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[bookmark: _Toc213941453]1. Selection of Organisation and Target Market 
[bookmark: _yfjnyulo2whf][bookmark: _Toc213941454]1.1. Introduction to Organisation and Target Market
This report shows a strategic proposal for the international expansion of Primark, which is a leading and large value fashion retailer within the Associated British Foods (ABF) into the Republic of India. Primark was founded in 1969 in Dublin and became synonymous with affordable, trend-led apparel, accessories, and homeware. Primark’s low margin, high volume business model allows it to provide fashion-forward products at discounted prices, attracting cost-conscious customers towards 16 countries (ABF, 2023). The proposed target market, India, shows one of the world’s fastest growing economies with an approx GDP growth rate of nearly 6.8 percent for FY 2024–25 (IMF, 2024). The retail industry in India also valued at nearly US$950 billion in 2023 that is expected to reach more than US$1.3 trillion by the end of 2026, driven by current urbanisation, rising disposable incomes, and a youthful consumer base (‌IBISWorld, 2023). The combination of the macroeconomic resilience and shifting consumption patterns mostly makes India an attractive market for the value driven model of Primark. 
[bookmark: _c4m9y5d9lvha][bookmark: _Toc213941455]1.2. Short Financial Recap of the Organisation
The financial performance of Primark shows its overall readiness for the strategic international expansion. As per the Annual report provided by the ABF’s 2023, Primark achieved more than £9.0 billion revenue that signals a strong post-pandemic rebound (ABF, 2023). The operating profit of the company is approx £735 million that translates to an 8.2 percent of operating margin. The company has more than 400 stores across the 16 countries in the world including the UK, the US, and major European markets. In terms of the capital investment, the company reinvested nearly £440 million for store expansion as well as digital integration approaches. The minimal debt exposure of Primark supported by the ABF’s strong balance sheet delivers financial stability and better flexibility to fund the market entry in India without dependencies on the external financing (ABF, 2023). 
[bookmark: _6732ct6dyouh][bookmark: _Toc213941456]1.3. Justification for Company and Target Market Choice
[bookmark: _sd1734vl4tfu]Justification for Choosing Primark
1. Market Saturation in Europe and the US: Primark is already a mature retailer in Western markets, so it has limited avenues for further growth. Z To sustain profitability into the future, expansion in high growth markets such as India will be required (Statista, 2024).
2. Product-Market Fit: Primark positioning: trendy but affordable clothes with average quality fits very well into the budding middle Indian population. Compared to high-quality foreign-oriented brands such as Zara and H&M, the rise of Primark serves the purpose of filling in the affordability fashion section of the retail fabric in India. 
3. Digital Integration Opportunities: The fast fashion giant has been opposed to e-commerce as part of its modus operandi, though, with India having the highest percentage of consumers, TRAI data shows that there are 900 million plus internet users in the country by 2024, it is the optimal country to trial a click-to-brick model.
Justification for Choosing India
Demographic Advantage: The population of 14 billion of India is over 25 percent that is below 25 (Government of India, 2024). This is a young personal style-sensitive group that associates with the speedy style of Primark.
Economic and Policy Support: India’s 100 percent FDI allowance in the single brand retail within the automatic route and incentives within the “Make in India” schemes develops an investor-friendly environment for the international retailers (Government of India, 2024). 
Market Gap: The fashion retail market in India is polarized between low-cost local players and the high-end foreign brands. Primark might occupy the mid-tier segment that provides international brand value at a competitive price. 
[bookmark: _Toc213941457]2. Comprehensive Strategic Analysis 
[bookmark: _Toc213941458]2.1 PESTEL Analysis
	Factor
	Opportunities
	Threats

	Political
	The “Make in India” policy of the Indian government promotes local manufacturing, adhering with Primark’s cost-efficient production goals. 100% FDI in a single-brand retail within the automatic route eases market entry (Government of India, 2024). In addition, some government initiatives such as Digital India and Smart Cities Mission improve the overall infrastructure and the efficiency of retail logistics.
	Bureaucratic hurdles, political fragmentation, and corruption may delay permits and store approvals. In addition, inter-state variations under the GST regime require careful compliance management.

	Economic
	India remains the fastest-growing major economy for a long time, with GDP projected to expand by 6.8% in FY 2024–25. The middle-class population is expected to exceed 800 million by the end of 2030 drives retail demand. Along with that, rapid urbanisation and mall development in the Tier 1 and Tier 2 cities delivers ideal locations for Primark's large-format stores.
	Inflationary pressures and currency fluctuations (INR–GBP 5–8%) might impact the pricing and profit margins. In addition, low per capita income (US$2,730) as compared to Western Europe limits spending power, necessitating an ultra-value pricing strategy.

	Social
	A young, fashion-driven population more than 50% within 25 is receptive to the Western fashion and global brands. Primark’s value proposition links with India's price-sensitive but aspirational consumers. In addition, increasing social media influence and celebrity endorsements boost fashion awareness.
	India’s large linguistic and cultural diversity needs regional product integration. Traditional wear preferences such as Kurtas and sarees dominate many markets; a basic product might fail. 

	Technological
	More than 900 million internet users facilitate brand awareness through social media and influencer marketing (IMF, 2024). In addition, digital adoption allows efficient supply chain, analytics, and targeted advertising.
	The e-commerce market is increasing rapidly, and it is projected to reach US$120 billion by 2026. The offline-only model of Primark can lose ground to some omnichannel competitors such as Amazon, Flipkart, and Reliance Retail.

	Environmental
	Increasing customers' consciousness around sustainability helps Primark to promote its Primark cares initiatives. Major for the eco-friendly products lines and the sustainable manufacturing partnership. 
	India’s Environmental Protection and Waste Management Regulations (2023) need strict compliance. In addition, Fast-fashion’s environmental footprint might attract 
criticism, waste disposal and recycling should be locally managed.

	Legal
	Improved intellectual property laws ensure brand protection as well as reduce counterfeit risks. In addition, reforms in labour codes enhance uniformity across the states.
	Complicated labour regulations on wages and working hours gain the costs of compliance. In addition, high import duties (20–25%) on textiles/apparel reduce price competitiveness unless local sourcing is adopted.


Table 1: PESTEL Analysis
(Source: Self-developed)
[bookmark: _swlqnj5pm4ji][bookmark: _Toc213941459]2.2 Porter’s Five Forces Analysis
The fashion industry in India represents both the competitive challenges and opportunities for Primark. Using the Porter Five Forces model delivers a comprehensive understanding of the sector’s structure and the competitiveness degree that Primark is mostly to encounter upon the market entry.
Threat of New Entrants (Moderate to High)
The retail sector in India is valued nearly US$950 billion in 2023, and it is expected to exceed nearly US$1.3 trillion by the end of 2026 and delivers massive opportunities for global expansion (Government of India, 2024). Therefore, entry into the fashion retail segment needs substantial capital investment in store infrastructure, logistics, and supply chain networks. These high fixed costs develop moderate barriers to entry, especially for the smaller companies. Instead of the barriers, India’s liberalised FDI policy allows a 100 percent foreign ownership in single brand retail as well as a supportive manufacturing environment within the “Make in India” initiative have been encouraged by the new entrants. Established domestic retailers including Max Fashion and Reliance Trends are also increasing their business that leverages the local expertise and the economics of scale. In terms of Primark, the overall attractiveness of the market depends on the affordable fashion segments, thus, sustained investment and some effective localization strategies will be needed in order to maintain a competitive advantage.  
[bookmark: _qzlxfsb5lqjn]Bargaining Power of Buyers (High)
Indian customers possess high bargaining power because of the abundance of choice towards both the formal and informal retail channels. In addition, price sensitivity is a major feature of the Indian customers market, where the value-for-money drives the purchasing decisions. The availability of the local street markets, small-scale tailors and global brands provides customers considerable leverages. In addition, the switching cost between the brands is also negligible, meaning customers may easily shift based on the price, design, or trend changes. As per the Government of India (2024), nearly 70 percent of Indian customers prioritizes affordability, while approx 60 percent consider sustainability and the brand ethics in their purchase decisions (IMF, 2024). For succeeding, Primark should balance its low-price approach with a gaining emphasis on the transparency and sustainability to appeal to ethically conscious customers in the urban centres. 
[bookmark: _dxenikl3kqak]

Bargaining Power of Suppliers (Low)
Global scale, centralized procurement and bulk purchasing of Primark deliver it with massive leverage over the suppliers (Soares, 2024). In this context, India’s improved textile and garment manufacturing base is an important component of the “Make in India” strategy that provides some opportunities for local resourcing, minimizes costs and import reliance. Developing regional production partnership will not only reduce the logistics expenses thus also allow to meet India’s labor compliance and sustainability standards. Therefore, the growing global scrutiny of the fast fashion supply chains means that the supplies with some strong ethical credentials can increase marginal bargaining power. Compliance with Primark's environmental and ethical sourcing standards will also remain important. 
[bookmark: _3ytg0cmgh7o6]Threat of Substitute Products (High)
In recent times, the Indian market exhibits a high substitution threat that is driven by the prevalence of the unorganised local retailers, traditional clothing, and a growing second-hand fashion market (Das, 2025). Customers may easily switch to some cheaper alternatives including local boutiques or thrift platforms providing customized options. The rise of the recycling platform and resale such as Poshmark India and Elanic further diversifies substitute channels. In order to remove this threat, Primark should emphasize trend-driven designs, quality assurance, and a distinctive in-store shopping experience which differentiates it from the informal competitors and the online marketplaces. 
[bookmark: _ticyx28t5elv]Rivalry Among Existing Competitors (High)
Competition in India’s fashion retail sector is fragmented and intense. International brands including H&M and Zara have established a strong urban footprint, targeting the premium segment, while the domestic companies such as Reliance Trends, Max Fashion, and Pantaloons dominate the mid-tier category with a large consumer reach. Along with that, the explosive growth of e-commerce is expected to cross US$120 billion by the end of 2026 that intensifies the rivalry through providing customers convenience and price transparency through online platforms including Myntra, Ajio, and Amazon Fashion (International Monetary Fund, 2024). In terms of Primark, managing its cost leadership advantages while differentiating through the sustainability initiatives, store experience and local design adoption will be important to achieve a long-term competitiveness. 
[bookmark: _Toc213941460]2.3 Porter’s Diamond Model: Assessing India’s Attractiveness 
Factor Conditions: India provides abundant and semi-skilled labour, especially in the textile and garment manufacturing sectors that links properly with Primark's cost-efficient production model. The strong base of appeal and textile of the country’s workers minimizes labour costs as compared to the Western markets. In addition, India, among the world’s leading producers of cotton as well as other raw materials, reduces the overall reliance on imports and improves the efficiency of the supply chain (Ghori et al. 2022). 
Demand Conditions: In recent times, the domestic market of India is expanding significantly and driven by a young, urban, and increasingly fashion-conscious population. The increasing disposable incomes and exposure to the global fashion trends through various digital media have improved customer appetite for affordable fashions. Indian customers are also more demanding and sophisticated, which will compel Primark to innovate, localise designs, and tailor its product mix to diverse cultural and climatic needs. 
Related and Supporting Industries: India’s improved logistics, textile and packaging industries develop a strong supporting ecosystem for large scale fashion retailers (Varma and Chanana, 2022). The integration of the country’s technology integration drives the supply chain process and some government initiatives including Make in India also improves the overall operational efficiency. 
Firm Strategy, Structure, and Rivalry: Major domestic competition from both the international players and the local brands ensures a hugely dynamic retail landscape. This competition will allow Primark to operate properly, maintain better cost leadership as well as leverage suitability to improve its competitive advantages in the Indian market. 


Evaluation of Analytical Tools
· PESTEL is hugely effective in terms of capturing the large and external macro environmental context thus may be descriptive instead of analytical. In addition, its value depends on systematically determining important external drivers of change. 
· Porter’s Five Forces provides a focused micro-environmental view of the industry profitability. Its limitation includes a static snapshot of an industry and can underweight disruptive forces such as digital transformation. 
· Porter’s Diamond is effective to justify a country's selection from an operations and investment perspective as it adheres to the firm-level competitiveness. It is especially related to Primark as it provides importance to local factor conditions such as textile production. 
[bookmark: _Toc213941461]3. Strategy Development and Formulation
[bookmark: _Toc213941462]3.1 Assessment of the Internal Environment 
The internal environment of Primark has been assessed using a resource-based view focusing on tangible and intangible resources, capabilities, and key organisational factors relevant to its proposed expansion into India. The assessment is given in the table below 
	Internal Factor
	Description
	Relevance to India Expansion
	Strategic Implications

	Company Overview
	Primark, a subsidiary of Associated British Foods (ABF), operates over 470 stores across 18 countries, primarily in Europe and the US. FY2025 revenue for the retail segment reached £9.5 billion (ABF Corporate, 2025).
	Demonstrates strong financial stability and international operational experience.
	Provides capital base and expertise for large-scale international retail investments.

	Business Model
	A high-volume, low-margin value fashion retail model offering trendy apparel at affordable prices. Focus on cost efficiency and store-based sales.
	Aligns with India’s large, price-sensitive middle-class consumers seeking affordable fashion.
	Supports entry into the mass-market fashion segment but requires localisation to Indian consumer tastes.

	Supply Chain & Sourcing Capabilities
	Extensive global supply network with over 880+ supplier factories, mainly in Asia (Bangladesh, China, India, Turkey). Uses long-term supplier relationships for cost and quality control (Lu, 2023).
	India’s proximity to existing sourcing hubs offers logistical advantages and cost savings.
	Local sourcing can reduce import duties and enhance responsiveness to the Indian market demand.

	Financial Strength
	Strong profitability supported by ABF’s diversified portfolio. Primark’s operating profit exceeded £900 million in 2025 (ALCHEMPro, 2025).
	Provides funding flexibility for new market entry and infrastructure setup.
	Enables large initial capital investment for store openings and brand-building in India.

	Brand Equity
	Recognised for ‘value fashion’ with emphasis on affordability and in-store experience rather than online sales.
	Indian consumers value affordable global brands; Primark’s brand can fill a gap between local budget retailers and global fast-fashion labels.
	Requires effective brand communication to avoid ‘low-quality’ perceptions and focus on ‘value-for-money’ positioning.

	Human Resources & Organisational Culture
	Employs 80,000+ globally, culture emphasises cost-efficiency, operational discipline, and ethical trading.
	Local workforce training and cultural integration will be vital for customer service and supply chain operations.
	Needs local HR strategies to align global standards with Indian labour expectations.

	Technology & Digital Capability
	Limited e-commerce presence; uses digital tools for supply chain, inventory, and sustainability tracking.
	Indian consumers increasingly prefer online and omni-channel shopping.
	Requires building digital engagement and possible e-commerce partnerships to complement physical stores.

	Sustainability & CSR
	Strong sustainability initiatives such as the ‘Primark Cares’ programme focus on ethical sourcing, carbon reduction, and circular fashion.
	Sustainability is becoming increasingly important among Indian urban consumers.
	Can differentiate Primark as a responsible, ethical value retailer in India’s competitive landscape.

	Organisational Structure
	A functional-divisional hybrid model with centralised decision-making is efficient but may reduce flexibility.
	Centralised control may slow local responsiveness in India’s diverse market.
	Should consider semi-autonomous regional structure or local leadership teams for faster decision-making.

	Current Weaknesses
	Heavy reliance on physical stores, limited online channels, and possible supply chain risks due to global dependencies.
	India’s e-commerce-driven retail market and regulatory complexities could challenge the traditional model.
	Digital adaptation, localisation, and partnership strategies are required to overcome limitations.


Table 2: Internal Environment of Primark
(Source: Self-developed)
[bookmark: _Toc213941463]3.2 VRIO Framework Analysis 
The VRIO model for key capabilities/resources of Primark has been given below in the context of Indian expansion. 
	Resource / Capability
	Value
	Rarity
	Imitability
	Organisation
	Strategic Implication

	Global Supply Chain Network
	Operates with over 880+ supplier factories across Asia, including India and Bangladesh. Enables low-cost production and efficiency.
	Moderately rare, few retailers manage sourcing at this scale.
	Difficult to replicate due to long-term supplier relationships and logistics optimisation.
	Well-organised through ABF’s global procurement system.
	Sustained competitive advantage through cost leadership and speed to market.

	Financial Strength
	FY2025 retail revenue £9.5 billion, operating profit £900 million (Statista, 2025).
	Rare among value fashion retailers of similar scale.
	Hard to imitate due to ABF’s diversified portfolio and financial stability.
	Organised with strong corporate governance and reinvestment strategy.
	Enables resource-intensive market entries, such as India.

	Brand Reputation in Value Fashion
	Recognised for affordable fashion with European quality standards.
	Somewhat rare in India few global brands target this price tier.
	Moderate imitability, local rivals can copy pricing but not the global brand image.
	Supported by consistent marketing and in-store experience.
	Offers brand differentiation in India’s mass fashion market.

	Sustainability Programme (“Primark Cares”)
	Focuses on ethical sourcing and circular fashion (Primark, 2024).
	Increasingly valued; relatively rare among low-cost retailers.
	Hard to imitate without comparable investment and transparency systems.
	Integrated into corporate strategy.
	Creates reputational and regulatory advantage in India’s evolving ESG environment.

	Physical Retail Expertise
	Operates 476+ large-format stores worldwide.
	Rare scale in the value-apparel sector.
	Costly and time-intensive to imitate.
	Well-structured expansion and operations teams.
	Source of sustained operational and experiential advantage.


Table 3: VRIO framework analysis
(Source: Self-developed)
[bookmark: _Toc213941464]3.3 Application of Other Strategic Frameworks 
	Business Segment / Market
	Market Growth Rate
	Relative Market Share
	BCG Category
	Strategic Implications for India's Expansion

	UK & Ireland Operations
	Low growth (mature retail market, 1–2%)
	High, Dominant value fashion player
	Cash Cow
	Generates stable cash flow to fund expansion in high-growth markets such as India. Maintain efficiency and brand loyalty.

	European Operations (Spain, Germany, France)
	Moderate growth (2–3%)
	Moderate, Strong but competitive
	Star / Cash Cow
	Continue investing in store innovation and sustainability to defend market share.

	US Market
	High potential (5% retail growth)
	Low, Developing presence (24 stores in 2025)
	Question Mark
	Requires strategic investment and localisation like India to grow market share.

	India (Proposed Market)
	High growth (>8% apparel market CAGR)
	None yet, new entrant
	Question Mark to Star (Potential)
	High growth but uncertain share. Requires strong localisation, supply chain adaptation, and brand positioning to convert into a ‘Star.’

	Digital / Omni-channel Presence
	Very high global growth (>10%)
	Low, Limited digital platform
	Dog (Currently)
	Needs strategic enhancement to integrate e-commerce and click-and-collect services in India to improve competitiveness.


Table 4: Application of BCG matrix
(Source: Self-developed)
[bookmark: _Toc213941465]3.4 Leveraging Strengths for Competitive Advantage 
Primark should be able to succeed with its cost leadership and scale benefits in the highly price-sensitive and competitive apparel industry of India. Through global sourcing and massive buying in large volumes, Primark can supply products at a lower cost than most of the local competitors, giving it a solid base. This is its low-cost leadership, together with contemporary and large-format store experiences that differentiate Primark among most Indian value retailers who do not have an aspirational retail experience, particularly in tier-1 and tier-2 cities.
To enhance its local responsiveness, Primark can restructure the existing Asian supply system by creating regional sourcing centres in India and other countries, such as Bangladesh, and lead times as well as import tariffs will be minimised. This type of localised supply chain strategy improves responsiveness and cost-efficiency. Moreover, Primark management should be efficient since its sustainability and ethical supply chains are supported by strong traceability and supplier compliance programs, and this is something that will add value in addition to price because of the increasing demands of Indian consumers and regulators (Esan et al. 2024).
Primark can take advantage of its presence by introducing an omni-channel strategy, which combines both physical locations in busy shopping centres with online services, including application-based inventory searches, and uses its international retail presence (Zhang et al. 2024). Nevertheless, Primark should be cautious of the local market threats, including importation duties, local fashion tastes and fierce competition domestically, by differentiating product mixes and positioning to retain a sense of value as opposed to mere low fares. This will be a necessary strategic fit in the dynamic apparel industry in India.
[bookmark: _Toc213941466]3.5 Proposed Market Entry Strategy 
Primark must enter the Indian market using a phased joint venture approach to allow compliance with the regulations and adaptation to local conditions and use global cost-leadership capabilities. Considering the rules established by the Foreign Direct Investment (FDI) policy of Indian government to direct 100 percent foreign ownership in single brand retail (provided that there is 30 percent local sourcing), collaborating with an established Indian retail organization such as Reliance Retail or Aditya Birla Fashion and Retail would ease entry to the market, accessibility to local supply chains, and property skills (Singhania, 2024). The first stage of entry must focus on opening flagship stores (30,00050,000 sq. ft.) in Tier-1 metropolitan cities such as Mumbai, Delhi NCR, Bengaluru, and Hyderabad, where disposable income and awareness of the brand are the greatest. The outlets are to be located in the high-end malls such as Phoenix Marketcity or DLF Mall of India to attract inspirational middle-income earners.
Primark needs to continue with its low-end pricing but needs to launch India lines, among which there are fusion clothes, light clothes, and regional size differences. Local sourcing centres in Gujarat and Tamil Nadu would be ideal to ensure efficiency in logistics, adherence to FDI regulations and responsiveness of the supply chain. Multi-channel marketing strategy with the use of social media, influencer campaigns and sustainability stories under the Primark Cares will create brand resonance. In the long run, growth will be to Tier-2 cities (Jaipur, Pune, Lucknow), and a click-and-collect online platform will help increase coverage.
[bookmark: _Toc213941467]4. Performance Evaluation Framework 
[bookmark: _Toc213941468]4.1 Selection of the Balanced Scorecard (BSC)
The Balanced Scorecard (BSC) is a useful strategic performance management model which converts the vision and strategy of an organisation into quantifiable goals in four perspectives as financial, customer, internal business processes and learning and growth (Silalahi, 2023). In the case of Primark, a global fashion retailer that has to enter a market that is dynamic and price-sensitive such as India, the BSC offers a systematic method of aligning the strategic goals with management implementation to achieve short-term efficiency and long-term sustainability. The value proposition of Primark is constructed on the basis of offering trendy clothing of high quality and at a reasonable cost. There are issues of expanding into India including the cultural difference, the regional fashion tastes, the inconsistency of the infrastructure and the stiff competition that the domestic and global retailers such as Reliance Trends, H&M and Zara have over the industry (Sharda et al. 2025). 
The BSC provides an extensive model that helps Primark to track its strategic alignment with the local market and keep the brand consistent. Financially, the BSC enables Primark to monitor profitability, revenue increase and ROI with regard to its business in India. There is a growing population of middle-class people with increasing disposable income in India and due to this, performance measures including sales, cost management and market share will be necessary to determine financial feasibility (George, 2025). Indicators including customer satisfaction ratings, brand recognition and recurring purchase rates may be used to sample the effectiveness of marketing plans and customer interactivity initiatives. These indicators would help Primark to refine its pricing, product mix and localisation efforts since Indian consumers are becoming more value and fashion conscious. 
The BSC supports performance monitoring in terms of efficiency in the supply chain, supply chain inventory management and sourcing strategies locally from an internal business process perspective (Pejić Bach et al. 2023). The complicated logistics and retail system in India requires a successful operational process to reduce the lead times and costs but preserve the product quality and ethical sourcing criteria. The learning and growth perspective deals with the organisational ability of Primark to change and innovate within the Indian environment. The most important indicators may be the number of hours the employees train, retention rates and the inventiveness of store experience. The strategic focus on workforce development and digital technologies becomes important for long-term success (Ziadlou, 2021). The implementation of the BSC would help Primark to ensure a balanced focus on financial performance and non-financial aspects of performance including customer engagement, operational efficiency and learning in the organisation which would result in strategic alignment and sustainable growth in the Indian retail market.
[bookmark: _Toc213941469]4.2 Designing the Balanced Scorecard for the India Expansion
	Perspective
	Strategic Objective
	Key Performance Indicators (KPIs)

	Financial
	Achieve sustainable revenue growth and profitability in the Indian market
	Sales growth rate, ROI, cost of operations and gross margin

	Customer
	Build brand awareness and customer loyalty among Indian consumers
	Customer satisfaction index, repeat purchase rate, Net Promoter Score (NPS) and market share

	Internal Business Processes
	Optimise supply chain and operational efficiency
	Inventory turnover, local sourcing ratio, logistics cost efficiency and store opening timelines

	Learning and Growth
	Develop a skilled workforce and foster innovation
	Employee training hours, staff retention rate, number of innovation initiatives and digital engagement metrics


Table 5: Designed balanced scorecard
(Source: Self-developed)
Through this framework, Primark is allowed to ensure that its strategic visions are fitfully aligned with its operational objectives in India. By controlling the non-financial and financial measures, the company will be in a position to adjust its business model according to the needs of the local market, improve brand image and guarantee efficient operations. The balanced scorecard would have critical evaluation system and would help sustain competitive advantage and informed decision making in the Indian environment of development in retail.
[bookmark: _Toc213941470]5. Recommendations and Conclusion
[bookmark: _Toc213941471]5.1 Recommendations
It can be recommended that, 
· Use the phased market entry strategy - Primark must first focus on Tier-1 metropolitan cities including Mumbai, Delhi and Bengaluru to create brand awareness and gauge consumer reaction. Once operational efficiency and brand recognition is established, a move into the Tier-2 cities such as Pune, Chandigarh and Ahmedabad should be undertaken with the help of the increased urbanisation and mall infrastructure in India.
· Establish local supplier alliances - Working with Indian textile and garment manufacturers in the framework of the program Make in India, will decrease the costs of imports, enhance responsiveness in the supply chain and enhance sustainability. The local sourcing strategy will also mitigate the currency fluctuation risks and import duties (Badhan et al. 2024).
· Combine omnichannel retailing - Even though Primark has always concentrated on brick-and-mortar stores, switching to India with a hybrid model will correspond to the digital customer base in India. Collaboration with online stores or an exclusive online shopfront will help to increase availability and bring in customers to the physical stores (Tabaku et al. 2024).
· Dedication to fashion sustainability and social responsibility - The Indian consumers are more sensitive to environmental concerns. The development of recycled clothes, social responsibilities and ethical manufacturing will enhance brand image and set it apart from fast fashion brands (Nguyen et al. 2021).
· Invest in localised marketing and workforce development - The use of the area-specific campaigns with the involvement of influencers, social media campaigns and culturally stereotyped product lines will enhance brand affiliation. 
All these strategies will make Primark stronger by positioning as a value based yet responsible fashion retailer in India.
[bookmark: _Toc213941472]5.2 Conclusion
Primark's expansion into India is a strategically correct and financially viable step in accordance with the company's core value proposition, the trend-driven and affordable fashion. Indian macroeconomic development, the young population and retail infrastructure that is changing provides a rich business environment of Primark. It requires careful localisation, operational efficiency and digital adaptation. Primark would be able to conduct a continuous assessment of its performance in all financial, customer, internal process and learning dimensions to ensure that the company performs in line with corporate goals and local market reality using the Balanced Scorecard model. Primark would be able to gain a solid presence in the Indian competitive fashion retail market and be profitable in the long run while upholding its ethical and affordable fashion brand by launching in stages, sustainability in sourcing and a culturally sensitive brand presence. 
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