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Introduction 

This report will be focus on two macro marketing company primary and Shein. The retail landscape for affordable fashion has undergone significant transformation, with the rise of these two titans. Pioneering giant Primark and the digitally phenomenon Shein, both companies have dominant positions by catering to budget consumer, but their success is built upon fundamentally different business models. 

Primark has established its market presence through a high-volume, low-cost strategy implemented entirely within physical stores. The company's success is linked to its operational efficiency and with the trial emerging like click-and-collect through e-commerce platforms (Business Strategy 2024). This allows Primark to offer extremely low price, bonding its status as a high-street favourite across Europe and the UK, where the company remains competitor and retains its strong in-store customer base (Global Data, 2024).

[bookmark: _Int_45jhbZfj]On the other hand, Shein is a global e-commerce fast-fashion retailer, founded in China in 2008 by Chris Xu (Xu Yangtain). He established ZZKKO and commenced the sale of wedding dresses. The company later expanded its product range include women’s clothing. Shein grew to become the world’s largest fashion retailer as of 2022. Shein has redefined the fast-fashion industry by introducing the concept of ultra-fast fashion. Originating in China, Shein operates as a purely online retailer, leveraging an advanced, data-driven supply chain that allows it to launch hundreds of thousands of new styles annually at a volume that their competitors cannot keep up.

Shein’s global scale, particularly in online sales is driven by social media marketing. Shein estimated revenue had surged to $32.5 billion. Its valuation surpassed the combined value of its older rivals like (Zara) and H&M (Retail gazette, 2022).  The company has established its supply chain in Guangzhou with a network of more than 3,000 suppliers as of 2022. In 2022, the company moved its headquarters from Chain to Singapore for regulatory, international expansion and financial reasons while keeping its supply chains and warehouses in Chain. 

















Strategic marketing management 

In strategic marketing management, the macro-marketing environment is a critical component because it sets the context of how a firm operates, define strategy, and accomplished marketing plans. The external forces are largely uncontrolled by the firm that impact decision-making, performance and market opportunities. The macro-marketing environment surround factors such demographic, economic, social cultural, technological, political, legal and environment forces. Unlike the micro-environment such as suppliers, customer, and competitors, a firm can to some extent sway decision-making so this must be monitored. 

Marketing environment analysis in the process of strategic marketing it increases competitiveness and put the company in a strategic position. In time its diagnosis threats, identify key success factors and competitive advantages giving the company management to always review its marketing goals and strategies by taking time to strategic make marketing decisions. The marketing decision for the company is necessary for the long-term development and its goals (Yaneva. D, 2020).

The globalization in the marketing field requires quick action to face their competitors so they can take competitive advantage. The marketing environment is regarding the macro environment such as, economy, local government policy, and technology, as well as the micro-environment such as, the vendor, mediator, consumer market and competitors these consumers affect the marketing strategy and competitive advantage (Mose, A. 2016). 

Strategic marketing management is important from a strategic marketing point of view by analysing the macro-environment, it helps to identify external opportunities and threats in a SWOT (Strengths, Weaknesses, Opportunities, Threats) framework. This can open new doors in the market or threaten the exiting business. It can also inform planning and strategic flexibility because macro trends evolve slowly but have long-term impact to demographic ageing and climate change, the organisation needs to set adaptability in their market strategy




Diagram 1: SWOT showing strategic marketing management in the macro-marketing environment.
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Analytical frameworks marketer often engages in frameworks such as PESTLE (Political, Economic, Social, Technological, Environmental, Legal) to assess the macro-environment. These frameworks ensure that strategic planning is followed and avoids blind-stop, such as economic factors, inflation and interest rates which can impact consumer purchasing power and demand. With change in technology, it can cause disruption in the market and create new channels.

Organisation has always conducted between races and nations; in other trading countries there were limited trading, recent improvement in technology have help with communication and solved such problems. Technological improvements in the last decades have impact business, economics and banking and electronic systems are now vital for business and marketing. Technological PESTLE analysis are a process and methodology that helps organisations with external factors that affects the business (Aghlmand, R. et al, 20220).










Diagram 2: PESTLE showing strategic marketing management in the macro-marketing environment.
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Macro Marketing Actors

In strategic marketing manage external macro-environmental factors such as technology and the economy serve as double role. They both make route for growth and innovation, but they both can cause risk and require observation. The past decades different aspects of technology have growth rapidly, the aspect of technology transfer and growing interest in organisation (Cunningham, A. J. O’Reilly, P, 2018). Innovation markets are those which are undergoing rapid develoment due to changes in customer needs which improves technological potential. In today's market new products or introduced regularly this makes the markets so dynamic. The adoption of technology innovation works with timing so they can predict the product success (Bridges, E. Coughlan, T. A. Kalish, S. 1991)


Economies respond to the unstable conditions that affect everyday lives of individuals, their lack of access to resources and competences. There has been increasing interest in macro marketing toward exchange and marketplace (Campana, M. Chatzidakis, A. Laamanen, M, 2017).



Technological Factors 

Opportunities 

Technology opens some many new ways to reach customers and offer value, such as mobile devices, e-commerce platforms, internet of things and more, with AI it allows firms to extend their marketing footprint. Technological advancements allow company to redefine their value proposition, with efficiency, cost-reduction and speed and the adoption of new technology automation, cloud computing, can streamline marketing operations and lower costs. This allows organisation a chance to relocate resources toward innovation and customer experience. 

AI chatbots, machine learning recommendation engines can enhance customer experience and improved satisfaction giving the company loyalty customers. Technology and economic factors work with each other. For instance, technological innovation my drive economic productivity and growth which create opportunities but may lead to job displacement. The drive towards automation may reduce labour demand even in growing economy, some organisation ability to invest in new technologies can slow innovation in some markets. 

A key focus of the business community is determined how to put together information technology capability with business strategies. Some results show that some factors influencing technology in business are as follows: IT maturity, ITinfrasture, IT human resources, with support from management, partnership quality and competitive pressure (Yeh, C-H. Lee, G-G. Pai, J-C. 2015).
 


Threats 

Technology enables new models; it also threatens exiting ones. Some products or business models can become out of date when disrupted by technology such as smartphones replacing digital cameras, GPS devices and MP3 players.  if organisations fail to detect technological evolution, they can be at risk of becoming irrelevant. Technology change is fast becoming increasingly important so organisation must invest and upgrade infrastructure and still retain their staff. The risk that comes with data, digital platforms and automation is that firms face risk of data breaches and ethical issues, these threats may undermine trust and inflict reputational damage.

Business hoping to stay competitive and up to date must use new technology to detect opportunities and threats. Technoloical intelligence show them ways to obtain information that occur in a technological area, the mapping of technology very little have been done but by applying an overview their relationship with market analyses for detecting technological opportunities (Castells, P.E. Rodriquez, S. Bosch, R. M. 2000).
 
Strategic implications: from a strategic marketing management point of view, technological forces require organisation to treat technology not as a problem but as a strategic driver. Organisation must welcome technology and by adapting marketing mix elements allows them channel promotion in all direction.


Economic Factors

Opportunities in economic development are expansion and rising consumer power when economic is growing, employment is strong, incomes rise and consumer confidence improves, organisation find more approving conditions to expand, launch products and invest. When interest rates are low and credit is in hand, both businesses and consumers are willing to invest and spend. Organisation can finance growth with maketing campaigns and innovation, from a strategic market point of view this environment supports rapid expansion, price penetration, and investment for future growth. Shift in the global economy is exposure of middle class in developing markets, good exchange rates, the creation of new geographic opportunities. 

Even a small business play an important role in economic development as they can provide economy with efficiency, innovation, competition and employment opportunities. Entrepreneurs are responsible for the success of their business and to face with the challenge of doing this (Saleem, M.A. 2012)
Recession, inflation and reduced consumer spending can cause economic downturns, bring increased price, disposable income and falling demand. Luxury and non-essential goods also suffer. For the organisation this cause them to rethink their product position and pricing strategies. The rising of interest rates elevates borrowing costs for the organisation and consumers, decreases investment and spending. When the firm tightening credit, it reduces consumer spending. In the industry this means reduced market size, product take longer to shift.

In multinational organisations or with organisations sourcing globally, exchange rate shift, and product prices add pressure and push pricing competition. When currency reduce it can affect export markets and cause instability, complications in market budgets, pricing and global expansion strategies. Market strategy must be in range with economic cycles and conditions. Organisation must plan and prepare for ups and downs, 

















relevant industry examples, critically evaluate how pioneering and follower organisations strategically respond to the selected external factors to maintain competitiveness





























Conclusion 

While Primark often retains a top position in brink-and –mortar retail revenue and high street customer in certain regions like the UK, Shein can be placed as the new global market leader in the digital ultra-fast fashion space.
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