identity of Primark and corresponds to the interests of the Indian low-end consumers.
Price Ladder and Value Narrative: Primark ought to come up with an effective price ladder that has various price access points within key segments to enhance belief in affordability (Maria et al., 2017). In-store the visibly communicated prices should focus on savings over branded alternatives. Value stories are supposed to emphasise functionality, wearability and life use. The intention is to assure the customers that they are obtaining good quality at the minimal sustainable price.
Key Differentiators: The differentiators of Primark in India are intensive assortment at low prices, constant style changes and robust basics offering in men, women and children. The innovation must be stimulated by seasonal and limited collections, whereas essentials must remain in core collections and will have a continuous customer demand. Such a combination supports the store traffic and size of the basket.
[bookmark: _Toc215046687]4.4 Format, Geography, and Roll-Out
Store Location Strategy: Primark should start with large stores (40,000-60,000 sq. ft.) in major commercial and busy malls in Tier-1 cities e.g. Mumbai, Delhi-NCR, Bengaluru, Hyderabad, Chennai and Pune (Primark, 2024). After the creation of brand awareness and supply chain stability, the next step of expansion can be done in Tier-2 cities such as Jaipur, Kochi, and Lucknow. Mall footfall, visibility, access, anchor tenant mix and stable rental terms are some of the criteria used in site selection.
Store Economics and Staffing: High turnover and high space productivity should be the priority of store economics. Lean and cross trained employees should staff the stores with lean teams. The control of operational costs will be done through centralised planning, a great rotation of its inventory and the definition of the visual merchandising guidelines. Employee training should focus on serving the customers, rapid replenishment and presentation of the stores.
[bookmark: _Toc215046688]4.5 Merchandising and Pricing Model
	Element
	Key Focus
	Implementation

	Assortment Mix
	Balance basics, seasonal, and trend-led items
	Prioritise children’s and women’s casual wear; add limited cultural styles regionally

	Pricing Strategy
	Maintain affordability and tax efficiency
	Align prices to GST thresholds; apply margin guardrails based on sourcing costs

	Supply Chain & Localisation
	Reduce cost and meet sourcing norms
	Source from Tiruppur (knits), Surat (synthetics), Ludhiana (winterwear); localise over 18–36 months

	Risk & Mitigation
	Manage operational and market risks
	Diversify suppliers, enforce QA checks, select mall sites carefully, use phased store rollout


Risk Register and Mitigation: Key risks include sourcing disruptions, mall site underperformance, regulatory shifts, product quality issues, and operational execution challenges. Mitigation requires supplier diversification, strict QA processes, careful site selection, and phased scaling.


[bookmark: _Toc215046689]5. Performance Evaluation Framework
[bookmark: _Toc215046690]5.1 Why the Balanced Scorecard for this Expansion 
Balanced Scorecard will be effective to assess the expansion of Primark into India since it correlates strategic objectives with quantifiable performance results (Teke, 2022). It also makes sure that customer experience, workforce capability and efficiency of operations support financial results. The Balanced Scorecard offers a systematic perspective of performance in a variety of areas as opposed to concentrating on revenue exclusively. It is a strategy that would support the focus on cost control, store experience, and trustworthy product availability of Primark. It is also useful in tracking the sustainability and quality requirements needed in the local sourcing and supply chain functions. In general, the framework assists in ensuring strategic direction in the market entry and scale-up.
Balanced Scorecard helps in continuous decision making by aligning the performance indicators with the expansion strategy. It may be checked monthly and quarterly to monitor the progress and make corrections. Store level dashboards can assist the manager to detect problems in a short time, including stock availability or customer relationship problems (Yellanki, 2023). Balanced Scorecard reporting also enables both partners to make transparent judgments at the joint venture governance level. This guarantees that there is accountability of targets and enables harmonisation of sourcing, merchandising and store operation. The structure also enables a gradual refinement of the framework because the business will be familiar with the Indian market.
[bookmark: _Toc215046691]5.2 KPI Architecture
The Primark India Balanced Scorecard will monitor the performance in four main perspectives of Financial, Customer, Internal Processes and Learning and Growth. This makes performance management all-encompassing and of course with expansion strategy. The KPIs are concerned with the productivity of the store, sense of value, efficiency of the supply chain, and potential of the store manpower (Anand and Grover, 2015). The objective is to facilitate profit growth and brand continuity and stability in operation.
	Perspective
	KPI
	Target
	Purpose

	Financial
	Sales per square foot
	Increase quarter-on-quarter
	Measure store productivity

	Financial
	Gross margin %
	Stable within cost guardrails
	Ensure pricing discipline

	Financial
	Stock turnover
	High rotation of key categories
	Reduce markdown losses

	Financial
	Store EBITDA margin
	Positive by year two
	Track financial viability

	Customer
	Footfall index
	Growth aligned with store openings
	Monitor customer attraction

	Customer
	Repeat visit rate
	Improve over time
	Build long-term customer base

	Customer
	NPS (Net Promoter Score)
	Positive and rising
	Measure satisfaction and advocacy

	Customer
	Average basket size
	Increase with cross-category purchases
	Improve sales efficiency

	Internal
	Local sourcing %
	Achieve 30% within 24–36 months
	Meet FDI compliance & cost control

	Internal
	Lead-time from suppliers
	Reduced over time
	Improve product availability

	Internal
	Return/defect rates
	Keep within quality tolerance
	Protect value perception

	Internal
	On-Time-In-Full (OTIF) delivery
	Maintain high service level
	Ensure supply continuity

	Learning & Growth
	Training hours per employee
	Increase as stores scale
	Strengthen service capability

	Learning & Growth
	Staff turnover rate
	Maintain low attrition
	Retain operational knowledge

	Learning & Growth
	Manager succession bench
	Build strong leadership pipeline
	Support expansion pacing

	Learning & Growth
	Employee engagement score
	Improve year-on-year
	Support positive store culture


[bookmark: _Toc215046692]5.2.1 Balanced Scorecard KPI Overview
The financial KPIs will monitor productivity and profitability of the stores in terms of sales per square foot, gross margin, stock turnover, and store EBITDA (Benrqya and Jabbouri, 2021). Footfall levels, repeat visit rates, Net Promoter Score, and average basket size will be tracked as the indicators of assessing the perception of value and shopping behaviour in customers. Internal operational KPIs will be on efficiency of the supply chain, such as the percentage of the local sourcing, the lead times, on-time-in-full delivery and the rate of defects in the products. There will be Learning and Growth indicators that will gauge the workforce’s capability and stability in terms of training hours, employee turnover, succession planning and engagement levels. These measures together will facilitate proper performance management of expansion of Primark into India.
[bookmark: _Toc215046693]5.3 Triple Bottom Line (TBL) Overlay 
TBL overlay also makes sure that the environmental and social responsibilities are incorporated in the expansion strategy. Environmental KPIs are concerned with cleanup of resource consumption and sustainable sourcing. Social KPIs are to promote ethical outputs and equitable labour conditions throughout the chain of supply (Okay, Sencer and Taskin, 2024). These pointers underpin brand credibility, regulatory compliance, as well as long-term viability.
Environmental Metrics: Track water usage and chemical processes in textile sourcing. Increase share of recycled fibres and sustainably certified materials. Conduct regular environmental performance audits of suppliers.
Social Metrics: Ensure wage compliance in partner factories. Monitor worker conditions through supplier audits. Establish grievance reporting and closure processes to support worker welfare.
[bookmark: _Toc215046694]6.0 Conclusion 
This report evaluated the strategic feasibility of Primark’s expansion into the Indian retail market. The analysis indicates that India presents strong long-term demand potential, driven by its large youth demographic, rising disposable incomes, and the continued development of organised retail formats across Tier 1 and Tier 2 cities. These market dynamics align with Primark’s core value proposition of delivering trend-responsive fashion at exceptionally low prices. The company’s cost leadership and private-label production strategy closely match the purchasing preferences of India’s value-conscious and fashion-aware consumer segments. However, the complexity of regional tastes, regulatory variances, and supply chain localisation requirements suggests that Primark should avoid a wholly-owned entry at the initial stage. A Joint Venture with an established Indian retail group provides strategic advantages in market navigation, mall location acquisition, supplier relationships, and cultural adaptation. The strategy prioritises large-format, high-footfall stores positioned in urban commercial districts, allowing Primark to replicate its high-volume economics while scaling progressively. To ensure disciplined execution, performance should be tracked using the Balanced Scorecard, incorporating financial outcomes, customer acquisition metrics, operational efficiency, and workforce development indicators. The first 90 days of entry must focus on: (1) establishing governance and operational roles within the JV, (2) selecting and securing flagship store locations, (3) conducting supplier capability and compliance audits to enable local sourcing, and (4) designing store operating models, staff training, and merchandising plans. This structured phased approach supports a controlled, credible, and scalable market entry.
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