







PRIMARK Marketing Analysis and Recommendations


Programme: MBA

Module: Marketing Management
Module code: LCMB 7001

Assignment Title: 2
Student Name: Anastasiya Petrova
Student Number: 1816952

Lecturer Name: Tushara Balendran






Table of contents
Introduction ……………………………………………………………………………………………. p. 3
Application of the PESTLE Analysis in evaluating Primark's external environment ………….. p. 5
Applying Porter's five forces on Primark business ……………………………………………….. p. 7
Relating the SWOT analysis to the Primark business …………………………………………... p.10
Relating Segmentation, Targeting and Positioning (STP) to Primark retail business ……….. p.11
Marketing mix of the Primark …………………………………………………………………….… p.13
Conclusion …………………………………………………………………………………….……... p.15
[bookmark: _Hlk109861198]Recommendations ……………………………………………………………………………...…… p.16
References …………………………………………………………………………………………… p.18















Introduction
Marketing is a business process for researching the market, promoting and advertising the products and services developed by the company to target consumers and stimulate them to make purchases, providing profits for the business (Kotler et al., 2020). The purpose of this report is to present a critical analysis of the strategies used by the company to strengthen the brand and effectively promote the products offered. PESTLE Analysis and Porter's Five Forces Model are used to assess the external environment, company positioning and available growth opportunities. Internal factors affecting Performance are evaluated through the company's strengths and weaknesses, opportunities and threats. In addition, the report presents how the company applies segmentation, targeting and positioning (STP) to identify the most valuable consumers in the market and engage them through effective marketing communication to make more purchases. The use of the Marketing Mix is ​​to understand the product and business processes at Primark. After analysing the marketing strategies, the report provides recommendations on how the company can improve its marketing operations to attract a large number of consumers to the market and create differentiation from competitors, ensuring Primark's growth. 













Primark Sustainability Strategy
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[bookmark: _Hlk109594675] Source: Primark Carers, (2022)
[bookmark: _Hlk109574410]Application of the PESTLE Analysis in evaluating Primark's external environment
The results of PESTLE Analyses help businesses understand how they can design their operations to remain viable in a competitive market amid events in the external environment (Nandonde, 2019).
Political factors
The countries in that Primark operates are politically stable, which is a favourable factor because it helps the business run smoothly. Primark operates in countries such as the United Kingdom, the United States, Poland, the Netherlands, Portugal, Poland, Ireland, Germany, France, Belgium, Austria, the Czech Republic, Italy, Spain and Slovenia. None of these countries has faced political instability such as military incursions and terrorist attacks in the recent past. However, the United Kingdom's exit from the European Union (EU) Brexit is an unfavourable factor that has affected business operations in European countries. Brexit has caused instability in European economies and business environments, affecting the profitability of retail businesses over the years (Casadei and Iammarino, 2021). The regular increase and decrease of taxes in the different countries Primark operates is a challenge in Primark's business. It increases operating costs and makes it difficult for the company to make profit forecasts. 
Economic factors 
[image: ]
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[bookmark: _Hlk109600134][bookmark: _Hlk109600045]Economic factors such as tax fluctuations, exchange rates, labour costs and inflation significantly impact the fashion industry's Performance and the retail trade where Primark operates (Rauter et al., 2019). Covid-19 is negatively impacting the global economic state of business operations. The pandemic has forced Primark to close to 375 stores worldwide. As a result, the company's operating profit for the past two years has fallen dramatically to £321m (Statista., 2022). A decrease in the level of employment among consumers in the world market and the standardisation of wages are a pandemic reflection. As a result, disposable income among consumers is also reduced, forcing them to focus more on satisfying their basic needs instead of concentrating on fashion and design. Brexit has led to an increase in operating costs for Primark. For example, commercial property prices, such as shopping centres and shops, escalated by an average of 0.25 by 2021 (Primark, 2022). In an interview with the Financial Times (Jonathan Eley J.,2022), the chief executive of Associated British Foods, George Weston, announced a price increase to compensate for rising inflation, leading to lower profits over the next two years. The above indicates that the economic factors currently are unfavourable.
Social factors
Primark retails footwear, homeware, clothing, lingerie, cosmetics and accessories to consumers of all genders and ages. It has helped the company gain a large base of consumers in the local and international markets. By applying the competitive pricing strategy, the company has been able to attract price-sensitive consumers by offering quality products at lower prices than its rivals. Karangi and Lowe (2021) mentioned that Primark came up with 13 codes of conduct, avoiding forced labour and providing safe and favourable working conditions for employees, ensuring that the company maintains a positive reputation in the market and avoids lawsuits. All this defines the social factors as favourable factors for the company.
Technological factors
Technological factors provide an analysis of the ability of an organisation to adopt the application of the latest technological innovation in the business processes. Primark uses social media platforms to display the range of products in its stores. Through blogs and social media ads, Primark inspires the target consumers and keeps in line with the market trends. There is a growth of e-commerce in the retail industry, which has increased the level of competition for Primark from pure-play online companies like Boohoo, Amazon, and Asos (Hayes, 2019). Technological factors are favourable, and the company should take advantage of them more efficient. The Primark company has not yet implemented the application of e-commerce to add to their traditional Brick and Mortar retail approach. 

Legal factors
Legal factors are favourable because they assess a business's ability to comply with legislation and conditions such as trade policies, tariffs, insurance policies, wages and salaries (Nandonde, 2019). Primark is committed to complying with all legal requirements and legislation in its various countries. For example, Primark must comply with workplace pension legislation in Ireland and the UK by contributing 3% to employees' pensions. The Gender Equality Act obliges Primark Company to provide a favourable working environment by avoiding all forms of discrimination against employees. Other laws that the Primark company must comply with to operate smoothly are health and safety, minimum wage, copyright, fraud, consumer, and employment contract (Primark, 2022). 
Environmental factors 
There is a growing concern about sustainability and environmental awareness among consumers in the global market. As Xydia (2019) points out in his study, Primark has adapted to these trends by adopting practices such as using biodegradable materials in packaging. The company also started using clothing products from environmentally friendly materials such as organic cotton. Primark has also adopted sustainable practices such as reducing energy consumption by adjusting lighting and recycling old products. Environmental factors are favourable because they consider the company's social commitment, which contributes to the good image of the business.
[bookmark: _Hlk110031344]The advantage of this method is that it offers a wide range of interacting external factors to which the company must be able to adapt. As Shtal et al. (2018) argue, a disadvantage of the method is that the company must regularly check the data sources and their reliability. 
Applying Porter's five forces on Primark business
After completing the PESTEL analysis, as shared by Bruijl D. and Gerard H. (2018), Porter's five forces allow an assessment of the forces that drive competition, predict threats to profits and their impact on the company's Performance in the industry. 
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Threats of new entrants 
Leading 10 UK retailers in 2020, based on worldwide retail sales
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Source: Statista (2022)
Bargaining power of the consumers 
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Supplier's bargaining power
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Source: Bruijl D., Gerard H. (2018)
Relating the SWOT analysis to the Primark business
SWOT Matrix
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[bookmark: _Hlk109756812]Source: Aggari L. (2018)
SWOT Analysis - Primark
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As a summary of the SWOT analysis, Primark is one of the major fashion brands in the retail industry. Some of the main challenges are dealing with the consequences of the pandemic, competition, the economic crisis, and an inconsistent supply chain. The company must expand its market and product portfolio to cope with these challenges. 
The advantages of this method are that it is used to solve various problems and supports some brainstorming sessions, and the disadvantage is its subjectivity. 
Relating Segmentation, Targeting and Positioning (STP) to Primark retail business
Using the Marketing Mix framework covering product, price, place and promotion, the Marketing STP strategy analyses the brand. It helps the business to identify the target audience, find the most relevant audience in the market and capture the target audience effectively to perform successfully in the market (Camilleri, 2018).
[image: ]
Source: Aggari L. (2018)
One of the advantages of STP analysis is that it gives a clear picture of the needs of a particular product or marketing mix of distinct groups of customers according to their characteristics and behaviour. Another benefit is gaining insight into the appeal of each segment. Thus, a choice can be made for entry, whether individual or multiple segments. The company can focus on its offering and image in terms of positioning, and its product stands out in the minds of target customers and keeps them away from competitors. By differentiating the market offering, the company creates additional value for its customers to retain them and attract new ones. 
[image: ]
Positioning
The chart below shows how Primark can keep its prices low without undercutting the supply chain's good standards and positioning. Additionally, this chart provides information on the extent of consumer understanding of both the industry and their perceptions of the company's image.
[image: ]As Rese et al. (2019) noted, this involves identifying the users identified in the targeting stage as worth pursuing. Primark positions itself as a family store where it retails products used at the family level, including menswear, womenswear, childrenswear and homewares. The company has specialised in selling women's products because they have a larger market share than other consumer segments.
Marketing Mix of the Primark
After completing the industry analysis, Porter's Five Forces allows the five forces in the microenvironment to stimulate competition and predict threats to profit (Bruijl D. and Gerard H., 2018). This model makes it possible to understand the distribution of profit among the five elements, which helps the company to take the appropriate strategies to realise better profits and strengthen its competitiveness. 
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Описанието е генерирано автоматично]
[bookmark: _Hlk109866827]Source: Pro Tools Expert, (2016)                                                        Source: Primark Instagram, (2021)
Primark's product life cycle concept follows the dynamics of product competitiveness. Before entering the red decline zone, the company is ready to introduce a product extension or a new product. It is possible due to the excellent supply chain mentioned above.

PRIМARK Marketing Mix
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Source: stores.primark.com 
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Conclusion
The analysis of the external and internal factors influencing development and sustainability shows that the Primark company identifies itself as a leader in the fashion retail industry. The research shows how the company designs its operations to secure a competitive advantage by keeping product prices low without compromising quality. At the same time, the company faces modern challenges such as the consequences of the Covid-19 pandemic, the economic crisis and competition. Primark uses its strengths in the SWOT analysis to take advantage of opportunities and respond appropriately to threats. In this way, the company circumvents or reduces its weaknesses. Moreover, segmentation is critical in identifying customers, allowing the company to identify each segment and provide them with better products at lower prices. With this strategy, the company secures a more significant number of customers, increasing its image, competitiveness and profitability.
Recommendations
Wibowo et al. (2021) mentioned that the Ansoff Matrix tool helps the company to identify the best possible strategies by mapping portfolios to grow the business.
[image: ]
[bookmark: _Hlk110100180]According to Bruijl D. and Gerard H. (2018), including additional forces that stimulate competition within Porter's Five Forces is imperative. The inclusion of these new forces is in response to the modern challenges of competition and technological development of the business environment to improve customer satisfaction in the new conditions of competition in the industry. This additional involvement provides a clearer picture of the company to adapt its strategies in the interest of its sustainability in response to new challenges and opportunities.
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[bookmark: _Hlk110126148]Source: Bruijl D. and Gerard H. (2018)
The presence and expansion of global markets create an opportunity for businesses to expand their operations and improve their profit margins. Due to changes in consumer needs, the Primark company must conduct extensive market research to facilitate the innovation of new products that serve consumer needs to improve their brand equity and profit margin. 
The company must consider implementing online marketing to attract more online users to the market. Management changes in the direction of digital marketing and advertising are necessary because they lead to increased sales and cash flow, offsetting these changes' budget costs. The company must offer a new product or innovation to attract customers' attention. In addition, the company must maintain and improve product quality to remain attractive to customers.
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Adjusted operating profit of clothing retailer Primark from 2007 to 2021
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By operating in many countries and retailing a range of apparel like women wear women's wear,
footwear, children's wear and accessories, Primark serves many consumers

Primark has created employment for more than 71,000 employees globally.

The Primark company has a high presence in Europe than in other continents with more than 500
locations.

Primark company has a strong financial stand with an annual revenue rate of an averagely of 5,6
billion pounds. Source: (shaw, 2022)

“The Primark company is facing a igh level of competition from retail businesses ke Zara, Burberry,

Gucci, Prada and Chanel.

‘The costs for sourcing quality raw materials keep on increasing which increases the operational costs

for the Primark company.

Primark mainly focuses on the European market and has little focus on other international markets.
Source:(Rahman, and David, 2022)

The presence of emerging global markets like Brazil, China, Sweden and South Africa creates a big
opportunity for Primark to expand their business opportunities and capture a larger customer base.
Creating strategic partnerships and acquisitions can help Primark expand its global presence.

Since Primark does not retail its products online, it can enter the channel to promote and make
sales over the internet. (Shaw, 2022)

‘The emergence of the Covid-19 pandemic affected the profitability of retail businesses where

Primark closed many stores.

Due to the losses of jobs and high costs of living, the disposable income for consumers is low.

‘The Primark fashion business faces competition from recognised retail businesses which apply

creative marketing approaches to differentiate themselves and attract more customers.
Source:(Fares et al., 2022)
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4 Major Steps in Designing Customer-Driven Strategy
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Primark - Segmentation and Targeting

Demographic - Age - 15-45
- Gender - Femail/Male
Geographic - Region -Europe, USA Visitors
Psychographic - Lifestyle - Fashion and Trend
Enthusiast
- Frequent Travelers
Socio-Economic -Income Level -Low — Middle

Source: Khan (2021), Primark (2022)




image14.png
Claims of Primark how they keep prices low

= We sell a lot of items. This means we’re able to make savings
from buying in bulk for all our stores.

= We do very little advertising.

= We design clothes that offer the latest trend but we don’t
use expensive hangers, tags or labels.

= We also try to be efficient as possible when transporting
products from factories to stores. This includes like asking
suppliers to pack our t-shirts so they are ready to go straight
on shelfs.

Source: Primark (2019)
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Product strategy

Primark is a leader in the fashion sector offering 'fast fashion at a reasonable
price', a subsidiary company of ABE Group.

Primark offers a diverse range of products - baby, children's, women's, men's, home
goods, accessories, cosmetics and confectionery.

The company is an expert in understanding its customers and works with its
suppliers to produce goods to Primark's specifications. With this strategy, the right
goods go to the right place, at the right price, to meet customer needs.

10% of the in-store line is brand new every week, with stock turning over six times
a season.

Primark uses sub-brands like Cedarwood, Opia and Atmosphere to retail their
products.

Primark has a section called New Arrivals which captures the new products in the
market according to the market trends, which helps attract consumers.

Primark has a limited edition which targets selective customers and enhances the
'perceived value' of the brand. It creates a sense of exclusivity in customers,
emotional response and loyalty to the brand.

Primark launched a wellness collection that provides 80 eco-friendly products that
are all organic, recycled and sustainable. This showed the brand's social
commitment and responsibility for its footprint.

The Primark Facebook page is updated daily, and has over 3,000,000 likes. The
company have a Linked-in profile. Primark operate a Twitter account with over 84,
000 followers. Frequently update the Primark Instagram profile with style
inspiration, new products available and campaign images. Have over 626k followers
Owned 407 stores in Europe and USA.

Observing the trickle down effect: Employ large buying and merchandising teams
who travel internationally to source and buy garments that match the trends of the
latest season. The strategy increases customer loyalty to the brand and drives sales.
An ever-growing range of products marketed in a simple way that influences
customers to choose trends, drives purchases and contributes to increasing brand
equity.
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Promotional strategy
The main promotional strategy used by the Primark company is
word of mouth where the company relies on satisfied consumers
tosspread the word about the business products to other
consumers.
Primark has a huge number of stores whichit continues to expand.
through them, the company distributes its wide product range so
that tis available to as many customers as possible in both Europe.
and the USA.
The company uses social media platforms like Twitter, Facebook
and Instagram to market its products.
The company engagesin social giving to improve consumers' social
view of the company and attract them to make purchases. For
example, in 2018 Primark donated $4.5 million and partnered with
UNICEF to support the education of vulnerable childrenin
Cambodia.
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Place strategy
Primark only uses its stores to retail its products in
Europe and the USA. Some of the main locations for
Primark stores are Belfast, Manchester, Liverpool,
Newcastle and Cardiff. Europe is the main market
for Primark's business, where the company operates
more than 470 stores.
Primark does not retail its products online, but
conditions such as economic blockades and changes
in consumer behaviour are pushing businesses to
adopt online sales.
Third-party companies retail Primark products
using e-commercessites, but the company.
discourages consumers from buying the products
for these sites because they pay high prices.
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Pricing strategy

Primark implements competitive pricing
by offering quality products at lower
prices than competitors to attract a large
number of customers.

The company implements the dynamic
pricing strategy by using variable prices
for the products taking into account
factors such as consumer demand and
market trends.

These reward strategies help businesses
stay competitive in the market.
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Source: Karangi and Lowe (2021),
Primark Cares, (2018),
Primark (2022)
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Primark Stores around the world
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Existing
Market

New
Market

Primark — Ansoff Matrix

Existing Product

Market Development CASH cow

Men
‘The company can expand its sales into new markets
through marketing techniques and aggressive
advertising 5o as to create market awareness. Primark
can lookto the Asian market where some of its.
competitors such as H&M and Zara are not
represented. Another step is the company to move
into online sales through a website.

New Product

WEAK  Product Development
Beauty, Fitness

With the introduction of new products or different
versions of existing products . For example, a range of
maternity clothes will provide additional profit for the

company and increased customer interest and loyalty
tothe brand.

DOG Diversification
Homeware

This strategy helps companies reduce the risk of loss
in alarger area, although it s a riskier strategy as the
business operates in new and different markets.
Primark could also diversify by introducing express
food and snack services into its brick-and-mortar
stores, for example offering Starbucks space. This
‘approach will attract customers to shop or hang out
with friends.

Product

o xw oz

Source: Nilssen et al., (2019), Mohammad, R. (2020)
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Porter’s Five Forces Readjusted to Industry Challenges
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