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Introduction
Marketing is regarded as the function of an organisation to attract audiences to the business. The marketing strategies of an organisation include various fundamentals such as market segmentation, targeting, positioning, marketing mix strategies, etc. for attracting new customers and retaining the old ones (Deepak and Jeyakumar, 2019). For this study, Primark has been chosen to evaluate its segmentation, targeting, positioning strategies, and marketing mix. A brief overview of the company will be provided. Both the advantages and disadvantages regarding market segmentation are going to be provided to understand the process appropriately. 4Ps marketing mix strategy will be included to understand Primark’s marketing strategies appropriately. 
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Figure 1: Primark Store (Primark, 2023)
Primark is an international clothing retailer that employs more than 72,000 people in about 15 countries (Primark, 2023). It is founded in Ireland in 1969. This leading organisation has the aim of providing its customers with affordable choices from a range of high-quality essentials to stand-out styles across women, men, and kids. The goal of this organisation is to bring affordable clothing to Ireland. The vision of this company is to produce more sustainable fashion that is affordable to everyone (Primark, 2023). Affordability is at the heart of Primark and this business is focused on providing their clothes a longer life and protecting life on the planet. The first store of Primark was opened in Dublin and the first UK store opened in Derby in 1974 (Primark, 2023). At the present time, Primark has 191 stores across the United Kingdom which is its largest market. This business keeps its strong Irish roots in its clothing. Digital plays a significant role in sharing the story of Primark and engaging the customers. This business has 24m fans across all the social channels and it has a brand-new customer website to increase the availability of clothes by store. 
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According to Kottler, segmentation, targeting, and positioning (STP) are the essence of strategic marketing (Fadhillah, and Anam, 2023). According to this author, marketing strategy refers to the process of creating, communicating, and delivering value to a target market at a profit. It is important to focus on this STP analysis of a market in order to develop a crucial and effective marketing strategy to attract customers. 
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Figure 2: STP Analysis (Fadhillah and Anam, 2023).
The STP analysis of Primark along with the advantages and disadvantages is in the following:
Segmentation
Market segmentation is crucial for companies to increase market opportunities while decreasing the overall costs of the company. Market segmentation is effective in dividing the entire target market into sub-categories by age, gender, sex, consumer preferences, etc. (Plomaritou, and Menelaou, 2020). Dividing the customers into small categories is effective for targeting specific consumers. This organisation has divided its customers based on consumer practices, age, way of life, societal position, sex, pay level, etc. Primark has used demographic, psychographic, geographical, and behavioural segmentation for its target market (Gelsbo, 2020). 
Demographic segmentation
For demographic segmentation, this organisation is focusing on more young people and kids to sell its products and services. Both the male and females were segmented appropriately to sell the clothing items of Primark. Income is another variable in the demographic segmentation which divides the target group effectively. For example, everything Primark is doing is built around affordability (Primark, 2023). This affordability is helpful in attracting people from all income groups. Lower to middle-income groups are offered cheaper products by Primark which is a result of demographic segmentation. 
Psychographic segmentation
The psychographic segmentation of Primark is based on social class, lifestyle, customer preferences and personal characteristics, etc. (Plomaritou, and Menelaou, 2020). For example, the products of Primark can be effective for all social classes including the lower, middle, and upper classes. Customers prefer trendier and affordable clothes and Primark is focusing on creativity, innovation, etc. to make the clothes trendy as stated earlier, affordability is at the heart of this business which is another preference of customers. 
Geographic segmentation
For geographical segmentation, Primark divides its market into nations, regions, cities, etc. Primark is doing its business across 15 countries and in the UK, it has opened stores one after another in Dublin, Derby, Madrid, Spain, etc. considering the geographic segmentation (Gelsbo, 2020). 
Behavioural segmentation
The behavioural segmentation of Primark is based on the behaviours of the customers such as the attitude of customers, response to a particular product or service, and knowledge and use of the products and services by Primark. Marketing segmentation is advantageous for Primark as it helps in increasing the efficiency of resources and it directs the business to use a specific approach to strengthen the brand image. It helps in retaining customers, increasing competitive advantages, and profitability. However, the disadvantage of market segmentation is that it increases the level of complexity in the product line as it focuses on a large market and divides it into groups which make the product line processes more complex. 
Targeting
Target market of Primark
Primark has developed a clear understanding of the preferences and demands of its customers that helps in targeting specific customers. It has targeted fashion-conscious people who are under 35 (Primark, 2023). Primark has adopted the cost leadership strategy. This strategy shows that Primark has cost privilege over its market competitors. The targeting strategy used by Primark is the differentiation targeting strategy as Primark produces multiple varieties of products for its wide range of customers (Kreutzer, 2023). The target customers are both men, women, and kids, hence, this differentiation targeting strategy is crucial for this business to attract its different customer base. The age, sex, income levels, lifestyles, social classes, etc. are different for Primark’s customers. The advantage of this differentiated targeting strategy is that Primark can acter varied needs of the customers effectively that helps in retaining the customers in the business. Specific disadvantages of this targeting strategy are that this can direct in increasing the cost of marketing strategies as different products need different strategies. However, it cannot be denied that this strategy has been proven to be effective for Primark to satisfy the needs of its varied range of customers across 15 countries. 
Positioning
The brand positioning of Primark has been crucial for understanding the performance of this organisation. Through effective marketing communications such as advertising and social media marketing, Primark is able to provide its customers with the necessary information that helps in influencing the customers to buy the products or develop a greater understanding of the products and services. The in-store design and experience are regarded as crucial parts of Primark’s attraction to customer (Manly, 2021). This organisation has created an innovative store environment for inspiring and engaging customers. The positioning of Primark in the target market has helped in increasing its brand awareness by 95% in the UK (Statista, 2023). The popularity of this business is 49% which means the brand has an effective positioning among customers. 
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Figure 3: Primark's brand awareness, popularity, usage, loyalty, and buzz (Statista, 2023B)
In 2019, the net worth of Primark in the UK was 1.1 billion British pounds (Statista, 2023B). This worth was four times more than the worth recorded in 2010 which shows that the company has grown successfully by using effective market positioning. The below picture is effective to show the growth of this company during the previous years which is considered to be stable. The slogan of Primark is “Look good pay less’ (Gaur, 2021). This helps in creating a great position in the hearts of the customers as this business aims to provide cheap fashionable clothes to its customers. The unique selling point of Primark is its pricing which is another crucial point to create a great positioning in the market. This business organisation focuses on main word-of-mouth marketing. However, social media marketing is also used by Primark. Facebook, Twitter, Pinterest, YouTube, and Instagram are used by Primark for its market positioning (Primark, 2023). The advantage of a word-of-mouth marketing strategy is free of cost and it helps in establishing the brand as trustworthy which further helps in generating more sales for the business. It can be sometimes harmful to the brand as negative word-of-mouth can affect the positioning adversely. On the other hand, social media marketing is helpful in reaching a wider audience and helps in understanding the preferences and demands of the audiences greatly. Social media marketing is a disadvantage for those businesses that lack skilled digital marketers. 
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Figure 4: Net Worth of Primark (Statista, 2023)
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The 4Ps marketing mix theory is going to be considered in this study which helps in analysing the marketing strategy of Primark in terms of its products, price, place, and promotion (Ngugi et al., 2020). Below is the 4Ps marketing mix of Primark:
Product
The product line of Primark includes women, men, kids, baby, home, and beauty (Primark, 2023). Each of these product lines has a wide range of products. For example, the product line of women includes tops, t-shirts, sandals, trousers, beachwear, swimmer, dresses, footwear, etc. (Primark, 2023). The quality of the products is very high and each of the product lines relates in terms of end use. Primark’s packaging includes a ticketing design for all of its products (The One Off, 2023). Each of the products produced by Primark is of high quality and affordable and trendy styles have been followed during the production of each of the goods. Primark has also come up with a Holiday Shop that includes a wide variety of goods for travel and holidays including sunglasses, bikinis, cosmic dusks, luggage, etc. 
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Figure 5: Product Variety of women (Primark, 2023)
Price
The pricing strategy used by Primark is a low pricing strategy that helps in offering wallet-friendly prices for its products (Primark, 2023). The affordable prices are effective to attract more customers to the business. Customers of all social classes can purchase Primark’s products. Primark offers women's footwear starting from £5.00 up to £24.00 (Primark, 2023). For men, Primark offers clothes and accessories starting from £7.00 to £20.00 (Gaur, 2021). The starting range of kidswear in Primark is £3.50 which clearly shows the affordability of the products offered by Primark. The pricing of the beauty products starts from £2.00 in Primark (Primark, 2023). This pricing range presents the affordable pricing of Primark’s products that helps in attracting customers to its business. 
Place
Primark has its own website to make its products available. In terms of distribution, Primark has used word-of-mouth publicity and traditional marketing approach. Primark has created a dedicated website and incorporated digital technologies for regaining customer trust taking full ownership of customer discovery and attaining transparent customer response (Gaur, 2021). Besides, it has many stores across the UK and other countries to increase the availability of the products. Ireland, the UK, Austria, The Netherlands, Portugal, Germany, Belgium, Romania, the U.S., Poland, etc. are the places where Primark has its stores to rule over the entire world (Primark, 2023). Through physical stores, Primark is offering its products to a wide range of customers across 15 countries and it has presently 400 stores which are aiming to increase by 530 stores by the end of 2026 (Primark, 2023). The below picture shows that in recent times, online selling has increased rather than general stores (Financial Times, 2023). Hence, it is crucial for Primark to think about in investing online selling and marketing more precisely to increase its sales. 
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Figure 6: Change in apparel market share (Financial Times, 2023)
Promotion
Primark focuses on word-of-mouth promotional strategies to promote its products and services (Ngugi et al., 2020). Satisfied customers spread the news of products that helps promote the business of Primark. This business also uses social media marketing that includes Facebook, Twitter, Instagram, Pinterest, and YouTube, which direct the business to make advertisements about the products and features on social media channels thereby communicating with the target audience appropriately. Moreover, social media marketing is effective for Primark to reach a wider audience across the globe which further helps in creating a trustworthy market position in the hearts of its customers. As mentioned earlier that Primark has 24 million fans across all the social channels which are effective to promote the business (The One Off, 2023). Primark has aimed at driving awareness among the target customers and increasing customer footfalls through social media channels. Primark has been involved in promoting its offerings to the prospected customers by engaging with influencers through its “Primania hashtag”. This organisation relies significantly on word-of-mouth publicity for promoting its brand offerings to the customers and gain competitive advantage in the marketplace (Primark, 2023). 
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Primark has been well-known for its high-quality products that are offered at a reasonable and wallet-friendly price that attracts customers precisely. This study has significantly discussed the market segmentation, targeting, and positioning of Primark which further helps in developing knowledge regarding the marketing tactics of Primark. The 4Ps marketing mix and Kottler’s marketing management theory have been discussed to understand the importance of product, price, place, and promotional strategies of Primark along with the importance of STP analysis. 
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