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1. Brief History of PRIMARK

Primark is an Irish retail company operating in different countries around the world. The company has shops in Spain, Portugal, France, Germany, Netherlands, Belgium, Austria, UK, Ireland and USA. It was founded and headquartered in Dublin, Ireland. 
Primark has more than 27,000 employees doing all their best to ensure that the company is running smooth and generating a lot of profits. 
PRIMARK is an absolute sensation in today’s world. The company is a synonym of a trendy cat walk fashion at an affordable price to its customers. 
The company believes in its merchandise and the cheap and affordable prices which brings more and more customers to the shops who once been there they know where all the cheap, affordable clothes and accessories are for the future. That strategy really works and convinces the customer to stay a loyal customer of Primark.  	
Primark has over 370 stores across 12 countries.


1. Situational analysis of PRIMARK 

· PESTLE factors related to PRIMARK


External environment is divided by few main groups of factors which includes: Political, Economic, Social, Technological, Environmental and Legal also known as PESTLE.

Political Factor  
Political factor refers to the ability of an organization to follow rules and guidelines set by the government which may affect the performance of the whole company. These laws and regulations can change the priorities of the company on a local level. In depth, the organization should react in the impact of an increase or decrease in taxation or in the impact of the acts in their business.

Economic Factor
The economic factor refers to different changes in the economic environment of the market that can occur which usually creates risk for the organization. Some problems that may occur when we speak for the economic factor are the monetary and fiscal policy. Primark is one of the strongest businesses in the country and could contribute a lot for the country’s Gross Domestic Product. To face and be able to stand in different economic changes there should be a strong monetary fund that could help in case of recession. 

Social Factor
Social factor refers to measuring the demographic changes that could affect the influence of a particular product in consumer’s mind. Changes in the social environment are pushing the organization to make a more researches, develop their process and create another product that would be successful. The taste and preferences of the buying population are a priority to every single business. Releasing new product on the market pushes the company to find a way to boost their own creation and be a leader on the market. However, that is not an easy task, especially with so many competitors in the retail business. 


Technological Factor
 The technological factor shows the ability of the organization to use technological innovation so they can improve the performance of the business.  In 21st century technologies are of a great help when it comes to the business. Using the technology, the uncertainties that appear in economic and social changes will be minimized. 

Environmental Factor
Environmental factor relates to company’s consciousness on how they manage to maintain a clean environment and how they dispose the production materials. 

Legal Factor
The legal factor relates to organizations efforts to obey the law in terms of different policies, laws, taxation, wages, etc. We can connect the legal factor with the political because most of the restrictions for the business are created by the government. Overusing people’s labor and demanding more production are part of the legal issues that a company has to face. 

· Porter’s 5 forces analysis of PRIMARK

· Threat of new entrants 

The fashion market is growing and we are seeing brands emerging every day. Primark has no control over new entries on the market. These new companies need to invest large amount of money and time to compete with Primark. The primary competitors are already established.  



· Competitive rivalry

Competition is both extensive and intensive. Primark is a key player in the business. Operating not only in the European market but started recently overseas as well. Still has to chase lots of its competitors who are operating globally. Primark is the biggest clothing retailer in Spain by sales volume, after stiff competition from Inditex.

· Threat of substitute

There is no substitute for fast fashion in the current market.

· Bargaining power of suppliers

There is a wide range of suppliers and most of them are engaged with different retailers as well. Primark is making simple designs with affordable materials which lead to not high demands from the suppliers. 

· Bargaining power of buyers

Primark provides a wide range of brand alternatives. Customers who are sensitive about price and have no customer loyalty still look for the lower price. 



· SWOT analysis of PRIMARK

· Strengths

· Primark’s production, distribution and management are the key factors to its success. 
· Primark has variety of products.
· Primark is looking forward to expand 


· Weaknesses 

· Doesn’t utilize e-commerce
· Bad store management and messy shops
· Primark is not widely known outside Europe

· Opportunities

· Primark is taking advantage of customer’s behavior not paying attention to quality and sees the price as an ultimate value of the brand. 
· Penetrating new markets outside Europe began back in 2015 when Primark entered the US. They keep expanding nowadays.
· Post-demographic trend allows Primark to gain lots of new customers every day.

· Threats

· “Fast- fashion fatigue” could affect Primark as customers become over-whelmed by disposable fashion. 
· Sustainability is an issue for Primark because the brand encourages high consumption. 
· Customer’s expectation has risen and puts more economic pressure in stores.


1. Strategies, Targeting and Positioning

· Segmentation
The first stage of segmentation is when the market is divided into groups of buyers who are responding well to different type of products and services.  The company has to decide the most appropriate strategy for segmentation, to decide carefully what characteristics for each segment and develop a certain criteria for their viability. Market segmentation allows managers to see clearly the diversity within their markets and explore different opportunities that may exist. 
Primark is known for a value retailer, their clothes are the most important thing in their portfolio. Primark’s marketing segments are evaluated on the base of clothing and footwear. 

· Targeting
The second stage is targeting. Speaking about targeting we evaluate and select one or more market segments to which we can attach and direct marketing resources so we can develop an appropriate marketing mix. Kottler (1984) suggested that in order for market segmentation to be effective each of the segments must be distinct, assessable, measurable, and profitable. 
There are four main targeting approaches so the marketing mix to be created, developed and meet the marketing objectives. 
Undifferentiated marketing is used for one marketing mix, targeted towards whole market and marketing mix (Price, Place, Product, Promotion, Distribution), and targets towards everybody. 
Differentiated marketing is used for multiple marketing mixes and consists of different products, targeted towards different segments. 
Focused marketing is for one marketing mix and multiple segments with focus on one segment in particular, who will have control over other segments. 
Customised marketing is used for one marketing mix per customer.
The targeting strategy that Primark is using is differentiated marketing strategy, because there are multiple products and customers could be put into multiple segments. The different segments are based on age, sex, life style, social status and income level. That’s why Primark has a multiple products portfolio that can be targeted to the different various segments. 

· Positioning
The third phase of positioning the product, all the elements of the marketing mix are made to fit a specific place with a particular segment. This can be compared with creating a marketing strategy which is aimed at creating, develop and maintain a desired concept of a product or service in a consumer’s mind.  With researching the market we can identify which factors are the key to consumer’s preference for a specific brand.
Positioning your brand right gives an insight over the performance of the brand and gives important information for marketing communications used to support a brand. Primark has emphasized more on in-store service and convenience and as budget fashion retailer, they might want to maintain their current position of low price, affordable, but also good value for money.
1. Marketing MIX

· Product
The key products of Primark are for babies to grown ups, home and beauty. Each product line has various items which makes the product mix very extensive. They often add new variety of products to each product line. However many people doesn’t see Primark as a quality clothing retailer. 

· Price
Primark targets value seeking customers and promises them to keep up with the latest looks without breaking the bank (Primark Stores Limited, 2020). Primark’s pricing strategy is what attracts millions of customers. They offer cheap and affordable clothing lines for everybody. However, as mentioned above many people don’t look at Primark’s clothes as of good quality ones. Selling low doesn’t by all means good product. 

· Place
Primark’s line of products is available in more than 370 stores around Europe and USA. The biggest store is placed in Birmingham, UK. As mentioned above in the report one of the weaknesses of Primark, is that they are not selling online. As customer’s behavior is changing constantly and unexpected incidents like COVID-19 and BREXIT are happening I think the company should consider going online. They stated a loss of billions of pounds during the pandemic just because everything was online and their competitors made fortune. 

· Promotion

The best promotional strategy that Primark has is probbably word of mouth. Happy customers are spreading the name of the retailer around, posting in social media, talks about it in the local saloon which brings more customers in the shop. Despite not using ecommerce, Primark is using social media such as Facebook, Twitter, Instagram, and Pinterest extensively and gets millions of responses and shares throughout the social media in short periods of time. 
Primark is contributing to a vast amount of social causes which works very positively when it comes to image building. Along with UNICEF in 2018, PRIMARK spent over $4 million to support an education program in Cambodia to help children who are vulnerable and help them stay in school and educate themselves. Its contributions to social causes also work very positively in image building. 


· Process
Different activities of Primark have different processes. Customers are going to Primark basically for everything despite the fact they have to queue for long to pay for their products. Primark’s products are often produced in Asia and then brought back to Europe and the USA where its stores are.

· People

Currently there are more than 70,000 people working in the Primark’s system. Not counting the employment of more than 700,000 workers who are in the supply chain. Despite that fact the company has been accused of neglect because of safety measures and working conditions. A typical example of that is Rana Plaza where a supplier to Primark was located.  Rana Plaza collapsed in less than 90 seconds taking the loves of over 1100 in Bangladesh back in 2013. Primark had to pay $14 million in compensations and it raised the big question of carefully choosing the criteria of how to select suppliers.

· Physical Evidence
The final element of the marketing mix is the physical evidence of the company. The company’s stores are usually very large and some has two floors. However, narrow aisles in some stores are very inconvenient for some customers. Especially, for a disabled person.  

5. Conclusion
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