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Primark, the international low-cost fashion retailer, was founded in 1969 in Ireland as Penneys and quickly expanded its presence, including in the UK from 1974 (Primark Corporate, n.d). With over 450 stores in 17 countries, Primark has established itself without a traditional advertising strategy, relying on affordable prices and the in-store experience (Grewal et al., 2019).
In a competitive industry such as British retail, marketing strategies directly influence company success (Statista, 2023). Unlike rivals that invest in TV and digital advertising, Primark focuses on strategic store positioning, social media, and customer referrals (Doyle, 2021). This minimalist strategy raises questions regarding its long-term effectiveness and impact on consumer behaviour (Kotler and Keller, 2023).
Although Primark does not follow conventional intensive promotional strategies, its continued success in attracting and retaining customers highlights the importance of a well-implemented, low-cost marketing strategy (Doyle, 2021). Unlike competitors who invest heavily in digital or television campaigns, Primark relies on strategic store locations, social media engagement, and word-of-mouth recommendations to enhance its visibility (Chaffey and Ellis-Chadwick, 2022). This minimalist yet effective marketing model has enabled the company to become a leader in its segment without requiring extensive advertising budgets (Fernie and Sparks, 2023).
However, the success of this strategy raises questions about its efficiency in a constantly evolving market and its impact on consumer behaviour (Kotler and Keller, 2023). Burt and Sparks (2020) and Hermann (2021) indicate that low-cost strategies produce varying results depending on consumer segments and market conditions. Zentes, Morschett, and Schramm-Klein (2022) found that low-cost retailers with strong social media engagement can enhance consumer loyalty without significant advertising investments. However, research on Primark mainly focuses on financial performance, lacking a deeper examination of its marketing impact.
Thus, this research proposal aims to analyse and clarify how Primark's low-cost marketing strategy has contributed to its success in the UK. Through a comprehensive examination of marketing tactics and consumer perceptions, this study will contribute to a better understanding of the effectiveness of such strategies in a competitive environment. 
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This study aims to evaluate Primark's low-cost marketing strategy's impact on its success in the UK retail market. By analysing the effectiveness of Primark's unique approach to minimising traditional advertising while leveraging social media, word-of-mouth, and in-store experiences, this research seeks to determine how such strategies influence consumer behaviour and brand performance.

Objectives

1. To identify and analyse Primark's key low-cost marketing strategies and how they differ from traditional marketing approaches in the retail industry.
2. To examine consumer perceptions of Primark's marketing approach and its influence on purchasing behaviour and brand loyalty.
3. To evaluate the effectiveness of Primark's reliance on word-of-mouth and social media marketing as opposed to conventional advertising methods.
4. To compare Primark's marketing success with that of other low-cost fashion retailers operating in the UK market.

Research Questions 

1. What are the main components of Primark's low-cost marketing strategy?
2. How do consumers perceive and respond to Primark's marketing approach?
3. What role do social media and word-of-mouth play in driving Primark's brand success?
4. How does Primark's marketing strategy compare to other low-cost fashion retailers?
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 Compared with Other Discount Fashion Retailers

Comparing Primark's marketing strategy with other low-cost fashion retailers reveals distinct differences. Unlike H&M and Zara, which invest in e-commerce and digital marketing, Primark focuses exclusively on physical stores, leveraging organic social media exposure (Goworek et al., 2020). This decision aligns with their cost leadership strategy, prioritising affordability over convenience (Kotler and Keller, 2023).
Additionally, Primark's reliance on word-of-mouth marketing and social media engagement contrasts with traditional advertising methods employed by other retailers (Chaffey & Ellis-Chadwick, 2022). Research indicates that social media-driven engagement can enhance brand perception and drive foot traffic without extensive advertising costs (Zentes, Morschett & Schramm-Klein, 2022).

 Sustainability of Primark's Low-Cost Marketing Strategy

The sustainability of Primark's low-cost marketing strategy in an evolving retail environment remains a crucial discussion point. As the retail industry becomes increasingly digitised, the lack of an online sales platform may pose a long-term challenge (Doyle, 2021). However, Primark's strong brand identity and in-store shopping experience continue to attract price-sensitive consumers (Blythe, 2022).
Despite this, studies suggest that the integration of omnichannel marketing could enhance customer engagement and brand loyalty while maintaining cost efficiency (Solomon, Marshall, and Stuart, 2023). The long-term viability of Primark's strategy will depend on its ability to balance affordability with evolving consumer expectations in the digital landscape.

 Low-Cost Marketing Strategies in the Retail Industry

[bookmark: _Hlk190698846]In the retail sector, successful low-cost marketing strategies are built on three pillars: operational cost efficiency, strategic brand positioning, and digital marketing exploitation (Fernie and Sparks, 2023). Discounters like Aldi and Lidl have leveraged these strategies by emphasising affordability and simplicity while minimising advertising expenditure (Zentes, Morschett and Schramm-Klein, 2022). Similarly, Primark differentiates itself from competitors like H&M and Zara by maintaining minimal promotional spending while maximising foot traffic through prime store locations (Grewal et al., 2019). 
Retailers adapting to economic constraints have recently adjusted their product offerings to attract cost-conscious consumers. For instance, Target and Walmart have launched budget-friendly collections, capping prices at £10 to appeal to low-income shoppers during the holiday season (Reuters, 2024). This reflects a broader industry trend, with brands shifting towards value-driven marketing strategies to sustain consumer demand (Statista, 2023).

 Primark's Marketing Approach and Competitive Advantage

Primark's marketing strategy is unique within the fast-fashion industry. It relies on in-store experiences, word-of-mouth recommendations, and organic exposure through social media rather than traditional advertising. Research suggests Primark's decision to avoid e-commerce in favour of physical retail expansion has contributed to its cost efficiency and brand differentiation (Burt and Sparks, 2020).
While competitors invest heavily in digital marketing, Primark strategically uses Instagram and TikTok to generate organic engagement without substantial advertising budgets. According to Fernie and Sparks (2023), retailers that develop brand engagement through unpaid channels can build strong consumer loyalty, reinforcing Primark's approach.


Gaps in the Literature Review

Although extensive research exists on retail marketing strategies, studies specifically analysing the long-term impact of low-cost marketing approaches remain limited (Doyle, 2021). Most research focuses on financial performance rather than consumer behaviour insights related to budget-conscious marketing tactics.
This study aims to fill this gap by providing an in-depth analysis of how Primark's low-cost marketing model contributes to its competitive positioning in the UK. Examining consumer perceptions and strategic marketing decisions will offer valuable insights for retailers adopting similar approaches. This research uses a quantitative, questionnaire-based methodology to analyse consumer attitudes towards Primark's marketing strategy. 

Theoretical Framework: Maslow's Hierarchy of Needs

This research will use Maslow's (1943) hierarchy of needs theory to understand Primark's consumer behaviour. According to Maslow, human needs are organised in a five-level pyramid, from physiological needs, which are considered fundamental, to self-actualisation, which reflects personal development and individual fulfilment (Maslow, 1954).
In Primark's case, low prices meet physiological needs, providing consumers with affordable clothing. Safety needs are addressed through stable pricing and sustainability initiatives like Primark Cares, catering to ethical buyers. Primark's ability to offer fashionable clothing on a budget reflects the need to belong. Esteem needs are fulfilled by accessible products that boost confidence without high costs.
For self-actualisation, consumers who invest sustainably may see Primark as an ethical choice, enabling responsible purchases at low prices. Maslow's theory supports the appeal of Primark's low-cost strategy and consumer loyalty (Kotler and Keller, 2023).
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Research Design

This study adopts a quantitative approach, using structured questionnaires to assess consumer perceptions of Primark's marketing strategy. This method ensures measurable and replicable results (Bryman, 2021). The study will use structured surveys (questionnaires) to gather statistical insights into consumer perceptions, purchasing behaviour, and brand loyalty concerning Primark's marketing strategy (Saunders, Lewis, and Thornhill, 2023).
Quantitative research provides objective and replicable results, making it particularly useful for identifying trends and correlations between marketing strategies and consumer behaviour (Bell, Harley, and Bryman, 2022). Unlike qualitative research, which relies on subjective interpretations, a quantitative approach ensures a structured and systematic analysis of the data collected (Creswell and Creswell, 2023).
This research follows the positivist paradigm, which advocates using objective measurements and statistical analysis to explain consumer behaviour (Collis and Hussey, 2021). In addition, a deductive approach is adopted, starting from general theories about the effectiveness of marketing strategies and testing specific hypotheses through data collection (Saunders, Lewis and Thornhill, 2023).
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To collect data, a questionnaire will be distributed to consumers who have shopped at Primark in the UK. The questionnaire will measure consumer attitudes toward Primark's marketing strategy, purchasing motivations, and overall brand perception. The survey will consist of closed-ended questions to facilitate quantitative analysis. The questionnaire will be designed using Google Forms or Microsoft Forms, and responses will be anonymised to ensure participant privacy (Saunders, Lewis, and Thornhill, 2023).
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The study will employ a non-probability purposive sampling method to target individuals who are Primark customers. This approach ensures that responses reflect the views of active Primark customers while maintaining feasibility within the study's constraints (Hair, Page, and Brunsveld, 2021).
The sample will include:
· 50 respondents who have shopped at Primark at least once in the past six months.
· A diverse group of respondents across different age groups, income levels, and locations in the UK.
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Data collected through questionnaires will be analysed using statistical software such as SPSS or Excel. The analysis will begin by applying descriptive statistics to summarise consumer perceptions, using indicators such as means, standard deviations, and frequency distributions. These methods will provide a clear picture of how respondents perceive Primark's marketing strategy.
Correlation analysis will be applied to determine the relationship between Primark's marketing strategies and consumer loyalty. This will allow the identification of connections between the different variables studied, such as shopping frequency and satisfaction with the store experience. In addition, regression analysis will be used to assess the extent to which marketing strategies influence consumer purchasing decisions.
This technique will help determine the real impact of low-cost marketing tactics on consumer behaviour. Applying these methods provides a rigorous and structured approach to interpreting responses and identifying behavioural trends of Primark consumers (Field, 2022). 
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This research adheres to ethical guidelines set out by the British Psychological Society (BPS, 2022) for participant protection and data integrity. All respondents will be informed of the study's purpose and their right to withdraw at any time, thus ensuring informed consent. Also, no personally identifiable data such as names or addresses will be collected, guaranteeing participants' anonymity and confidentiality.
Participation will be voluntary, and respondents will not be pressured to complete the questionnaire. In addition, all data collected will be protected and stored securely and used exclusively for academic purposes. Compliance with these principles will ensure that the study meets ethical standards in academic research (Saunders, Lewis, and Thornhill, 2023).
The precise formulation of the questionnaire questions and the selection of a relevant sample of Primark consumers ensure the validity of this study and guarantee the accurate measurement of the analysed concepts (Hair et al., 2022). Reliability is maintained using a standardised questionnaire, allowing for consistent and reproducible results (Pallant, 2020). 
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One key limitation is the small sample size of 50 respondents, which, while offering insights into consumer perception, does not fully represent all Primark shoppers. Additionally, the quantitative-only approach prevents a deeper exploration of consumer motivations, as questionnaires lack the depth of interviews or direct observations. While this method effectively identifies general trends, the absence of qualitative data may restrict a more detailed understanding of consumer behaviour.
In addition, the participants' answers may be influenced by respondent bias, which means that some may over- or under-estimate their purchasing behaviours. External factors such as economic changes, inflation, or the cost-of-living crisis can influence consumers' perceptions of prices and marketing strategies. These external variables cannot be controlled in the study, which may affect the interpretation of the results.
Lastly, the lack of access to Primark's internal data is another research limitation. The study is based on consumer perceptions, which do not include access to detailed information about sales, internal business strategies, or the company's financial analysis. This limits the ability to assess the direct impact of low-cost marketing on brand financial performance and requires supplementing the results with future studies that include such data.
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This research analysed the impact of Primark's low-cost marketing strategy on its success in the UK, highlighting its influence on consumer perception and purchasing behaviour. The study showed that Primark strengthened its market position through affordable prices, in-store experiences, and alternative promotions such as social media and word-of-mouth marketing.
Applying Maslow's Hierarchy of Needs showed that Primark meets basic consumer needs by offering essential products at low prices and social and esteem needs by making fashion accessible to a wide audience—the quantitative methodology allowed for collecting relevant data through questionnaires, facilitating detailed consumer behaviour analysis.
The results are helpful to retailers and marketers, providing insights into the effectiveness of low-cost strategies. However, the study has limitations, such as sample size and lack of access to internal company data. Future research could explore qualitative approaches or comparisons with other retailers.
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Questionnaire – Primark shoppers

1. What is your age?
 	☐ Under 18 years
☐ 18-24 years
☐ 25-34 years
 	☐ 35-44 years
☐ 45-54 years
☐ 55+ years
2. How often do you shop at Primark?
☐ Once a week or more often
☐ Once a month
☐ Once every 2-3 months
 	☐ Once every 6 months
☐ Rarely / Never
3. What are the main reasons you shop at Primark? (Select all that apply)
☐ Affordable prices
☐ Wide range of products
☐ Fashion trends
☐ The quality of the products
☐ The store experience
☐ Proximity to shops
 ☐ Other reasons (Please specify): ________________

4. When was the last time you bought a product from Primark?
 	 ☐ In the last week
 ☐ In the last month
 ☐ In the last 3 months
 ☐ In the last 6 months
 	 ☐ More than 6 months ago

5. How did you first find out about Primark?
 ☐ Through family/friends (Word-of-mouth)
 ☐ Social networks (Facebook, Instagram, TikTok)
 	 ☐ Visiting a physical store
 ☐ Online advertising
 ☐ TV advertising
 ☐ I do not remember

6. How much are you influenced by Primark's prices when purchasing? 
 ☐ 1 - Not influenced at all
 ☐ 2 - Slightly influenced
 ☐ 3 - Moderately influenced
 ☐ 4 - Highly influenced
 ☐ 5 - Extremely influenced


7. How important is the lack of traditional advertising (TV, online ads) in your decision? Buying from Primark? (Likert scale 1-5)
☐ 1 - Not at all important
☐ 2 - Slightly important
 	☐ 3 - Moderately important
 	☐ 4 - Very important
 	☐ 5 - Extremely important

8. How effective is Primark's marketing strategy (e.g., social media, word-of-mouth, in-store experience)? (Likert scale 1-5)
☐ 1 - Not effective at all
☐ 2 - Little effective
☐ 3 - Moderately effective
☐ 4 - Very effective
☐ 5 - Extremely effective

9. How likely are you to recommend Primark to friends or family? (Likert scale 1-5)
 ☐ 1 - Not at all likely
 ☐ 2 - Unlikely
 	 ☐ 3 - Moderately likely
 ☐ 4 - Very likely
 ☐ 5 - Extremely likely
10. Would you remain loyal to Primark if another low-cost retailer offered similar prices?
 ☐ Yes, Primark is my favourite brand
 	 ☐ Maybe, depending on quality and experience
 ☐ No, I would try another retailer

11. Which of the following reasons make you buy from Primark? (Select all that apply to you)
 ☐ Affordable prices and essential products (Basic needs)
☐ Stable prices and sustainable initiatives (Safety needs)
☐ Fashion trends and recommendations from social groups (Social Needs)
☐ Fashion ability and confidence in personal appearance (Esteem Needs)
☐ Choosing Primark as part of personal style and ethical values ​​(Self-actualisation)
☐ Other (please specify): _______________

12. What improvements do you think Primark could make to its marketing strategy? (Open answer)
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