

[bookmark: _zbl956qtkev1]

[image: ]



Student name: Maheshkumar Jadavbhai Hadiyal
Student id: 2106460

Module name: Digital Marketing 
Module code: LCMB7010
Lecturer name: Md Sadeque Imam Shaikh
















Table of contents

Introduction	2
Background of the chosen company	2
Critically appraising the e-marketing tools and digital media used by the company	3
Evaluation of digital assets owned by the company	8
Critically analyzing AI-based digital marketing of Primark	13
Conclusion	17
References	18




[bookmark: _Toc101449161]Introduction
Digital marketing is defined as the use of technologies, to enhance marketing activities by improving customer knowledge and matching their needs (Chaffey et al., 2009, cited in Bala and Verma, 2018).In today’s world, with the rising number of internet users, digital marketing has become an inevitable part of the global companies, to strengthen their grip across the global market. In this assignment, the United States-based fashion retailing company, Primark has been chosen and a critical appraisal of its digital representations has been done. The impact of digital marketing on the elements of the marketing mix has been shed light upon.  Also, the digital assets of the company are critically evaluated. In addition, the impact of AI-based predictive marketing has been incorporated into the assignment discussions. Concepts, theories, and models have been used to enhance the quality of understanding of the current topic. The assignment has been winded up with a conclusion to integrate all the information discussed in the current task.
[bookmark: _Toc101449162]Background of the chosen company
Primark is a leading fast-fashion retailer, which is headquartered in the United States. A various range of products including clothing, accessories and footwear. At present, the company has been operating across 398 stores all over the world (Smith, 2021). The company is operating across the low-cost end of the market, which makes the organization popular among fashion customers, who search for the latest fashion items at affordable prices.  Most of the stores, which Primark operates, are found in the United States, Australia, United Kingdom, France, Germany, Portugal, Belgium, Austria, Netherlands and others (Smith, 2021). A significant increase in the company’s UK based market share has been noticed since 2007, which went from 4.1 to 7.1 per cent in 2018 (Smith, 2021a). The constant growth of Primark has led the retailer’s position right after Marks and Spencer, which is the leader of the UK based clothing market from 2008 to 2018. According to the recent reports, it has been found that the company has invested in digital platforms, to develop much more customer-friendly websites (Barker and Williams, 2022). In addition, the company is in search of new digital talents in the business, which further indicates that online sales are going to play a significant role in the near future of the retailer (Stevens, 2021). 
[image: ]
Figure 1: Primark: share of clothing market in the United Kingdom (UK) 2007-2018
(Source: Smith, 2021a)
[bookmark: _Toc101449163]Critically appraising the e-marketing tools and digital media used by the company
In the current world of digitization, the US-based fashion retail has been exploiting the digital opportunity of representations, and the various digital media platforms to reach a wider network of audiences. The digital representation of the company has been found in form of various digital media platforms. 
Evaluating the Social media representation of Primark in relation to uses and gratification theory 
According to the theory, users tend to greatly engage with the social networking sites, if their needs are catered to or gratified by the digital platforms. The theory mainly discusses the impacts created by media upon people and their intention to purchase. As opined by Wibowo (2020, p.1), Social media has been used by a large number of enterprises, as a marketing tool. The representations of Primark have been prominently found across different social networking sites, especially, Facebook, youtube and other such popular platform.  Through social media marketing, the promotion of brands and content on the social media channels helps to create brand awareness, drive traffic and generate business leads (Desai, 2019). Primark consistently posted across digital platforms like Facebook, Instagram and Twitter. Facebook and Instagram are the core social media sites, where the company uses creative content, videos and interactive posts, to engage their customers at every stage of the customer journey (Primark USA, 2022). The presentation of the company’s products in such an attractive and presentable manner has also helped to acquire many followers on the social media pages of the organizations. The Instagram, Facebook and Twitter pages of the company have 112k, 6,590,898 and 263.4K followers respectively (www.instagram.com; www.facebook.com; twitter.com, 2022). The wide presence of the followers across the social networking sites of the company indicates a high engagement rate of the audience. Further according to the theory, it can further be evaluated the needs and interests of the audience are efficiently served by Primark, that in turn drives the digital presence and marketing outcomes for this eminent US based fashion retailing company. 
The digital video ads are also deployed by the company, in order to gain the attention of a larger network of potential audiences. The most recent Christmas campaign video Ads in 2021, featured people celebrating the festive season in their own ways, through a 60 seconds film. The video was shared on social media channels as well as in-store (www.campaignlive.co.uk, 2021). As opined by Clement et al. (2021, p.54), many studies have indicated a positive impact of video ads on brand awareness and sales of a company. Likewise, the campaign videos of the US-based clothing retailer use content and informative characteristics of videos ads, which are significant parts to trigger the interest of the customers regarding the products. More customers generally like such attractive video ads, due to the entertaining and engaging content.  For instance, the Christmas campaign video launched by Primark featured models wearing everything from Christmas jumpers to party wear as well as pullovers (Haggerty, 2013). The engaging as well as attractive features of the digital representations made by the company, in turn, adds value to its digital marketing strategies of Primark. Arguably, video ads can also lead to distractions or irritations among the customers. As evaluated through the above discussion, the recent Christmas ad campaign video was a 60-second long ad film. The long duration of the digital ad could probably lead to frustrations and negative outcomes, in relation to customer behaviours or attitudes.  
According to reports, the company has also planned to launch a new and improved, customer facing website (Stevens, 2021). As the uses and gratification theory strongly recognizes that, people use media to gratify their needs and desires (Eginli and Tas, 2018). Accordingly, as Primark is developing customer-friendly websites, the optimized official sites will be helping the company to generate much more attention and interest, enhancing the chance of the conversion of prospects into significant buyers. 
Critically evaluating the implementation of game theory in context to automated marketing strategies of Primark. 
The game theory is an effective framework, which can be used to evaluate certain calculated circumstances, especially when the success of an individual or that of organization depends upon strategic choices. The incorporation of the game theory approach in marketing helps the cfoirjms to evaluate crucial aspects related tpo the socio-economic features of a society, which can in turn, help the firms to solve many strategic problems (Івченко and Бучнєв, 2021, p.116). The models of game theories can be considered as games of strategies or actions like setting prices, dertermioniung the size of outputs, deciding the cost of advertising and other significant decisions to amplify the marketing outcomes of organizations. Likewise, it has been found that Primark has been deploying a leading provider of solutions related to the improved experience of the customers through efficient software, named InMoment® (InMoment, 2022). Through the partnership with this software-based solution, Primark has paved the way toward making more integrated and automated marketing strategies. Through this strategic choice, the company widened the opportunity to continuously develop technological innovations, which can provide them with more automated insights into the needs and expectations of the customers, by gauging their real-time feedback and talks. 
However, the game theory creates some difficulties in evaluating the efficiency of marketing strategies used by the companies. Any problem in the analytical tools of game theory can create further hindrance in the strategic marketing of the firms (Івченко and Бучнєв, 2021, p.116). Accordingly, if any error occurs in the software operation of InMoment®, further obstacles can be faced by Primark in analyzing the current trends, desires and feedback of the potential buyers. Such limitations can in turn induce difficulty in the digital marketing of the company. 
The digital impact on each element of the marketing mix for Primark has further been evaluated as follows:
The impact on each of the elements of the marketing mix has been discussed in this portion in relation to the 4Ps of the marketing mix.  
Product 
As evaluated from the above discussion, it has been found that Primark has been deploying its presence across various social media sites, for reaching their products to a guide network of audiences. Further, the company is also, leveraging software solutions to understand the needs and choices of its customers (InMoment, 2022). Marketing practice requires a deep understanding of the customer needs to efficiently design the product attributes. As stated by Timoshenko and Hauser (2019, p.3), product attributes are crucial means to satisfy the needs of the customers. Likewise, in the first place, the use of digital tools helps Primark to decide on the must-include attributes in their products. With the incorporation of the significant features in their products, which can cater to the needs of the potential buyers, the company, basically widens its scope of profitability. On the other hand, with a digital approach to marketing, the brand awareness, of the company enhances, through which customers can be related more to the products through the required features. In an overall range, the feature of the products can be enhanced by Primark according to customer insights, gained through digital media. 
Price 
The price is another significant aspect of the marketing mix, which strongly influences the decisions of the customers. Through the digital marketing strategies, the brand awareness of the company is raised among the customers. As propounded by Kim et al. (2020, p.2), price is a significant factor that influences consumer decisions, especially in relation to the consumption of fashion products. However, with the transparency of pricing information, the relationship with customers can be enhanced, along with helping them to make more informed decisions. Accordingly, the official website of the company helps to maintain transparency regarding the price information. Moreover, the customers, whose needs are matched to the product features of the company, can get prepared to pay premium prices for the needed products. Moreover, the company is evaluated to offer trends as well as fancy clothes (Primark, 2022). With the strategic choices made in the marketing strategies of the company, Primark can maintain a profitable price range on their products, and enhance the revenue generation of the company. 
Place 
With the surging number of social networking sites, the digital platforms and media sites have become very much popular among the customers, to collect information about the products. The new website launched by Primark has introduced features like a stock checker (Barker and Williams, 2022). The new feature allows customers to check the stock of their products at their nearest shopping outlets. Likewise, with various digital media, e-marketing tools and online official website pages, the retail company can choose effective places for generating customers, and making shopping more convenient for them. 
Promotion 
As opined by Thabit and Raewf (2018, p.104), promotional actions are mainly intended to show the products to the consumers or the customers, in an effective manner, so as to influence their purchasing decisions. So, the digital promotions used by Primark, through popular social media platforms like Facebook, Youtube, as well as Instagram, help the potential customers to be aware of the new product incorporations along with all the other significant factors, needed to make the purchasing decisions. Alongside, the digital website of the company provides a stock checker, which further enhances the entire process of promotion for the company. Primark is also using InMoment®, to get insight into the needs and expectations of the customers (InMoment, 2022). With a greater understanding of the customer needs, the promotional strategies, of the organization can be improved by aligning with the customer preferences. 
[bookmark: _Toc101449164]Evaluation of digital assets owned by the company 
The evolution of business practices has resulted in companies opting to go digital and rely on digital marketing for effective communication with existing and potential customers. The development of the internet and its wide infiltration has resulted in companies opting to go digital for their marketing channel for communication with the target audience. As opined by Sharma, (2021,p.720), communication includes several activities such as campaigns, display of products and service related information, exhibiting the visual images of the products, and recording the post-purchase behaviour of the customers and developing the distribution channels of the company. Primark is one of the companies that have recognised the need to adopt digital strategies in its marketing for enhancing business communication efforts. 
Assessing Primark’s website for internal and external communication flows 
 Primark uses the website for both external as well as internal communication and information flows. 
External communication flows through the website
The practice of external communication has emerged as a pertinent need for companies in the age of digital media. As stated by Jungblut and Jungblut, (2021, p.3), public firms have structured their organisation communication strategies throughout the 20th century in a formal and centralised manner. Hence companies follow a structured method for communicating with external stakeholders in an effective method. One of the changes that the company has adopted to usher in its digital strategy is to introduce a new website that can be used by shoppers for an improved shopping experience through the different features that it offers. There are better pictures of the products such as clothing and homeware, there are also images of garments that are also displayed on models laid on the floor (Barker, 2022). The recent website follows the widest range of products available to the shoppers and the offerings are categorised according to style, colour, and size which makes it easier for users to browse through the online catalogue. A shortcoming present is the lack of online shopping from the website and the availability of sole physical shopping. Therefore, it can be said that the new website has been adopted by Primark to better communicate its offerings to the external stakeholders, namely the customers. 
As stated by Dermol and Širca, (2018, p.547), companies carry out external communication to convey the organisational goals and mission via their website and less frequently through other documents such as business reports. The communication of the organisational values is targeted toward both the internal and external audience in a balanced way.
Primark has a separate website addressed to display the organisational values through it and express what the organisation stands for. The mission statement on the company website of Primark reads that the company aims to provide customers with fashion that is high in quality and fashion basics at a value for money rate (Primark, 2022). The main aim of the company is to provide customers with fashionable clothes that are high in quality and low in price. Thus the channel of external communication through effective website use is followed by Primark. 
Internal communication flow of Primark
Internal communication within an organisation involves the firm personnel and the communication that is carried out between the organisation and the employees. Zaumane, (2018, p.93) states that effective internal communication involves the processes of telling people about their direction that is conveyed via messages from top to bottom, aggregating different parts of the team that happens through horizontal messaging, and receiving feedback about the success of the communication carried out through bottom-up reviews. Internal communication is crucial in an organisation to convey the values of the firm to its internal stakeholders.  Moreover, the adoption of non-verbal methods of communication through the company website helps to convey the message of the company to a wider audience with ease. 
At Primark, the website assumes an important position in conveying the organisational value to its employees. According to the website, the activities of the company are detailed along with the values that it stands for. Primark promotes its ethical values by stating that the products are made with care for the planet and people (Primark, 2022). The website states how diversity and inclusion are an important part of the organisational culture and how individuals are valued. The employees and other internal stakeholders are able to gauge the organisational value via the website proving the presence of an effective communication channel. 
Exploring the information architecture and effective strategies of Primark
Primark had recognised the need for adopting digital strategies post the pandemic which has resulted in the market experiencing the need for further digital marketing. The pandemic has resulted in the majority of Primark’s 390 stores closing amidst the lockdowns and as a result, the company has shifted to a digital platform in order to generate its digital capabilities (Shah, 2021). Therefore the company has made the decision to adopt digital marketing capabilities in order to primarily deal with the losses suffered to business as a result of the pandemic. 
The website of Primark acts as an important source for the flow of information and to communicate pertinent information regarding the service to both internal as well as external stakeholders. Narasimha et al. (2019, p.2) defines information architecture as a subpart of user centred design process and includes the design, the implementation, and the evaluation of the information space in order to complete tasks and provide intuitive access to content. The information architecture of Primark thus involves the ease of access to the users and how conveniently the users can navigate the website. Primark has various websites that have been upgraded to conduct its business in light of the pandemic. These websites allow the company to market itself by communicating different messages.
Primark, despite the new introductions to its websites for effective digital marketing, had refrained from launching an e-commerce site and instead focused on physical retail. The decision by Primark to focus on brick and mortar retail stores instead of expanding to online stores has resulted in the company suffering losses during the pandemic (Stevens, 2021). Thus the websites of Primark despite having different features lack the provision of online purchasing resulting in an ineffective design. 
The information architecture in the websites has been structured in a way that provides pertinent information regarding the products such as categories according to shape and style. Nevertheless, there is a lack of opportunity for customers to make online purchases which have resulted in limitations of the design. The limitation of the design is present as a result of the strategy of Primark to focus on physical sales that have resulted in losses for them. Primark has reported on investing in technology and digital capabilities to bolster its profits and improve the profit margin (Leonards, 2021). Hence, the company is currently focusing on improving its information architecture for profits.
Analysing the promotion of products and services of Primark
The promotion of the product and services of Primark can be assessed by the use of the 4Cs model that determines the success of a brand to establish its online position. There are four components through which marketing communication can be assessed, clarity, credibility, consistency, and competitiveness. 
Clarity 
A pivotal offering by the company in the new website is the stock checker, something that the customers had long expected from the brand. The new website launched by the budget retailer includes the feature of a stock checker that allows the customers to check if the local Primark store has the item that they are looking for (Daily Record, 2022). Hence another effective way that the company has attempted to establish the lines of communication with efficacy is by displaying the products available to the customers for their convenience. Hence, the clarity of the message is viable to the customers through Primark’s online digital marketing. 
Credibility
The credibility of a digital marketing campaign can be understood by looking at how consistent the messages are across the different platforms. Primark when explaining its values states that as a brand they are committed to the sustainability of its products by giving attention to both the people and the planet. The official website of Primark reads that the company has assured that its clothing is made from recycled and sustainable products to halve the carbon emission in their supply chain and provide employees with a living wage (Primark, 2022). Therefore the message of sustainability and ethical sourcing is maintained across websites to illustrate the credibility of the message. 
Consistency 
The consistency of the communication of Primark can be assessed through the digital campaigns it conducts and the values that it displays online. According to the website, inclusion and diversity are key organisational values. Primark in its marketing campaign featured a disabled model Kelly Knox. Kelly Knox is a successful model and was born without a lower arm and left arm and was fronted across the campaign of Primark for the latest clothing brand (Richardson, 2018). Therefore the inclusion of disabled individuals highlights the consistency of the message across different digital platforms. Primark posted a picture of Kelly on their Instagram page for the promotion which resulted in positive reactions and 110500 likes (Richardson, 2018). Thus the consistency of the messages across the different digital mediums is carried out by Primark.  
Competitiveness 
The competitiveness aspect of the digital marketing of Primark can be illustrated by how well they are able to position themselves differently from the competition. This can be achieved with the help of a distinguishing statement or a specific campaign through its websites. Primark when introducing the company states that the business is centred around affordable clothing, they additionally provide great quality and distinctive fashion and the products cater to the fashion-conscious as well as trendsetters (Primark, 2022). Despite the clear positioning mentioned by the brand, there are no distinguishing features on its website thus the competitiveness is not clearly communicated by the website. 
[bookmark: _Toc101449165]Critically analyzing AI-based digital marketing of Primark 
Importance of digital marketing for Primark
Digital marketing is one of the most important aspects of marketing in the current era of globalization and technological revolution. Primark engages in one of a kind strategy where they make use of store-only selling, however, engages in digital marketing, which has increased its sales to a significant margin (Rigby, 2019). Primark stands out because they sell its products only through in-store selling and not via digital or e-commerce platforms. Digital marketing is an intrinsic strategy employed by the organization, however, it operates a non-transactional website that shows the latest clothing ranges and points the customer towards the nearest store. The social media following of Primark had doubled in 2018, to 20m after the organization added 13m new followers, which is a result of the exciting new product ranges that the organization had added to their product line. The organization employs a robust celebrity-endorsed brand campaign, innovative social media campaigns, and customer-focused campaigns (Rigby, 2019). Primark is one of the most famous fast-fashion retailers in the UK and has been gravely impacted by the pandemic. However, the organization uses digital marketing to reach out to its customers. Primark uses InMoment a leading provider of experience improvement solutions to enable the organization to improve its customer experience, retain customers, increase brand loyalty and repeat business. The main aim of Primark is to provide its customers with the best product possible at the best price, to provide the customers with one of a kind customer experience. The partnership of Primark with InMoment is to understand the factors that cause customer retention, conduct sentiment analysis, and use the feedback gained, to enhance their customers’ experience, which helps the organization to e at the forefront of the competition. Primark uses text and sentiment analysis in different locations and languages across the globe to expand into new markets and leverage its AI technologies to understand and engage customers (Inmoment.com, 2021). Primark hails the importance of digital marketing capability which is crucial to be able to deliver more personalized customer content because digital marketing plays a critical role in the marketing mix. Primark is designing and progressing with a new website that is customer-facing and would allow the organization to showcase a wider range of its products and store range availability. Through skilling the organization's digital marketing capabilities, they have been able to increase its profits by a significant margin in comparison to 2020 (Rogers, 2021). Primark had to face losses due to the store closures in the first half of 2020, due to the increasing incidence of COVID-19 cases. The organization plans to increase its in-store selling, however, one of the biggest challenges which have been identified in Primark's digital marketing is that its website is non-transactional, thus posing a hindrance to the customers, because it might not be possible for every customer to be able to shop in-store, especially in a time of rapid expansion of e-commerce stores, thus putting the organization at a competitive disadvantage. 
Impact of AI-based predictive tools
The retail market is an extremely competitive industry and the organizations are continuously trying to upgrade their capabilities to enable a smoother customer experience to gain a competitive advantage in the market. Primark uses consumer sentiment analysis to enhance its customers’ experiences and show products tailored to customer preferences at the best price. Different retail brands are using AI-powered technology to enhance their digital capabilities to be able to serve their customers with the best customer experience. The brick and mortar stores have taken up digital technologies to be able to communicate with their customers more effectively. The AI-powered predictive tools such as consumer sentiment analysis enable the organizations to maintain clear and transparent communication with their customers, thus building brand loyalty and can offer products at a reasonable price because the implementation of digital technologies falls under fixed cost operations since it is a one time cost which the organizations have to bear (Reinartz et al. 2019, p352). AI-powered digital marketing has changed the way organizations, especially in the fast fashion retail sector communicate and intercept their audiences. It is one of the most effective technologies which enable organizations to understand their consumers’ preferences and understand their needs. There are three facets of digital marketing which pertain to programmatic advertising, interactive advertising, and intelligent advertising (Rodgers and Nguyen, 2022, p2). The AI predictive tools allow organizations to reach out to their potential customers and predict a purchase before it is conducted. AI enables the organization to analyze the changes in sales processes which uses real-time feedback to input the changes in sales, which also leads to the personalization of customer experiences, helping the organization to use a wide range of custom engagement activities and target potential customers as well as retail the old ones (Marriani et al. 2022). The use of predictive AI in digital marketing enables the organizations to enhance their customer experience, especially for a company such as Primark which is dwelling in a highly competitive industry, with organizations such as H&M, Marks & Spencer, which use advanced forms of AI to increase customer engagement and brand loyalty. 
Use of AI-based digital marketing which Primark can employ
The technology acceptance theory is an information systems theory that models how users accept and use technology. Behavioral intention is one of the major factors which pushes organizations and individuals towards the use of technology. ICT and AI are being used by organizations irrespective of the industry to communicate, and interact with the marketplace stakeholders and for consumer engagement (Camilleri, 2018, p2). Following the technology acceptance theory, Primark must leverage AI-powered predictive tools such as Cortex, crayon, and Hubspot to further their consumer engagement. It would enable the organization to personalize tier communications instead of targeting a generic population. The organization already uses sentiment analysis which they can expand using other different technologies so they can target and expand their communicative strategies which would enable them to gain a competitive advantage in such a highly competitive market environment.
AI has emerged as an important device for companies to enhance their digital marketing strategies. Primark has collaborated with InMoment for gauging what the customers want and what draws them back (Inmoment.com, 2021). Primark currently follows sentiment digital marketing technologies by the use of AI to improve its customer offerings. A recommended tool by Primark is to adopt Cortex technology for its digital marketing. Cortex is an AI device that is used by companies to manage their data on cloud platforms, and it offers a comprehensive journey to AI. Prior to the cortex, there were no opportunities for executing on-chain machine learning models through efficacy and deterministically (Cortex, 2022). Therefore, the use of AI provides opportunities for companies to gauge the customer perceptions and behaviour and determine the driver of content and its performance. The application of Cortex will help Primark to assess the positive aspects of its digital performance, analyse the customer behaviour and strategize accordingly. 
Another AI-based tool that can be used by Primark to analyse customer behaviour and predict it for better digital marketing tools is Hubspot. The primary function of Hubspot AI is that it helps to clean and organise data. Hubspot helps marketing, sales, and service groups to maintain their databases by keeping them clean so that the companies can invest time on customers (Hubspot, 2022). Hubspot thus helps to contain the information by maintaining the databases effectively that reduces the time taken for management of large volumes of data. The application of Hubspot in the business of Primark will thus be beneficial for the company as they will be able to manage large volumes of customer data effectively and use it for future strategizing. 
[bookmark: _Toc101449166]Conclusion
Based on the above discussion it has been seen that Primark has made effective use of e-commerce tools for its digital marketing strategies. The uses and gratification theory has highlighted that the marketing tools have shown effective reactions on customer engagement. The game theory has demonstrated how the use of digital marketing techniques by Primark such as collaboration with InMoment have resulted in improved customer business. The 4C model has shown the limitations of the website in terms of effective communication and how the information architecture is flawed due to lack of e-shooping. The technology acceptance model has illustrated the effectiveness of adoption of technology at Primark for better results.
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