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INTRODUCTION
Primark is a Subsidiary company of the Associated British Foods (ABF) group and is a leading international clothing retailer that was founded by Arthur Ryan in 1969 as Penneys, in Mary St, Dublin as a single shop to bring affordable clothing to Ireland. Primark still has 36 stores trading as Penneys in Ireland today and 191 stores across the United Kingdom (UK). Primark has gone across 14 international countries and has more than 65,000 colleagues. It opened its first store in Madrid, Spain in 2006 and has 55 stores across Spain. Their European expansion in 2009 has yielded 10 stores in Portugal, 8 stores in Belgium, and 32 stores in Germany. Rotterdam in The Netherlands have its first Primark in 2008 but today has 20 stores around Netherland. The first of 5 stores in Austria was opened in 2012 and in 2015, Primark opened its first door across the Atlantic in United State (US) and now have 13 stores and many more to come. Arese in Italy was the location of the first store in 2016 and now has 9 stores with a newly opened Milan flagship store. Poland’s first store was opened in 2020 and become their 13th market followed by Poznan in 2021. Its latest plan is to open a new store in Romania. At the moment, Primark has over 400 stores across 14 countries in Europe and US with opportunities to reach 530 stores by the end of 2026 (Primark, 2021).
Despite being international,  its core values are still the same to provide everyday affordable to everyone. Families can buy quality standout essentials that are in fashion at a reasonable price in womenswear, menswear, kids wear, beauty products, homeware, and accessories. Primark is constantly creating trendy fashion and everyday essentials at a wallet-friendly price fuelled by creativity and true passion for what they do. Primark is always thinking one step ahead of its competitors. 
In 2019, Primark opened the world’s biggest store in Birmingham UK with over 160.000 feet of retail space and featuring five floors and staffed by more than 1,000 people. My report is going to be focusing on its biggest branch situated at 38 High Street, City Centre in Birmingham. The store featured a Disney-themed café, a beauty studio, a Hogwarts Wizarding World section, three food venues, a water fountain, charging points, a recycling area where shoppers can donate clothing and shoes, a custom lab to print personalized clothing, Smokey Barbers, sitting areas and free WIFI to browse while relaxing.
Tim Kelly, director of new business development at Primark, said: “Our customers can spend time with friends and families, eat great food, recharge, have fun and find everything under one roof at amazing prices.”

PRIMARK’S CURRENT STRATEGY
Strategic management is the identification of the purpose of the organisation and the plans and actions to achieve that purpose. ( Lynch, 2018, p.9) Strategy is a “firm theory about how to gain competitive advantages in an unpredictable environment”. ( Drucker, 2014) It describes how to achieve the mission, long-term planning, and competitive advantage. The strategic management process is a sequential set of analyses and choices that can increase the likelihood that a firm will choose a good strategy that is a strategy that generates competitive advantages.’ ( Barney & Hesterly, 2018, p.27) Strategic Management involves planning for the long-term future of an organisation. Long-term planning and prediction are normally done within 5 to 8 years but sometimes big companies can predict for 20 years. Strategic management planning involves environmental and external scanning, strategy formulation, strategy implementation, and evaluation and control. (Lynch,2018, p.355) 
Primark’s mission and vision statement are “to provide customers with high quality, fashion basics at value for money prices.” Primark’s strategy is a “competitive pricing strategy“ to sell its products at a lower price than its competitor(Primark, 2021) Porter’s Five forces model will be used the critically appraise Primark’s current strategy as it helps to analyse and guide the company to avoid threats from competitors.
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Porter’s Five Forces
 Model Source: ( Michael E Porter, 1979)
PORTER’S FIVE FORCES
Threats of New Entrants: Primark’s threats of new entrant is minimal as the company offers valuable products that are reasonable in price and the Birmingham City center store offer shoppers the chance to eat, rest or even have a haircut inside. The UK government’s lenient policies encourage new companies to the market and Primark has little control over it. But because of their location, discounts, and reasonable price, the threat is low.
Bargaining power of the buyer: Being the largest retail store in the UK, it has a huge customer base and its bargaining power is quite high. Buyers shop around for the cheapest price and Primark is a one-stop store where you can shop at an affordable price. 
Bargaining power of suppliers: Primark has several suppliers around the world but mostly in Asia. This has helped to reduce the bargaining power of the suppliers. As a large business, it has a great deal of power over its suppliers and the threat of moving its business elsewhere will be taken seriously by suppliers hence maintaining a strong position and customer loyalty.
The threat of substitutes: As more businesses open up, the elasticity of demands for a company’s products becomes higher as customers have the alternative to choose from similar products. The threat of substitutes for Primark is low because of their affordable prices but stores like Tesco and H&M despite higher prices, pose potential threats. The lack of online shopping and delivery is a threat, especially during the COVID-19 pandemic lockdown. Customers had no choice but to order online from substitute businesses that were delivering. 
Rivalry among existing competitors: Retail businesses competition is high as there are no barriers to entry or exit in the industry. These pose major rivalry between lower as well as higher retailers. Asda and Matalan have snatched some of Primark’s clients leading to a significant loss of its customers. The reluctance of Primark to offer online shopping despite digitalization is a loss to the company as most people find online shopping more convenient, particularly during the pandemic.







PESTLE ANALYSIS OF PRIMARK
PESTLE is the most used model analysis to gain insight into the macro forces of the external environment factors. Primark like all other businesses has to deal with these factors. The external environment is uncontrollable by businesses and forms the basis of the identification of threats and opportunities (Cadle et al. 2010). The framework PESTLE stands for Political, Economic, Social, Technological, Legal, and Environmental factors. It allows a company to scan the environmental component of strategic management. (Wikipedia, 2022).  
Political Factors
Pollical decisions by the government can have an impact on Primark stores. The decision by the government to lock down the country during the COVID-19 to slow down the virus had a massive effect on their sales figures losing £800 million and tumbling their annual profit. (The Guardian, 2020) The protocol for social distance, hand sanitiser, personal protective equipment (PPE) for staff, and extra surface cleaning all have a huge impact on the revenues of the business. 
Economic Factors
The past five years have seen Primark grow faster than any other top ten clothing business. But the fluctuation of sales revenue has a massive impact on Primark, especially during COVID-19 which influences the supply and demand of stocks. ( Global Data). Inflation, tax rate, exchange rate, interest rate, and customer purchasing power are some of the economic factors that affect Primark either positively or negatively. For instance, BREXIT did not affect Primark badly, instead the deflation of the pound exchange rate after BREXIT was good for its international market.
Social Factors
Primark is expected to be socially responsible by the consumers as changes in customer’s behaviour and buying habits can contribute to the sale of products, profits, and sustainability of Primark. Since Primark is international, it does not depend only on UK consumer behaviour.  Primark was scrutinised by the public during the collapse of its factory in Bangladesh with led to the death of 1,134 workers and the fact that some of its suppliers were engaged in child labour (Butler, 2014). Despite the controversies, Primark sales increase by 20% a year after the disaster because of the demand for cheap products (The Economist, 2015). Primark is doing damage control by pursuing a living wage for workers from their supply chains and access to financial literacy training.

Technological factors
The business world is moving fast because of technology and Primark has taken the advantage of online social media especially Facebook, Instagram, and Twitter but the company does not generate sales online as there are no shopping facilities on its website hence missing out on an important business opportunity. Primark recently unveil a new website with a traffic light system where shoppers can browse items and search for stocks in their local store but do not offer home delivery (Primark, 2022)
Legal Factors
Primark has to abide by all legal rules and regulations of the countries they operate in. Following the factory disaster in Bangladesh, Primark enters a legally binding agreement for better working conditions and payment with their suppliers (Burke et al.,2013). The government legislation on environmental sustainability to a zero-carbon emission is pushing Primark to meet its target. Primark is also part of the Ethical Trading Initiative and they need to exercise ethical behaviour. The Retail Ombudsman ensures that discrimination is illegal in all forms. 
Environment Factors
The environment is unpredictable due to climate changes and the weather conditions affect UK consumers because of its unstable climate. COVID-19 was the worst environmental disaster that happened to the retail industry around the world, especially in the UK. Lockdowns and the fear of people contracting covid affected the sales and revenue of businesses. Businesses like Debenhams when into administration just a few days before Primark’s biggest store in Birmingham was opened and many have closed down many of their branches but Primark is still standing intending to open more stores. Their recyclable free paper bag was introduced in 2001 and they were among the first retailers to do so. It also intends to halve its carbon emission by 2030 and eliminate non-clothing waste by 2027. Primark Sustainable Cotton Programme (PSCP) was launched in 2013 and accounts for 14% of all their cotton clothing. Training farmers in more sustainable cotton farming to reduce the use of fertilisers, chemical pesticides, and water. (Corporate Primark, 2021)




SWOT ANALYSIS OF PRIMARK
SWOT analysis is the internal scanning of a business environment made up of a Micro-environment factor. It is used to evaluate Primark’s internal finances and business situation (strengths and weaknesses) and its industry position (opportunities and threats)
Strengths of Primark
· They gain high sales revenue from loyal customers
· Most of their stores are located in big shopping centres like Birmingham High Street store and the one in Oxford Street making it attractive to shoppers.
· Selling different affordable products that are trendy
· Buying bulk from its suppliers to receive discounts which can be passed on to their customers.
· They are international and do not depend on the buying power of only the UK consumers
· Primark hardly spends on advertising and with no online shopping, customers come in store to buy a few items but end up buying more because of discounted items.
· Most of their suppliers are in countries that offer cheap labour which enables Primark to keep their prices low.
· The recycling of clothing in their stores helps in environmental sustainability
· Offering a wide range of products to meet the lifestyle of families(Jackson and Shaw, 2009) 
Weaknesses of Primark
· Low-quality products
· Lack of online sales especially during the lockdown
· Generate a low margin sales per item 
· Cheap labour and the lack of health and safety of workers in their factories
· Unfavourable weather conditions
· Not paying their employees the minimum wage (Hodgson, 2017)
· Poor customer service leading to a negative impression




Opportunities of Primark
· Primark has the opportunity to open more stores nationwide and internationally as the demand for reasonable clothing increases.
· Have the opportunity to borrow long-term loans because of their reputation
· Primark has the opportunity to buy in bulks resulting in discount savings. 
· They have the opportunity to create an online e-commerce website
Threats to Primark
· Disasters like the COVID-19 pandemic
· Competitors like H&M and Asda are a threat as they are lowering the prices of their goods and they offer consumers the opportunity to buy online and Primark does not
· They depend on a large volume of sales for profit but do not advertise on television
· Negative media reports of child labour in their factories and bad working condition tainted the image of Primark
· Threat of staff turnover because of low wages and demanding jobs especially in the city centre 

In conclusion, Primark’s SWOT analysis has shown us that it is the largest and fastest developing retailer fashion brand in Europe but should consider the possibility of online shopping to avoid total loss of sales during lockdowns. (Shaw, A.A, (2021)







‘



STAKEHOLDER ANALYSIS 
Primark’s stakeholders are those who have an interest in the business and are directly or indirectly affected by any decision within or outside the organisation.  Primark’s main external stakeholders are its suppliers, government, customers, trade unions, Non-government Organisations, shareholders, and the communities they operate in and its internal stakeholder is their employees. The owner of Primark are its shareholders and receive a share of its profit. Creating a channel of communication for engagement with its stakeholders is important to Primark. The stakeholder analysis helps an organisation to evaluate the expectations of different stakeholders and their power.
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MAIN STAKEHOLDER OF PRIMARK
Evaluating the expectation of different stakeholders, their relative power, and identifying how different stakeholders should be managed is the responsibility of Primark. They use different methods of communication to engage with their stakeholders. 
Suppliers 
Suppliers are important stakeholders of Primark as they depend on them for their products as do not manufacture their own. Without the supply of goods and materials, Primark cannot operate as it is highly dependent on its suppliers. They deal with their suppliers closely and provide training for them. A fair deal with suppliers is normally signed with terms and conditions which address issues like child labour and ethical behaviour. Their suppliers must also commit to the company’s Code of Conduct and Primark team carry around 3,000 inspections yearly. 
Government
Government legislation affects retailers directly or indirectly especially big businesses like Primark. It is the responsibility of Primark to adhere to all policies and legislation of the country they do business in especially the Modern Slavery Act and Environmental Sustainability.
Non-Government Organisation (NGOs)
Primark works with the non-government organisation and they are responsible for helping and providing solutions to worker’s problems. The Human Rights Watch and the UK Sustainable Clothing Action Plan (SCAP) are some of the NGOs Primark is involved with. The Naz Foundation Trust is another NGO that Primark partners with to work on issues of HIV, Sexuality, and Women’s empowerment in India.
Shareholders
Shareholders like stakeholders provide funding to a business by investing capital and in return, provide the profit for them. Primark has different responsibilities for its stakeholders as they all have different needs. (Avadhani, 2010)
Workers/Employees
Primark employed more than 7,00,000 workers in three continents ( Europe, the US, and Asia) and around 1000 of them work at their biggest branch in Birmingham. Primark’s values as a business are providing fair and equal treatment to all employees and workers irrespective of position. The company employees are recruited by its owner and Board of Directors. It is the company’s responsibility to provide safe working conditions and fair wages to its employees.
Its main priority is to motivate and encourage employees to do their best and be content with their job to avoid turnovers. 
Communities
Primark has a sense of responsibility in the communities they operate in. They engage in many activities like charities to give back to society and work with local partners in proving education and training to support those who make its products. Since 2006, Primark has been a member of the Ethical Trading Initiative (ETI) to ensure its standards are not compromised. 
Trade Unions
Primark UK employees are part of trade unions as all workers have the right to form or join any trade union they want to represent them in times of need. Trade unionists must have access to the functions of the workplace and should not be discriminated against. 
Customers
Primark’s loyal customers are highly valued and respected by the company as they cannot afford to lose them. Primark needs to understand its customer’s needs and take them into account in whatever decisions they are making as they are the one who drives the revenue of the company. The satisfaction of a product is important to customers and should be value for money. The value and specification of the product sold should be satisfying to the customers (Ditlev-Simonsen and Wenstop, 2013). Customers also want to know whether the products they are buying are made ethically and are sustainable. 
Primark’s main stakeholders are its customers and shareholders. Without its customers, Primark would not exist as they have a high influence and power in its existence. The shareholders have a high interest in Primark and they provide funding to the company making them a top priority.
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STRATEGIC GROWTH OPTIONS
Growth strategies are important as they keep a company working towards its goals and go beyond what is happening in the market today and give the company purpose to prepare for long-term plans. The best strategy growth route for Primark is the competitive strategy growth as it helps businesses to make informed decisions and constantly improve their products. Stores like Asda, Tesco, H&M, and even M&S are trying to keep pace with Primark. That being the case, Primark has to analyse its competitor’s strengths and weaknesses and take into account any possible threat.
· Cost Leadership strategy
Primark implemented this strategy because it can order supplies in bulk and use a cost leadership strategy to sell at a lower market price. This is possible with the help of large scale production, high customer demand, cheap labour costs mostly from suppliers in Asia, and their international market. The competitive advantage of this strategy is the lowest price. Competitors are trying to merge Primark prices but it is impossible as they will be doing so with a loss. 

· Differentiation leadership strategy
This strategy requires being different and unique depending on quality or brand. Primark has managed to stay superior to its rivals even though the quality of its products is low. Customers can stop all they need under one roof at a reasonable price.
· Cost focus strategy
This strategy implies targeting a specific market segment with unique needs and wants. It is similar to the cost leadership strategy but it focuses more on its geographic markets with special needs. Primark is focusing on the expansion of its store in the UK and internationally to provide the basic needs to its customers around the globe at an affordable price.
· Differentiation focus strategy
This strategy focuses on improving the value of a unique product or service to make it stand out. The opening of the largest Primark in Birmingham city centre with café, beauty salon, barber, resting areas, WIFI,  makes it unique attracting customers to come from surrounding areas to shop. Primark’s new focus strategy is to change the way its clothing is made ensuring that they are all made from recycled or more sustainably sourced material by 2030 and yet sold at an affordable price.
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RECOMMENDATIONS
Primark’s mission statement is “look good, pay less” and it has maintained that mission still now. It has continued to meet the needs and demands of consumers by introducing new products to attract the market for long-term goals (ABF, 2016). Primark unlike other retail giants invest very little in marketing but their customers do the advertisement for them. Analysing the combination of models PESTEL, SWOT, Porter’s 5 Forces, and another matrix, the following recommended if implemented will help secure the long-term growth of Primark.
1. Develop an online E-commerce website
Most of Primark’s rivals are present online as the demand for online shopping surges. The lack of online shopping has affected Primark badly, especially during the covid lockdown. Primark lost £1 billion because of the lockdown. Customers did not have access to buy from their favourite store leading to them switching to other retailers who are doing home delivery. However, the day Primark was due to open after the pandemic showed people queuing from early hours to shop. Primark’s opening times were changed and some shops were opening for 24 hours to cope with demand. Even though Primark did manage to cover some loss earnings, my recommendation for them will be to have an online E-commerce website as most people who are vulnerable are still mindful of covid and while some would rather sit in the comfort of their homes to shop. It will also help to avoid future loss of earnings in case of a lockdown.
2. Low-quality products
Primark is known for its low-quality products compared to its competitors. Most consumers have the idea that their cheap prices mean that their product quality is poor, which is not always the case, my recommendation is to strip that title to attract different walks of life.  
3. Continuity of working with relevant bodies and partners
Primark can also continue to work with relevant bodies and partners to ensure better working conditions, health and safety in their factories, and better and fair wages. This is important to avoid another Rana Plaza factory disaster.
4. Environment and Sustainability
Primark should be applauded for its commitment to climate change and sustainable choices. Its new strategy is to change the way its clothes are made without changing its low prices. All focus should be generated towards achieving its sustainable target by 2030. Primark made a commitment to eliminate hazardous chemicals but there is no evidence. It should also increase its recycling bins in stores and to encourage customers to recycle their old clothes.
CONCLUSIONS
Primark should continue to use the marketing strategy adapted by Hooley et al (2008) to analyse and interpret the changes in the wider market. It has lost close to £1 billion due to COVID-19 lockdowns as they do not sell online. With the advance in technology together with the rapid development of online shopping, Primark needs to consider breaking the barrier to enter the market.
While British shoppers still continue to flock to the megastore in Birmingham, sales have been declining since the pandemic. Many of their customers are struggling with the financial impact caused by covid. But despite the shortfall in sales, Primark group raised its profit outlook for the 2020-21 financial year. Its business growth has to do with both external and internal factors and Primark’s ability to bring on-trend clothing to its customers at a discounted price. Its average prices are between 20 to 40 percent cheaper than its competitors.
Analysis of the environment can conclude that Primark has put thought and consideration into the factors that affect their business and is keen on maintaining their good quality service and products. Primark’s use of recycled material and using cotton on most of their clothing is a huge step for sustainable development. 
The PESTLE and SWOT analysis provide critical knowledge of the macro and micro factors affecting Primark and what the future looks like. The potential strategic routes whether deliberate or emergent analyse using Porter’s 5 Forces and help Primark to know their threats and how to evade them.
Despite all the negativity surrounding Primark, it still remains UK favourite retailer and with more expansion on the horizon.
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Stakeholders are individuals, groups and organisations that have an interest in the decisions
and actions of a particular business. Stakeholder engagement is the process of creating
communication channels that enable stakeholders to
be informed about, in some cases influence,
decision-making processes. All businesses depend
on a variety of stakeholders. Some stakeholders are
internal to the business, such as a company’s
employees. Other stakeholders are external to the
business, such as suppliers, customers, trade unions,
civil society groups, shareholders and the
communities in which the business operates. It is
important to understand the difference between a
shareholder and stakeholder. Shareholders are the
individuals or organisations that own a company.
They own shares in the company. As owners, they
will receive a share of the profits. Shareholders are a
type of stakeholder because they have an interest in
the company. Stakeholders also include all the other
groups with an interest in what the company does.
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