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EXECUTIVE SUMMARY


[bookmark: BRANCH_1][bookmark: _MV3BS_1]The intent behind this study was to analyse the rise of Primark and in course of doing so, the intent was also to investigate the problems faced by Primark. Based on the SWOT Analysis, PESTEL Analysis and Stakeholder Analysis, the study was able to find the top concerns now for Primark. Hence, Primark needs to have concerns about marketing communication as they currently rely just on word-of-mouth publicity. In a rapidly changing marketing environment, there is a need for a proactive approach towards marketing practices, environmental performance and supplier relationship management. One of the growing concerns for Primark is practising ethical and sustainable business.

1.0 TERMS OF REFERENCE
This report is in response to the request being made by the CEO of Primark. The request was received on the 5th of June 2019. A researcher from the “COMZOO CONSULTANTS LTD” is completing this report. Different types of analysis such as SWOT, PESTEL and STAKEHOLDER analysis are being done to analyse the problems. The conclusion can be helpful in identifying the problems. The report also recommends a few points for future development. This report is expected to be completed by 12th of July 2019. 








2.0 [bookmark: BRANCH_2][bookmark: _Toc14270020][bookmark: _MV3BS_2]PROCEDURE
This report is entirely based on secondary resources like the company’s official website, and other website articles. Moreover, it takes help from various journals and books.  
[bookmark: BRANCH_3][bookmark: _MV3BS_3]

[bookmark: _Toc14270021]2.1 BOOKS, WEBSITES AND JOURNALS
[bookmark: _GoBack]Books: 
Anguelov, N., 2015. The dirty side of the garment industry: fast fashion and its negative impact on the environment and Society. CRC Press.
Gardetti, M.A. and Torres, A.L., 2017. Sustainability in fashion and textiles: values, design, production and consumption. Routledge.

Websites:
Primark.com 2019. Primark UK | Homepage. [online] Primark.com. Available at: https://www.primark.com/en/ [Accessed 10 Jul. 2019].
Fashionunited.uk 2019. Case study on Primark sustainability, ethics, supply chain. [online] Fashionunited.uk. Available at: https://fashionunited.uk/primark-sustainability [Accessed 15 Jul. 2019]. 

Journals:

Caro, F. and Martínez-de-Albéniz, V., 2015. Fast fashion: Business model overview and research opportunities. Retail supply chain management (pp. 237-264). Springer, Boston, MA.
Harris, F., Roby, H. and Dibb, S., 2016. Sustainable clothing: challenges, barriers and interventions for encouraging more sustainable consumer behaviour. International Journal of Consumer Studies, 40(3), pp.309-318.
Rieple, A., Gander, J., Pisano, P. and Haberberg, A., 2015. UK fashion designers working in micro-sized enterprises; attitudes to locational resources, their peers and the market. Industry and innovation, 22(2), pp.147-164.
Rutter, C., Armstrong, K. and Cano, M.B., 2017. The epiphanic sustainable fast fashion epoch. In Sustainability in Fashion (pp. 11-30). Palgrave Macmillan, Cham.


3.0 [bookmark: BRANCH_4][bookmark: _Toc14270022][bookmark: _MV3BS_4]FINDINGS

[bookmark: BRANCH_5][bookmark: _MV3BS_5]One of the major reasons why Primark has a better exists is its capability to innovate and offer trendy clothing, homewares and other accessories. Primark appears to possess a good understanding of ways, which help to reduce the overall production cost. Sourcing materials from mainly Asian countries as part of such excellence of Primark. Primark has its suppliers in Bangladesh, China, India and Vietnam as due to low material cost and labour wages in these countries (Primark.com 2019). 

[bookmark: _Toc14270023][bookmark: BRANCH_7]3.1 INTRODUCTION 
	An Ireland based clothing retailer Primark has its existence in many parts of the world such as the United Kingdom, Austria, Germany, the Netherlands, Portugal and Spain. The company is headquartered in Dublin.
 The success attained in the home country encouraged Primark to expand to other parts of the world (Primark.com 2019). Hence, Primark followed the growth strategy and started looking at other potential business destinations. The United Kingdom was one of the first countries where Primark established and expanded its business. 

                          [image: cid:BF8DEAF6-D3D8-49C0-A589-97103E421482]
Timeline of Primark
(Source: As created by the author )
	

The above figure shows the timeline for Primark. As evident from the above-mentioned timeline, the first store of Primark was established in 1969 in Dublin, Ireland. It now has 38 stores in Dublin. In the United Kingdom, the first store of Primark was opened in Derby in 1973. Now, there are 174 stores in the United Kingdom. 
The success continued further as it is evident from the timeline figure that Primark entered Spain in 2006. Madrid was the location for its first store. In 2008, Primark entered the Netherlands. The year 2009 marked significant success for Primark. The company entered in Portugal, Belgium and Germany. In 2012, the company entered Austria. The year 2013 marked its entry to France. The next year marked two back-to-back openings of stores in Paris. Primark reached the United States, the country with potential consumers in 2015. Boston was the target location for its first store. Primark entered Italy and the Netherlands in 2016 and from June 2019 they open a new store in Ljubljana, Slovenia. (Primark.com 2019).

[bookmark: BRANCH_6][bookmark: _MV3BS_6][bookmark: _Toc14270024][bookmark: _MV3BS_7]3.2 STORE LOCATIONS AND CURRENT PRODUCT PORTFOLIO 
[bookmark: _MV3BS_8]Store Locations:
	As explained through the Primark's timeline as above the company has its stores in a significant number of global locations. These are
The United Kingdom, Ireland, Austria, The United States, France, Germany, Spain, Italy, Belgium, the Netherlands, Slovenia, Portugal. (Primark.com 2019) (see appendix 1) 

Product Portfolio:
	The product portfolio for Primark includes a wide range of items such as clothing items for women, men and kids, and for people of all age groups, homewares, accessories, beauty products, confectionery and footwear. Primark also sells Sephora products at a minimal rate. In the year 2018, Primark included vegan options to address the increasing demand of consumers in the target market. Primark has a cost-leadership advantage over other retailers that include H&M, Zara and Forever 21(Primark.com 2019). 


[bookmark: BRANCH_9][bookmark: _Toc14270025][bookmark: _MV3BS_9]3.3 HOW PRIMARK HAS PLANNED, COMMUNICATED, MONITORED AND REVIEWED PREVIOUS ATTEMPTS TO RESOLVE ITS PROBLEMS
 The accident at Rana Plaza, 24 April 2013, where a building collapsed near Dhaka, Bangladesh, killed 1338 workers and wounding more than 2,000 people, was a wake-up call for Primark to take action immediately in order to improve the ethics and CSR in related white suppliers.  
[bookmark: _MV3BS_11]After this incident, it should be noted that Primark faced various assertions about supply chain management. These were the reasons why Primark worked to bring transparency to communication. Therefore, Primark has developed a global supply map that allows customers to know the story behind their product (Primark.com 2019) 
 Also, the Irish retailer propelled the 'Pashe Achi Project' to guarantee pay beneficiaries hold access to their budgetary remuneration and comprehend their rights. Primark conducts auxiliary overviews in Bangladesh to survey the basic state of the processing plants. Right now, Primark has a group of more than 80 specialists who are committed to maintainability and moral style and who they train their workers, as a part of Ethical Trade Practice. These groups are situated in its nine key sourcing areas such as  China, India, Bangladesh and Turkey and they go as the retailer's "eyes and ears on the ground," According to Katharine Stewart who is the Primark's Director of Ethical Trade and Environmental Sustainability, Primark now normally visits processing plants, especially those where it holds a 'lead' job as far as the Accord. Also, Primark is in successive contact with numerous different industrial facilities. Be that as it may, the future will just tell whether Primark's moral and manageable activities can go a lot more remote than Rana Plaza. 
Primark is working as well, with Cotton Connect and the Self-Employed Women's Association (SEWA). The reason it to helps more than 11,000 female cotton ranchers in India. The object is likewise to expand shopper enthusiasm for Primark's very own reasonable and moral practices. 
Throughout the years, Primark is continually attempting to improve its moral practice. The organization has executed a progression of procedures and activities, which are improving the occupations of its piece of clothing labourers, decreasing its carbon impression, etc. 
Primark was among the primary retailers to sign the Accord on Fire and Building Safety in Bangladesh, started by the Industrial and UNI Global Union. It was additionally one of the first to guarantee the processing plant exploited people and families influenced by the breakdown get money related help and sustenance help quickly following the debacle. 
The worth retailer swore to give both short and long-haul money related remuneration to those influenced by the plant breakdown and has paid a sum of 14 million dollars to date - 11 million of which has gone to labourers and families utilized by its provider, New Waves Bottom. From that point forward Primark has kept on working with nearby accomplices and non-benefit associations to guarantee any assets or bolster they provided for labourers and their families would be secure by offering money related exhortation and direction. (Hendriksz, 2019)


[bookmark: BRANCH_12][bookmark: _Toc14270026][bookmark: _MV3BS_12]3.4 NATURE SCOPE AND IMPACT OF THE CURRENT PROBLEMS FACING PRIMARK 
[bookmark: _MV3BS_14]	Primark is popular worldwide for it's of the Sustainable Apparel Coalition. Under this coalition, Primark aimed to practice replacing plastic with paper bags. Primark claims that they are taking serious initiatives to control their carbon footprint impact. However, on the other hand, they do not publish much of information about their environmental performance. This contradicts to a fact that Primark is taking serious initiatives to control and reduce its carbon footprint impact (Harris, Roby and Dibb 2016). Primark is one of the companies to have received criticism for the collapse of the Rana Plaza disaster. There were safety issues in the Rana Plaza collapse. Due to reputational damages, consumers now have other options as well in the form of H&M and TK Max. 
The current problem such as mentioned in this paragraph suggests that there is an opportunity for Primark to improve its reputation in terms of its environmental performance. However, Primark seems like not utilising these opportunities appropriately. They could have gone and started publishing information on its environmental performance in the public forum. However, there is no such information available in the public forum regarding the environmental performance of Primark (Garcia-Torres, Rey-Garcia and Albareda-Vivo 2017). The impact of current problem will just be strengthening the preconceived notion of consumers for the fast fashion industry. Consumers perceive that fast fashion companies are highly unethical and unsustainable. Consumers are not aware of any clear goals and objectives of Primark to minimise its carbon footprint impact. It is due to their lack of communication. A team of Ethical Trade and Environment Sustainability is being developed to communicate the Primark’s ethical performance. However, auditing is not done throughout the production process. Instead, auditing is only done at the end of the production process (Mo 2015). Such a process can never assure fair labour practices and quality work output. Primark claims that it is moving towards complete sustainability by being vocal to animal welfare. On the other hand, the company does not even share information on the sources from where various raw materials are sourced. 



















[bookmark: BRANCH_15][bookmark: _Toc14270027][bookmark: _MV3BS_15]3.5 ANALYSIS OF PRIMARK
To make an analysis of Primark the researcher use a SWOT analysis, PESTLE and STAKEHOLDER analysis, in order to identify problems.
[bookmark: BRANCH_16][bookmark: _Toc14270028][bookmark: _MV3BS_16][bookmark: _MV3BS_17]3.5.1 SWOT ANALYSIS 
This section does a SWOT analysis of Primark to identify the areas where Primark has opportunities and can still improve.




[image: ]


[bookmark: BRANCH_18][bookmark: _Toc14270029][bookmark: _MV3BS_18]3.5.2 PESTLE ANALYSIS
Political Factors:
	Brexit attracted debates from within and outside the country. The consequence of Brexit can be severe in many industries. Like many industries, the fast fashion industry is also going to absorb the pressure of Brexit. However, Primark might just be lucky as it sources its majority of supplies from the Asian countries. The only area of concern could be the labour supply as the UK labour force consists of a significant number of people from various regions in Europe (Chan, Ngai and Moon 2017). 
Economic Factors:
	The United Kingdom enjoys one of the strongest economies in the world. However, there are uncertainties looming around the country’s economy since the Brexit referendum. In recent years, the minimum ages did not rise in terms of rising in the prices (Chan, Ngai and Moon 2017). This is good from the perspective of Primark. 
Social Factors:
	Social factors are majorly favourable for Primark. The country has a healthy population. It comprises of people from various parts of the world, as it is open to migration. The standard of living is high, which means Primark should keep offering products at affordable price range (Chan, Ngai and Moon 2017). Primark can do best with these conditions if it capably understands the demand of the diverse population. 
Technological Factors:
Environmental Factors: 
Legal Factors:
(see appendix 2)




 

[bookmark: BRANCH_19][bookmark: _Toc14270030][bookmark: _MV3BS_19]3.5.3 STAKEHOLDERS ANALYSIS
[bookmark: BRANCH_20][bookmark: _MV3BS_20]
  STAKEHOLDERS 
	The stakeholders for Primark are Customers, Trade Unions, Shareholders, Government, Non-Government Organization, Communities, Workers and Suppliers. Primark has a great interest in the profits of its stakeholders. The management personnel is very influential. On the other hand, customers have less interest in the company and hence, they possess a minimal impact on the management's decision (Primark.com 2019). Despite this being the fact Primark gives utter significance to its customers as it knows they are vital for their success. 

Suppliers

Staff
Customers

PRIMARK
Primary Stakteholders

Communitie
Secondary Stakeholders

Banks

Government

Trade Unions

Media


Primary stakeholders




Shareholders

competitors

Non-guvernamental Associations




3.5.4 STAKEHOLDER ANALYSIS DIAGRAM 
Influence of stakeholders
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Non-Governmental Bodies
They help in resolving workers’ issues
· Employees- provide labor and services 
·  Suppliers- supplies the products 
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· Government: They influence the business by playing their role in stores expansion. 
· Communities: They influence Primark to adopt CSR related policy. 
· Customers: Concerned about ethically produced product
· Shareholders: They are the Primark’s investors
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Figure 2: Stakeholder Analysis
(Source: As created by the author)


Concerns of stakeholders:
· Customers: They give importance to ethically sourced quality products. Primark should continually invest in improving its understanding of customers. This is one most powerful way to remain competitive in the long-term.
· Suppliers: They make products for Primark. Primark has faced allegations for child labour in the past. Hence, they should have policy and practice in place to control their suppliers from unfair labour practices.
· Government: They influence the business by playing their role in stores expansion. Without their approval, Primark will not be able to open up a new store. 
· Non-Governmental Bodies: They help in resolving workers’ issues. 
· Communities: They influence Primark to adopt CSR related policy. 
· Shareholders: They are the Primark’s investors. 
· Employees: It comprises of both outsourced factory workers and its employees. The list of employee’s various organisational members such as managerial personnel. Primark can face a challenge for their employee-related policy. They have already faced allegations for allowing child labour and unfair labour practices.  (Primark.com 2019)
[bookmark: _MV3BS_21]	The above diagram is a representation of the stakeholders’ analysis. The figure shows that each stakeholder shares power and interest to Primark, which vary from one to another stakeholder. The diagram shows that Primark should keep its shareholders, communities, government and non-government members as satisfied to control the problems from growing and to resolve it as well. 
Various scholarly articles suggest that government intervention into business is growing due to many reasons such as because of the growing environmental challenges like increasing greenhouse gas emission (Riahi et al. 2017). Continuous innovation is required to control and reduce the carbon footprint impact of Primark (Lee and Min 2015). Moreover, community wellbeing such as by providing employment opportunity is needed to become a corporate that is socially responsible (Pettigrew and Smith 2017). Working towards these areas should improve the business performance for Primark, which is necessary to keep the interest level of shareholders and non-governmental body alive in the brand (Chiu 2016). Employee management is utterly important to develop skills, which will help to tackle the increased work responsibility due to increased business activity in the future in Primark (Albrecht et al. 2015). Primark should regularly inform its customers on different business activity through possible media channels such as social media channels. It is necessary to increase customer loyalty on Primark (Shan et al. 2015). There is a minimum effort required to monitor the business performance of the suppliers. This will help Primark control unethical practices such as child labour, which is very common due to ineffective bonding between suppliers and the business (O'Brien 2018). 


[bookmark: BRANCH_23][bookmark: _Toc14270031][bookmark: _MV3BS_23]4.0 CONCLUSION

[bookmark: _MV3BS_24]	The types of analysis done in this study suggest that Primark faces problems due to its ineffective communication policy. It prefers word of mouth publicity to digital communication. Moreover, they do not have an effective auditing team to crosscheck the practices across its manufacturing sites. The cases like “Rana Plaza Collapse” suggests that there is a room for improvement (Fashionunited.uk 2019). 


[bookmark: BRANCH_25][bookmark: _Toc14270032][bookmark: _MV3BS_25]4.1 An OVERVIEW OF THE CURRENT SITUATION OF PRIMARK IN TERMS OF STRENGTHS/WEAKNESSES 
[bookmark: _MV3BS_26]On a concluding note, it can be said that Primark has largely failed in controlling and addressing criticism for ethical and sustainable practices. There are rooms for improvement. They should work to improve their communication strategy. There is a need to switch to a more effective advertising strategy rather than word of mouth publicity. At the moment Primark has a team of over 80 experts dedicated to sustainability, ethical fashion and worker training as part of their Ethical Trade Team. These teams based in its nine key sourcing locations, such as China, India, Bangladesh and Turkey, act as the retailer's "eyes and ears on the ground," according to Katharine Stewart, Primark’s Director of Ethical Trade & Environmental Sustainability. Primark regularly visits factories where it holds a ‘lead’ role in respect to the Accord and is in frequent contact with all other factories, which it supplies from. But Primark’s ethical and sustainable initiatives go much further than Rana Plaza” (Fashionunited.uk 2019). There is also a need to innovate to reduce its carbon footprint impact to operate peacefully in the country.  
[bookmark: BRANCH_27][bookmark: _Toc14270033][bookmark: _MV3BS_27]4.2 THE MAIN AREAS OF CONCERN TO PRIMARK
	The main areas of concerns based on SWOT and PESTEL analysis of Primark are meeting the established perception of customers and improving its marketing communication practice. Instead, Primark has developed a negative perception such as the brand is less ethical and produce low-quality products. Dependency on various clothing manufacturers is a concern, as Primark does not have good control of these manufacturers. Primark has received allegations for working conditions at their suppliers’ manufacturing sites. Advertising and promotion is another area of concern. 

[bookmark: BRANCH_28][bookmark: _Toc14270034][bookmark: _MV3BS_28]4.3 THE MAIN AREAS OF STRENGTH AND STAKEHOLDERS WHO COULD ASSIST THE ORGANISATION IN RESOLVING Its PROBLEMS 
There are various problems identified in Primark as identified in the analysis section of this task. Those areas include marketing communication, effective control on suppliers and environmental performance. Primark would require a significant contribution from its key stakeholders to address these problems. These key stakeholders are (Rieple et al. 2015):
For Improved Marketing Communication: The shopping behaviour of customers will help to understand the market expectations. Hence, the necessary amendments to the marketing strategy can be made. Employees working at various levels in the marketing team should enhance their marketing skills to help Primark engage in effective marketing. Marketing professionals should facilitate an exchange of information between them. Moreover, the spokesperson of Primark can further the marketing capability of Primark by effectively addressing any ethical issue. 
Environmental Performance: The role of the local and international government could be effective in improving environmental performance. Their guidelines on corporates’ responsibility towards the environment should be taken on a positive note by decision-makers in Primark. This will help to devise strategy such as increasing usage of renewable energy to improve environmental performance. 
Effective Supplier-Relationship Management: Decision-makers by working closely with suppliers with the help of technology such as enterprise resource planning (ERP) can have a good track of their suppliers and their business infrastructure.   

[bookmark: _MV3BS_31]
[bookmark: BRANCH_32][bookmark: _Toc14270035][bookmark: _MV3BS_32]5.0 OPTION
	There are various options, which can be considered to improve practices in the highlighted areas. Primark should be more aggressive in terms of advertising its products using trendy advertisement channels. The list of trendy advertisement channels includes but not limited to Facebook, Twitter, YouTube, Newspaper Advertisement, Popular Magazines, TV Adverts and so forth. Working with suppliers in Asian countries is a necessity to keep the production cost low. Due to the growing demand for clothes and other accessories, the suppliers are under tremendous pressure. At least, Primark should know the working conditions at the suppliers’ firms (Ceccagno 2017). With effective supplier relationship management, Primark should be able to improve the condition a bit. There is a need for fair labour practice to avoid child labour and to promote ethical practice (Proctor 2009). 

[bookmark: BRANCH_33][bookmark: _Toc14270036][bookmark: _MV3BS_33]5.1 PLAN FOR SUPPLIERS
For sustainable business practice, Primark should have plans to improve the suppliers' performance (Godhania 2015):
· The biggest problem of working with third-party manufacturers is a fact that these manufacturers do not have awareness of the sustainable business practice. Due to the rapid demand for clothes and other items, suppliers even encourage child labour. These things should be controlled. 
· Primark should promote ethical practices. This will help suppliers understand the growing concern for sustainable business practice. 
· [bookmark: _MV3BS_34]By doing an occasional inspection of the suppliers’ sites Primark can get awareness on the working conditions and hence, can communicate the urgency to practice ethical business







[bookmark: BRANCH_35][bookmark: _Toc14270037][bookmark: _MV3BS_35]6.0 APPENDICES
[bookmark: _Toc14270038]Appendix 1: Biggest Stores Locations in Europe and USA

The United Kingdom: Primark has close to 174 stores in the United Kingdom. The stores are mainly in shopping centres and on high streets. There are few stores in the retail park as well. This can be assumed as an opportunity being felt by the company. They should further the number of stores in the retail park.
Ireland: Ireland is among the countries where Primark has a huge number of stores. It has stores in regions like Carlow, Clonmel, Cork, Dundalk, Dún Ballina, Ennis, Galway, Castlebar, Limerick, Longford, Kilkenny, Portlaoise, Killarney, Newbridge, Tralee, Sligo, Santry, Wilton, Wexford and Waterford, Dublin, Laoghaire, Letterkenny, Navan, Mullingar, Rathfarnham, Athlone and Drogheda.
Austria: Primark has its stores in regions like Graz, Vosendrof and Pasching, Innsbruck and Gerasdrof bei Wien. 
The United States:	The locations include Boston, Braintree, Danbury, Freehold, Willow Grove, Brooklyn, Burlington, Staten Island and King of Prussia. 
France: Primark has a very good presence in France. It has stores in regions such as Creteil, Bordeaux, Le Havre, Lille, Lyon, Metz, Cagnes-sur-Mer, Serris, Evry, Toulouse, Dijon, Marseille, Paris, Metz and La Valette-du-Var. 
Germany: In Germany, it has stores in regions like Bremen, Bielefeld, Essen, Hamburg, Karlsruhe, Frankfurt, Braunschweig, Stuttgart, München, Mannheim, Wuppertal and Saarbrucken, Berlin, Cologne, Dresden, Dortmund, Hannover, Krefeld, Leipzig, Gelsenkirchen, Weiterstadt, Kaiserslautern, Ingolstadt and Münster.
Spain: Primark has a significant presence in Spain. The locations where its stores are include Algeciras, Almería, Cadiz, Camargo, Badajoz, Albacete, Las Palmas, Logroño, Churra, Malaga, Pamplona, Murcia, Castellón de la Plana, Ruzafa, Vitoria-Gasteiz, Santiago de Compostela, Valladolid, Zaragoza, Oviedo and Tarragona, Barcelona, Bilbao, Armilla, Huelva, Cordoba, Coruña, Gran Canaria, Madrid, Orihuela, Palma, Alicante, Roquetas de Mar, Sevilla, Valencia, Majahonda and Santa Cruz de Tenerife.
Italy: The stores are in locations such as Brescia, Campi Bisenzio, Verona and Arese. 
Belgium: In Belgium, there are stores in Antwerp, Ghent, Liege, Charleroi, Brussels, Hasselt and Bruxelles. 
TheNetherlands: Primark has a very good presence in the Netherlands. The number of locations incudes Almere, Alkmaar, Amsterdam, Eindhoven, Nijmegen, Enschede, Hilversum, Zoetermeer, Venlo, Zwolle and Zaandam, Dordrecht, Groningen, Tilburg, Hoofddorp, Utrecht, Rotterdam, Den Haag and Arnhem.
Slovenia: Primark has only one store in Slovenia in Ljubljana. 
Portugal: Primark in Portugal has stores in Almancil, Braga, Lisbon, Porto, Portimao and Almada. 
[image: ]


	 (Source: Stores.primark.com, 2019)

[image: ]
(Source: Stores.primark.com, 2019)







[bookmark: _Toc14270039]Appendix 2:  PESTLE ANALYSIS
Technological Factors:
	The UK is one of the most technically advanced countries in the world. London is the hub for both technological and financial institution. Technological advancement in the country is creating an opportunity for the youth (Chan, Ngai and Moon 2017). Primark will be able to attract talents from across the country by switching to new technologies in course of their progress towards sustainable practice.
Environmental Factors:
	Environmental pollution will keep adding pressure on Primark. Primark has faced criticisms in the past for its environmental performance. Hence, there is a growing opportunity in the form of reducing its carbon footprint impact. Strategy making alone will not help. Instead, some use of appropriate technology to monitor its environmental performance and switching to a renewable form of energy could do a thing for Primark (Chae and Ko 2016). 
Legal Factors:
	Primark needs to consider a few laws and legislation on a serious note. For example, they need to implement the guidelines of the Employment Act 1196 to ensure no exploitation of employees, as well as their rights, takes place. Primark should promote inclusion and diversity in the workplace to promote practising the Equality Act 2010. In addition, Primark should also be ethical in terms of leave policy such as maternity leaves, minimum wage act, paternity leaves, holidays, pension, sick leaves and so forth (Gardetti and Torres 2017). 
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