Primark Stores Limited

BRAND AUDIT OF PRIMARK

Objective
The report aims at giving recommendation for the changes and improvements that should or could be adopted by the retail store PRIMARK in order to maintain the competitive advantage based on its strength and weaknesses through an analysis of its current management strategies involving organization orientation, competitive advantage and impact of its marketing mix.
Brand Introduction
Primark Stores Limited is a clothes and linens retailer in the UK and Republic of Ireland with over 100 branches In the Republic of Ireland - where the company's headquarters is based - it trades as Penney's.
PRIMARK's HISTORY:-
In June 1969, Penney store opened there first outlet in Mary Street, Dublin. Its success can be attributed to a unique combination of fast fashion, lean operations and targeting a segment that was looking for variety at low prices

In 1971, the first large store outside Dublin was opened in Cork and by the end of that year there were 11 more stores in Ireland and one in Northern Ireland.

By 1973, the number of stores had reached 18 in Ireland and Primark began trading in Great Britain. The following year saw the opening of the first UK High Street stores in Derby and Bristol.In the next ten years, 18 stores were added in the UK and nine in Ireland, bringing the number of stores in the UK and Ireland to 22 each.Also in 1984, the first multiple acquisition took place with the purchase in Ireland of five Woolworth stores.

From 1984 to 1994 a further 13 stores were added in the UK and 12 in Ireland, bringing the total to 66 stores – 32 in the UK and 34 in Ireland. A major flagship store was purchased in 1992 – a 50,000 sq. ft. unit in O'Connell Street, Dublin, as BHS exited Ireland.

Primark had amilestone year in 1995 with the development of the UK businessfollowing the acquisition of the BHS One-Up discount chain. As a result, 16 total target stores were added to the UK business, most in the Greater London area, and all of a significant size. The next major development occurred in 1999 with the acquisition of 11 stores from the Co-Op, including Reading. The Reading property, after much refurbishment, also facilitated the much-needed relocation of the UK buying offices.

In 2000, C & A retreated from the UK. Primark acquired 11 of their stores which brought store numbers to 108, consisting of 75 in UK and 33 in Ireland. In October 2001, a 75, 000 sq. ft. store was opened in Manchester and conversion of 25,000 sq. ft. of former stockroom space has now increased the sales area of this store to 100,000 sq. ft.

In 2001, a 40,000 sq ft store opened in Blanchard town, Dublin. At the end of 2001, the number of stores had grown to 109 (75 in UK and 34 in Ireland). In 2002, two major stores were opened in Glasgow and Birmingham.

In the period of 2004-2005, 14 new stores were opened, adding over 400,000 sq. ft. of retail space. In 2005, six stores were acquired from ‘Allders', three of which opened in 2006. In July 2005, the acquisition of Littlewoods stores by ABF plc which comprised an estate of 120 premises was completed, of which 41 stores were transferred to Primark.

The major programme for the re-fit and opening of 40 of these stores has been completed.

In May 2006, Primark opened its first store in Spain – in Plenilunio (Madrid), followed by a second store in Murcia in September 2006.

On Thursday 5th April 2007, a 70,000 sq. ft. store was opened on London's Oxford Street. Primark Liverpool opened on Wednesday 12th September 2007. In November 2007, two further stores were opened in Spain – in Jerez and in Xanadu (Madrid).

Three stores opened in Spain in April 2008 – in Bilbao, Islazul (Madrid) and Oviedo – followed by, in June 2008, the opening of Parque Corredor (Madrid).In September 2008, Primark opened in Zaragoza and in October 2008, two further stores in Spain were opened in Asturias and in A Coruña.

Primark opened its first store in the Netherlands (Rotterdam) in December 2008.

In May 2009, Primark opened its first store in Portugal (Lisbon) and its first store in Germany (Bremen).

In December 2009, Primark opened its first store in Belgium (Liège).

Number of Stores Trading at3rd December 2009

Ireland - 38

Spain- 14

UK- 138

The Netherlands- 1

Portugal - 2

Germany - 2

Belgium - 1

Total – 196

The company employs over 10,000 people, and own several brands, including:

* Atmosphere – woman's wear

* Cedarwood State - casual menswear

* Denim Company - casual menswear

* Butler & Webb - formal menswear

* early days - baby/children's wear

* Rebel – boys wear

* Secret Possessions - lingerie

* Young Dimension – children's wear
ORGANISATION ORIENTATION
The word ORIENTATION means to adjust or locate in relation to the situation or surroundings or circumstances or sometimes a combination of both. In context to an organisation it can be categorized as:

Ø Product orientated.

Ø Market orientated.

Ø Sale's oriented.
v PRODUCT ORIENTATED:-
Product orientated companies are those which aim at achieving economies of scale (COST FOCUSED) by producing a limited range of products in order to minimize their production cost and define their business mission based on their production capabilities.(David.J)

These organizations are more interested in increasing profits. For this they increase production and aggressively sell it to customers. There is no consideration for customer's needs and wants and therefore the production and marketing strategy is entirely based on the companies' capabilities and convenience.
v MARKET ORIENTATED:-
Marketing orientated companies are those whose paramount objective is to meet and exceed the needs and wants of their customers in order to create superior customer values than competitors.(David.J)

In the present time the customer have become more knowledgeable and aware through various information sources available to them such as the internet, advertisement etc. Also, the requirement for more variety and better quality has also increased. This has resulted in a shift of the markets towards a market oriented approach. Therefore in order to survive and be competitive, the business needs to be more sensitive to their customers needs or else they will lose their market share.
v SALE ORIENTATED
Sales oriented business primarily focuses on maximising sales of its existing products and services and therefore requiring the 4 P's of marketing mix in order to achieve this. But the sales oriented business pays less importance to the consumer needs and wants, which differentiates it from marketing oriented business.
Primark's business orientation:-
Like any other successful business, the Primark continues to review its different strategy by which they can maintain their impressive growth in the retail sector. So keeping in view Primark introduce them self as a market oriented firm which is evident from the fact that it has identified the needs and wants of the consumers by making indigenously designed fabrics and designs, sourcing supply and targeting young fashion conscious people of 35 years and below and offering them simple yet high quality clothes and outfits.

They also believed that there was great potential for applying their successful retailing formula in the much larger UK market. Retail businesses in the UK tend to target specific segments of the market. Trading under the Primark brand, the Group focused on the UK value sector, an area in which it had already developed considerable expertise in Ireland.
Marketing objectives
The marketing objectives is summed as SMART

Ø Specific

Ø Measurable

Ø Accurate

Ø Realistic

Ø Time bound
competitive advantage
Competitive advantage theory suggests that “states and businesses should pursue policies that create high-quality goods to sell at high prices in the market”.

Competitive advantage occurs when an organization acquires or develops an attribute or combination of attributes that allows it to outperform its competitors. These attributes can include access to natural resources, such as high grade ores or inexpensive power, or access to highly trained and skilled personnel human resources. New technologies such as robotics and information technology either to be included as a part of the product, or to assist making it. The term competitive advantage is the ability gained through attributes and resources to perform at a higher level than others in the same industry or market (Christensen and Fahey 1984, Kay 1994, Porter 1980 cited by Chacarbaghi and Lynch 1999, p.45

When a firm sustains profits that exceed the average for its industry, the firm is said to possess a competitive advantage over its rivals. Keeping in view this strategy Primark introduced low range products in the market for a low budgeting people. They not only sustain their profit but also acquire major part of market. The goal of Primark is to achieve a sustainable competitive advantage.

There are two basic types of competitive advantage,

* Cost advantage.

* Differentiation advantage.

The main aim of Primark is to deliver the same benefits as competitors but at a low price . This enables the Primark to create superior values for its customers and enabling them to make more profit for themselves.

By adopting this strategy they created their image as a leader in both cost and differentiation. They utilize their resources and capabilities to create a competitive advantage that ultimately results in superior value creation among their competitors.
RESOURCES AND CAPABILITIES:-
In order to develop a competitive advantage the firm must have resources and capabilities that are superior to those of its competitors. Without this superiority the competitors simply could replicate what the firm was doing and any advantage quickly would disappear. Primark keeping this in view, started looking at outsourcing its product so that they can get things at a low price and differentiated product as compared to their competitors and can hold their market share. Primark position themselves as a low cost and differentiated product . they get their products stitched from countries for example Bangladesh, India and china which provide skilled labor at very low rates. There by allowing Primark to sell cheaply as compared to their competitors thus giving them a great competitive advantage and making them safe from acquisition from their competitors and they are utilizing these resources effectively. They bring their products to market faster and cheaper than their competitors. As these capabilities are in their routine and are not documented as procedure so it makes difficulty for competitors to replicate it. Another important decision taken by the Primark is that they targeted that segment of market who are looking for low cost products. For making continued growth in this highly competitive marketplace Primark took a series of actions which are as following:
•By making extensive market research on customer needs and habits.
•By opening new outlets in high potential locations.
•By improving the range and mix of merchandise.
• By providing more friendly store layouts.

The other strategy of Primark that has resulted in a quick growth and continued success is mainly dependent on the ongoing recruitment of competent staff and the development of their potentials and talent to enable them take on more responsible roles in the growing network of stores.

The Significant recruitment challenges also emerged for Primark in the UK while establish new outlets in major part of the different cities. For some instances, the main factor is that the Primark name was new to the area is the main barer for staff recruitment. Particular difficulties were encountered in those towns and cities where there was little unemployment.

To overcome these problems Primark planned and implemented a range of processes which focused on:

o By raising reputation and profile of Primark as an attractive place to work.

o By introducing recruitment strategy to match local circumstances at individual outlet locations.

o By introducing more flexible jobs to meet the individual needs of employees.

Primark introduced a series of recruitment plans to give more attractions by meeting the employee needs of the individual stores. Keeping in view the local circumstances and needs, they introduced the following steps:

o The main duty of managers is to encourage the existing employees to pursue promotional opportunities.

o Things which are displayed in windows aimed particularly at people experiencing the atmosphere of shopping at a Primark store.

o By doing job advertisements in local newspapers, radio, local Employment Offices or Job centres.

o By taking actively participation in local initiatives such as Jobs Fairs etc.

o By distributing leaflets in residential areas to attract people for recruitment to local stores.

o By doing ‘walk-in' interview sessions at hotels and telephone.

o By conducting meetings with local groups of people.

o By giving job attractions to colleges and universities students..
Needs and Wants
There is very thin line between needs and wants but to market the brand one must understand the needs and wants of its customers. Needs are the things without those people feel deprived of while wants are those things which delight or give social esteem to the person.

The vital question is how these need been identified?

Needs and wants vary according to a person's age, health, physical requirement and many other social factors

Primark is owned by A B F (Associated British Foods). Primark's Slogan is “Uptown Clothes Downright Prices”. This is evident from the current prices for the available products. The question now arises is that, how are they able to sell the products cheaper compare to other retailers? This can be answered through their strategy of outsourcing the manufacturing to developing countries like Bangladesh, India, Pakistan etc that are making cheap clothes for Primark at low labour cost (3p/hr).

Since their cost price is very low they can sell the products cheaper than others. Primark has turned the period of recession in its favour where most companies have suffered which is evident from its profit and sale figures during this period. Recession means “A period where national output falls for six months or more”. During this period when the consumers are going through a phase of credit crunch, Primark's low price strategy gives them an incentive to buy their products. the cut-price clothing chain, ​continues to be one of the few retailers prospering in the recession, yesterday posting a 10% increase in profits.

http://www.guardian.co.uk/business/2009/apr/21/primark-announces-profit-rise Primark

Primark has also segmented the market demographically. They have divided their apparel mainly into four categories based on gender and income. According to age and gender it primarily focus on middle class women's below 35 it also offers apparels for men and children as well.

Primark is also been called as PRIMANI as it offers high street fashion at low prices
Target Marketing
Target marketing attempts at targeting that group of customers that are attractive to business and match its supply capabilities .

Any effort in chasing customers blindly without any specifically designed plan can have disastrous implications. For existing product's the management should consider its current market. If the needs of its existing customers changes, the marketing mix can be adopted to match the requirements.

Target marketing is the process in which the market is being segmented according to the service or product. Defining the market will help the business in concentrating in increasing the efficiency of their product to the best; evaluates the behaviour of customer and their spending habits. It also has major role in influencing organizations strategic planning and advertisement. But ignorance and omissions in market's changing trend in economy and spending pattern are considered as a major deficiency of target marketing. Usually target marketing emerges as a result of SWOT analysis and setting of market objectives

PRIMARK is one of the most applauded retail store in UK. They are targeting the middle and lower class market who do not want to spend more money on clothing. The consumers of this brand are local and overseas students, middle class and people who do not follow the fashion icons.
Primark's strategies in target marketing:
Factors and factors influencing Primark's target marketing

Primark's orientation: Primark essentially focuses on the age and gender of its consumers within its mass market while defining its target segment. Primark's endeavour is to emphasise the low cost high fashion factor in the mindsets of its customers. The group always puts its effort to grow a blend of fast fashion at low cost. The main target group for Primark is fashion conscious under 35 aged women (the young & earning group).

Primark is now targeting a four to six week turnaround from design to shelf .This period is considered as ‘season' for Primark which will keep Primark UPDATED in the market .
* Winning customer mind - New motto!!
Giving more emphasis on a better and effective advertisement or brand communication will help Primark to augment its brand position in the consumer market as the one place which caters to the specific needs of its customers in terms of satisfaction and value for money. New marketing ideas and customer support strategy will help to attract the young and busy set of customers.
MARKETING MIX
Marketing Mix is a combination of marketing tools that a company uses to maximise customer expectation and offer superior value. It has four elements and each element of marketing mix has its own set of strength and weakness :

* Product

* Price

* Place

* Promotion

These four elements are the basic components of a marketing plan and are collectively called 4 P's of marketing. All these four P's are controllable, subject to internal and external constraints of marketing environment.
4 P's of Marketing Mix
PRODUCT
Product is actually the offering of services and benefits to a group of people. Product may be tangible or intangible. Product must suit the taste of people as per the current trends prevailing. The trends may vary with time. Product decisions also involve choice regarding brand names, guarantees, packing and the services that should accompany the product offering. Guarantees can be an important components of the product offering. (David.J,5th,PG19)

The core element of marketing mix is the product of each company as it meets the basic needs of the consumers. Primark has very simple marketing mix strategies which relates to its product strategy. Primark follows own-label branding strategy under the name of “Penneys”. Primark mainly has highly fashionable apparels and sells to the targeted people under the age of 35 especially women. It provides more focus on women's wear wherein they provide 2 floors full of women's clothing, accessories, home wear, etc. The strategy of dominated sales of women's wear is the key advantage for Primark. Apart from apparels, they also provide footwear, kids wear, swim wear, linen, lingerie etc.
BRAND KNOWLEDGE:-
Brand knowledge refers to brand awareness (whether and when consumers know the brand) and brand image (what associations consumers have with the brand). The different classifications of brand knowledge can be classified in a pyramid, in which each lower level element provides the foundations for the higher level element. In other words, brand attachment stems from rational and emotional brand evaluations, which drive from functional and emotional brand associations, which require brand awareness. Brand knowledge measures are sometimes called “customer mind-set” measures because they capture how the brand is perceived in customer's mind.
The Brand Knowledge Pyramid

BRAND STRTEGY:-
Positioning is, “The act of designing the company's offering and image so that they occupy a meaningful and distinct competitive position in the target customer's minds” (Kotler 1997). Positioning is not about the product but actually what the customer thinks about the product or organisation. Therefore it is about visibility and recognition of what a product represents for a buyer.

Primark targets males, females and children within the mass market. The age of its target customers are from early teens to the middle aged (mostly women buying for the family). It positions itself in customer's minds as the cheapest fashion clothing brand in the UK and does not partake in advertising strategies to emphasise this. However, the positioning strategy only works on differentiating Primark as the cheapest clothing retailer, and does not gain a meaningful position in customers minds as being fashion forward or of considerable quality – simply 'cheap'.
BRAND AWARNESS:-
Brand awareness measures the accessibility of the brand in memory. Brand awareness can be measured through brand recall or brand recognition. Brand recall reflects the ability of consumers to retrieve the brand from memory when given the product category, the needs and wants fulfilled by the category.
Brand Recall

Measures:
Please tell what brand comes to your mind when talking about UK cheep clothing industry?

Have you ever used any of above mentioned brands? Which ones?
Possible results:
70% of consumers (students and mediocers) think of PRIMARK when asked to provide name of UK cheap clothing industry.

It's important to measure not only the depth of recall (the percentage of people who know the brand) but also width of brand (the cues that led to brand recall). Hence, it's important to consider the choice of the cue that will be used in the recall question.

Typical cues are:

Ø Subcategories ( party wear/ evening wear/ office wear/ daily wear )

Ø Consumption occasions (weddings/ parties/ formal gatherings )

Ø Places (available at special store etc )

Ø People (stars/ celebrities/ icons/ models/ fashion conscious people )

In the case of Primark the tactical use of visual cues and it's positioning in the minds of people as a cheap and trendy brand and combined with low pricing has had a potent effect on the shoppers. This perception of Primark as a brand that offers range of latest apparels and accessories for every occasion at cheapest rates has resulted in an increase of its popularity and its number of customers.
BRAND PROPOSITION
Primark's products include lingerie, nightwear, hosiery, footwear, clothing, accessories and even home ware. Stores are large (2-3 floors) which are generally laid out with the floors split into two categories such as women's wear & accessories, menswear & underwear, footwear & children's wear. The clothes are crammed onto stands and positioned very closely to one another. When the store is busy the close proximity of the cramped stands adds to Primark portraying a frenzied persona and is often off putting to customers who describe it as a 'jumble sale'.
BRAND EXPRESSION AND COMMUNICATION:-
As mentioned earlier, Primark has little in terms of expression and communication as it does not advertise. The only place the logo can be seen is on shopping bags and on the store logo suggesting it does not feel the need to insist on a reputation other than 'that cheap place'. To express the brand as being fresh and foremost with the newest fashions they could print 'coming soon...' images of new items on their shopping bags for the view of high street shoppers. Also, in keeping with the online store idea, Primark could send weekly emails to customers showing ' the latest looks' – alongside catwalk trends or celebrity outfits.
Brand Recognition:-
Brand recognition reflects the ability of consumers to confirm prior exposure to the brand (recognize as old brand or consider it as new brand). In a recognition task, consumers see a stimulus (an ad for the brand, a brand name) and must say whether they have seen it before (in magazine, fashion show etc).

Primark is recognised as a old brand which offers the fashion trendy people new fashion at a very affordable range similar to the page 3 fashion.

It's important to make the task as realistic as possible by allowing only a short amount of time to answer the recognition question and by using realistic stimuli and context. To correct for people's tendency to guess, the following question could be asked:

Here is list of brands (ads, logos). Do you remember having seen this brand before?
Brand Image:-
Brand image is defined as consumer perceptions of a brand and is measured as the brand associations held in consumers' memory. To measure brand image of PRIMARK we used existing list of brand associations (e.g. students, office workers, house ladies etc) use Primark's dresses.

The outcome of this exercise resulted in a short list of both positive and negative that the consumer associates with the brand. To extract these associations from the memory of the consumers we used the focus group tool and came up with a list of associations regarding PRIMARK as a brand across various aspects that add value to lives of consumers.
PRICE
Price is a key element of marketing mix because it determines what the company will receive for the product and the services that are marketed. All of the other elements represent costs. It is very important to be clear about pricing objectives, methods and the factors that influence the price setting. The marketers should also keep in mind provisions for discount and allowances while setting prices.
PRIMARKS OBJECTIVE OF PRICING:-
The Pricing objectives of Primark reflect its image among the competitors and aim to build customer loyalty on a long term basis. Primark as market orientated company used a low price penetration strategy to bring affordable goods to the general public. Their idea is to market those goods that would bridge the gap between the low price needs and the demand for the trendiest fashion. They keep their prices low by outsourcing the manufacturing of garments to countries that offer cheap labor.
TYPES OF PRICING STRATEGIES :-
1. Cost oriented pricing

2. Competitor oriented pricing

3. Marketing oriented pricing - Primark

Primark is a market oriented company and therefore its pricing strategy is based on its marketing strategy which primarily focuses on offering low cost – latest fashion and thereby creating a differential advantage for itself.

Build Objective: Its strategic objectives influence the setting of the prices of its existing products .Its strategic objective is concerned with offering clothes at lower prices than the competitors since it operates in price-sensitive markets

The other strategy employed by Primark is Slow Penetration which means that it not only sells at low prices but also spends very less on promotion which allows it to gain high profit margins and provides the leeway for lowering its prices.

There are various conditions that have influenced Primark's low price strategy.

Firstly, it is a feasible alternative for Primark's survival and success within the competition as it helps to hold on to its existing customers as well as provides and incentive for new consumers to switch from usual brand.

Secondly, the low pricing strategy has not only allowed Primark to penetrate the market but also to enable it to become the leading player in the retail garment industry .

Finally, by setting low prices, Primark attempts to push other companies out of business . This is a part of its predation strategy
BUILDING CUSTOMER LOYALTY:-
Customer loyalty is very important for Primark since it believes in the fact that consistently fulfilling the demand of its existing customers and satisfying them sends a positive image of the brand which will motivate and create interest among people who have not tried the brand and thus promote the brand through word of mouth and attract new customers.

Primark's method of keeping their low cost will ensure them to improve profit. Setting up of a cost control system will bring Primark immediate saving and it also guarantees that Primark can remain competitive in the long run.
ECONOMY PRICING:-
Economy
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Skimming

Premium
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k
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Primark essentially is an economy brand hence its pricing strategy focuses on low prices and no frills
PSYCOLOGICAL PRICING ;-
For certain products Primark setting their prices that will influence the customer's decision to buy a products on emotional bases rather than logical basis.
PROMOTIONAL PRICING:-
This is a very common pricing strategy followed by all companies to in order to promote a product. Primark's follows the same trend by including the approach such as BOGOF (buy one get one free). For example Primark's offer a free pair of glove and scarf on the purchase of the same.
VALUE PRICING:-
This is another popular pricing strategy prevailing in the business sector. The rationale behind using this strategy is the prevailing economic recession and reduced buying power of customers.
Bundle Pricing
Primark is always alert about the need and desire of its targeted young and earning females. It always gives enthusiastic attention in exhibiting their products in a way which ensures all possible chance to lure the targeted customers. Primark's policy in arranging and bundling same colour cloths and accessories in one line sequences is a prima-facie example. This bundling policy helps Primark to improve its sales and also increase their profit . Most of the time Primark's bundling policy will tempt customers to pick more then one item which may or may not included in their purchase list this also amplify the organization's awareness about the pulse of its customers.

customers centric pricing approach helps Primark to sustain its existing customer base and attract new customers through its strategy of low pricing . attract know about the need and wants of its target group . This helps to fulfill and satisfy the need for new fashion trends.
PLACE
This vital and final part of the marketing mix strategy. All the other P's of the marketing mix have to be well in sync with the distribution of the product to ensure success in the business. The place element of the marketing mix is dealt by distribution. It is very important to ensure that the products are available in adequate quantities, at convenient locations and at times when the consumers want to buy them.
Distribution channel:-
“ it is the structure linking a group of individuals through which a product or service is made available to the consumer”.(jobber,D)

Primark focuses on keeping its overheads low in order to achieve economies of scale allowing it to offer consumers with cheaper clothes and accessories. To achieve this, it has designed a very simple distribution channel.

There are various distribution channels with their own advantages and disadvantages.

Primark outsources its manufacturing to India and Bangladesh from where the finished products are directly sent to its warehouses located in the U.K

Primark aims at maximizing benefits by adopting a simple framework of channel distribution. Through this approach, it is able to reconcile the needs of its customers in terms of product availability at the right place at the right time. The other major benefit that it gains is the improved efficiency by reducing transaction. Also there is improved accessibility by lowering location and time gaps between manufacturing and availability of finished product to the customer. Since there are no intermediaries involved it benefits both in reduction in time and the cost incurred in case of involvement of intermediaries. This helps it achieve its aim of economies of scale.

Another advantage gained through this approach is that it is able to break bulk. This is because of the fact that it has its own chain of stores and knows the exact stock requirement of each store through the feedback from its management. This helps in averting situations of stock-outs.

Because of its enormous buying power, Primark buys in bulk from its manufacturers, stocking them in their own warehouses and even sells them in its own stores and outlet. This strategy of channel ownership which gives it completes control and monopoly over it purchasing, production and marketing which is known as the corporate vertical marketing system.
FACTORS INFLUENCING CHANNEL STRATEGY DECISIONS.
· Primark's prime objective to offer cheap clothing and reducing overheads combined with its capabilities in terms of expertise in management and customer services and the economic resources available to it.

· Primark offers clothing which is most up to date in fashion trends (product characteristics).In order to keep pace with such a dynamic need and increasingly higher number of customers Primark has taken up ownership of stores and outlets to maintain efficiency and prevent and any lag in availability.

· Channel ownership by Primark is the manifestation of the buyer behavior. Primark looks after customer convenience by providing every style and range of apparel and accessories under one roof, made possible due to personal ownership of stores and outlets.

· Market size is another important factor. The large chunk of existing customer base as well as a concurrent increase in new customers is the reason why Primark owns stores and outlets as it is more economically viable allows complete control over the sales and profits.

· The prevailing PESTEL forces also have an influence over the distribution strategy. In the face of economic recession it is more feasible to reduce the number of intermediaries as this leads to considerable decrease in costs and profit sharing.

Both strategic and operational criteria's have dictated Primark in not choosing any intermediary for its operations. Strategically Primark believes it has the appropriate management skills and the loyalty and cooperation of its employees to efficiently and effectively carry out its business operations. Also, the organization as a whole has a single vision which works in favour of streamlining and synchronizing all activities without any discrepancy or conflict.

The operational criteria includes it's in depth knowledge of industry and the local markets (which includes the pricing strategies of competitors, property rents…. etc) as it is doing business in the region where it originated and grew. Its expertise in customer services through training and development of its employees are also taken into consideration.
DISTRIBUTION STRATEGIES:-
Depending upon their product company May chose three distribution strategies which are as follows,

* Intensive distribution

* Exclusive Distribution

* Selective Distribution

* Intensive distribution:-

This type of strategy is used by those organisations who commonly distribute low priced or impulse purchases.
· Exclusive Distribution:-
This type of strategy is used by those organisations who limit their distribution to one outlet. The product is usually highly priced and require a distributors to sell their products.
· Selective Distribution:-
This type of strategy is used by those organisations who choose small number of retail outlets for their distribution of products.

The other aspect of distribution strategy is the choice of Distribution intensity.

Primark carries out its business through intensive distribution. That is its strategy is to sell its products using all available outlets. The intention is to increase saturation coverage of the market through as many outlets as possible in a given geographical area. Primark has acquired property in prime locations in greater London, Birmingham etc and continues to do so. This has allowed it to capture and strengthen its hold on new markets and increases its customer base. http://www.primark.co.uk/page.aspx?pointerid=eb44df4565934edca627dac6ec12145a
PHYSICAL DISTRIBUTION SYSTEM:-
A system is a set of connected parts managed in such a way that overall objectives are achieved. (Jobber,d.5th , pg 698)

Physical distribution system comprises of:

1. Customer service: involves product availability and order cycle time, raising information levels and flexibility etc.

2. Order processing: involves reducing time between the placements of the order and receiving the goods by the customer.

3. Inventory control: involves decision regarding the amount of inventory to be held.

4. Transportation:

5. Materials handling: how will products be handled during transportation?

To resolve these issues, Primark works in collaboration with TNT FASHION GROUP AND SDI GREENSTONE who expertise and offer transport, warehousing, logistic services, inventory control and material handling solutions respectively.

These firms ensure that the finished goods are transported, stored, distributed and handled well minimizing wastage of time and money and thus helping Primark achieve economies of scale and enables it to concentrate and focus on improving its sales and promotion . http://www.sdigroupuk.com/files/Case-Study-Primark.pdf.

Primark stocks are generally transported by containers by sea from Asia – long haul items. An exception to this was the fire in the warehouse in Leicestershire when 400 tones of cheap clothing were flown to the UK as quoted by Geoff Lancaster of Primark on BBC. http://news.bbc.co.uk/1/hi/england/leicestershire/4504526.stm

Although shipment via sea is slow but it is more economically viable for the organization.
PROMOTION
It is one of the elements of the marketing mix. It is a tool used for corporate communication which involves the use of various methods in order to deliver a certain message to a targeted audience to achieve specific organisational objectives.

It is very necessary for both profit and non profit organisation, in any industry, to engage in some form of promotion. The promotion decisions must make sure that it is well synchronised with other elements of the marketing mix (e.g. price, product and place) and must take into account, its impact on other areas of the company. Finally it should be ensured that the firm conveys a consistent message for its target segment through its promotion.

The objectives of marketing promotion essentially focus on convincing the customers to buy their product or remain a loyal long-term customer. It also aims at changing the attitudes or behaviour of the customers and increasing the utilisation of their products by its customer. Thus promotion can play a vital role at various decision making stages of a customer regarding purchase and can influence it to a great extent. The objectives of marketing promotion can be summarised as:

o Building awareness

o Creating awareness

o Providing information

o Stimulate demand

o Reinforce the brand.

The factors determining the promotion objectives include the type of customer being targeted and his stage of the purchase process.

A successful promotion depends on relevant and effective communication between the source and the recipient. This can be diagrammatically depicted as

There are several mediums of communication which can be categorised as:

* Different media outlets (e.g. internet, television, radio, print)

* out lets strictly focusing on promotion( e.g. postal mail, billboards)

* Individual to individual contact (e.g. sales people).

The choice of the medium of communication and its effective and efficient application determines the success of communication in promotion.
PRIMARK AND PROMOTION:-
Since its inception, Primark has grown both in terms of sales and number of outlets and is still continuing to do so. This is attributed to its increasing popularity as being CHEAP AND TRENDY (reinforced by its tag line look good pay less) amongst all the available options today.

The credit behind Primark's success is its lean operations which is quite evident from its outsourcing of manufacturing its products to countries which offer cheap labour (India & Bangladesh) to its policy of minimizing cost on advertising and promotion.

Primark as an organisation have cleverly segmented its customers, positioned themselves and targeted with precision. With over 196 stores (most of them in the UK) and many more added each year (in the UK and other parts of Europe), Primark has now become a household name. Much of this popularity has been spread through WORD OF MOUTH. To achieve this Primark has established itself in the market as a brand that has consistently fulfilled the needs and wants of its customers by providing the right products in the right quantity at right place and at the right time. This has resulted in building of good customer relationship over a period of time attributed to its commitment to focus on customer comfort and satisfaction.

The organisation hasn't shown much inclination towards traditional media (radio, TV and newspapers) for its promotion in the past. Primark has capitalised on word of mouth for its publicity. They believe that the brand speaks for itself. Geoff Lancaster head of external relations at Primark's parent company Associated British Foods was quoted in a web site Just Style.com, saying that press frenzy and word of mouth was all the promotion required by Primark instead of flashy public relations campaigns as it is already well established. (http://www.just-style.com/article.aspx?id=94259)

Recently in the face of competition Primark has been forced to rethink its promotional strategies. Especially after the chaos at the opening of its flagship store in oxford street. ( http://www.dailymail.co.uk/news/article-446932/The-battle-Primark-3-000-customers-force-way-new-store.html).
PROMOTIONAL MIX TOOLS:-
Primark has resorted to the various PROMOTIONAL MIX TOOLS in order to be ahead of the competition and outdo the promotion strategies of its competitors. Based on the analysis of its position and the prevailing PESTLE factors it has designed its promotion mix incorporating various promotional tools.
PRODUCT LIFE CYCLE:-
The organisation perceives its product in the growth phase of PRODUCT LIFE CYCLE.

Based on this Primark seeks to build brand preference and increase market share. Therefore promotion is essentially focused on reaching out broader audience.

Advertising works on the understanding of the various stages that a person goes through in a decision making process when buying a product and then influencing each of these stages appropriately in order to persuade people to by your product. This can be explained by the AIDA MODEL. It has four stages:

* Awareness :providing knowledge of the product

* Interest: creating interest in your brand

* Desire: create a need for the product.

* Action: persuading people to buy your brand.

Based on this model Primark has tried to influence each stage of the consumer through its promotional mix strategy.
ADVERTISING:-
Any unpaid form of non-personal communication of ideas or products in the prime media i.e. press, TV, outdoor, cinema or radio. (Jobber .D, pg 498).

Primark's promotion through the prime media has been minimal. Yet in the recent past it has used radio as a medium for promotion where Kiss FM was used to promote the opening of its flagship store in Oxford Street. (http://www.utalkmarketing.com/pages/Article.aspx?ArticleID=1659 )
PERSONAL SELLING:-
Internet sales and promotion:

Primark has its website which displays and gives information regarding its product range, stores etc. Through this medium it aims to have a global reach at low cost. Convenience to the customer and direct sales are other benefits that it seeks to benefit through this medium. This hasn't been very successful because of the problems faced by the online customers. ( http://www.seoptimise.com/blog/2009/06/primark-a-prime-example-of-how-not-to-market-yourself-online.html)

Promotion through sales force:

Primark lays emphasis on training and development of its employees in order to develop their skills in retail/customer service, administration, team leading and management so that the employees can gainfully contribute to its promotion.
DIRECT MARKETING:-
It is the distribution of products, information, and promotional benefits to target consumers through interactive communication in a way that allows response to be measured.( Jobber,D)

Primark promotes its products online through its online catalogue which gives details and information about the range and variety of its products. (http://www1.uk.shopping.com/-primark+online+catalogue)

Electronic media: (internet)

Primark offers gift cards on its website. http://www.primark.co.uk/
OTHER PROMOTIONAL MIX METHODS;-
Primark primarily focuses on in store sales promotion as it knows the psychology of its consumers which is impulse buying.

It offers gift coupons that can be bought from its stores and gifted. This strategy not only attracts new customers but also encourages repeat purchase.

The layout of the store as well as the arrangement of the products and accessories gives an idea of it's in store promotion strategy. The stores have been very thought fully and intelligently divided into three sections. Women are the major consumers for the garments which is why the first section is dedicated to women. All accessories matching every style and colour of the garments are displayed and arranged together. This not only attempts to meet the needs of the customers but also creates a need and desire to buy something additional. The next is the men's section followed by the children's section. Primark's targeting and focusing strategy on the female customer is based on the fact that women are now more financially independent with more disposable incomes. They constitute the major chunk of customers in the garment sector. Primark has capitalised on this and thereby has managed to capture a major market share in the retail segment for apparels.
PUBLIC RELATIONS AND PUBLICITY:-
It means the management of communications and relationships to establish goodwill and mutual understanding between an organisation and its public.(JOBBER, D)

Primark has been accused of employing child labour and neglecting the poor working conditions of its workers in India and Bangladesh and therefore violating human rights and neglecting their corporate social responsibility. It has quickly responded to the allegations and the negative publicity created by the media which was perceived as a threat to tarnish its image and a serious damage in terms of losing its market share. In order to redeem its image, Primark has enlisted a code for ethical practices and expects its suppliers to strictly comply with. In addition, it has appointed Ethical Trading Manager's in Bangladesh and one each in China and India. These issues have been addressed on their web site as well as the media.
MARKETING ENVIRONMENT
Consists of the actors and forces that affect a company capability to operate effectively in providing products or services to its customers. To classify these forces we have to divide the environment into two factors

Ø Microenvironment.

Ø Macro environment.

Ø MICROENVIRONMENT

Microenvironment consists of actors with in a firms immediate environment that effect its capabilities to operate effectively. They are firms

* Customer

* Suppliers

* Distributors

* Competitors

Primark has identified key factors within its microenvironment which need to be dealt with appropriate and well planed strategies. It has been able to maintain its successful position amongst its customers and competitors and intends to continue the same by balancing these factors.
CUSTOMERS OF PRIMARK:-
Customers are the main element of microenvironment of marketing because they are consider as a centre of marketing philosophy. Keeping in view Primark management trying to fulfil the needs and expectation of their customers better than their competitors. Their management keep on doing market research to meet the upcoming challenges from their customers in changing their needs and wants. They segment the customers and targeted only that customer who are seeking for low budgeted goods to satisfy their needs.
SUPPLIERS OF PRIMARK:-
The success of Primark is not only dependent of customers but also suppliers plays an important role. They play an important link in the firm's overall customer value delivery system. In order to maintain their low price Primark searched for new suppliers who can supply them goods at low price. To maintain their stock levels they keep on monitoring the supply availabilities for example shortage due to labour strikes, political factors etc. For keeping the market share it is important that right product should be available at right time at right place.
COMPETITION:-
swot analysis
SWOT analysis help us to assess organization's internal strengths and weaknesses , threats and opportunities in external environment. To conduct a marketing audit we use SWOT analysis

Ø Strength

Ø Weaknesses

Ø Opportunity

Ø Threats

The SWOT analysis has been done to identify the Primark's strength and weaknesses, opportunities and threats so that these factors can be taken into consideration in deciding for launching new products.
v STRENGTH:
Demographically segmented Primark is having a full range of products Womenware, Secret Possessions Lingerie shop, Children's ware, Men's ware, Footwear, Accessories, Hosiery and Household Textiles. This gets the customer a wide range of products under one roof.

Primark's clothes are cheaper than other competitors, but definitely considering the quality. For this they are manufacturing the products in poor countries like Bangladesh to reduce the operating cost and selling the products competitively and making reasonable profit.

Primark is the part of Ethical Trading Initiative alliance of companies, Trade Unions and voluntary organizations which will improving the working conditions of the employees.

Their strength is their awards. Even it is shortlisted to the “Retailer of the Year” category – World Retail Awards. More than 10000 people are working Primark. It operates around 3 million square feet as selling place and around 2.5 million square feet as non-trading space.
v WEKNESS
The main thing is that Primark not doing any advertisements. This is always an advantage to the competitors. Primark's not all shops having the facility of washrooms. Another failure is managing people even though the member of E T I, there are lot of reports against Primark that they are ignoring the worker's rights, child labour, poor working conditions etc. In Bangladesh women are working around 80 hrs per week not even getting one day leave.
v OPPORTUNITY:
It is clearly states that Primark provide quality products to fashion- conscious people. Since Primark is growing globally, opportunities are in wide range. They already have stores in Ireland, Spain, UK, The Netherlands, Portugal, Germany and Belgium, a total of 198 stores. Primark is also having the retail websites. A customer can buy products using their credit card or debit card.
v THREATS:
Primark struggles to keep the Brand positioning after negative repulsion from the News papers and Television Medias about the child labour. Primark's having competition with other companies such as Mark and Spencer, Asda, Matalan etc.
Ø MACROENVIRONMENT
Macro environment consist of number of broad forces that affect not only the company but also the microenvironment.

The components of the macro environment are popularly known by the acroas PESTEL.
PESTEL Analysis:-
An Immensely intricate and complex environment is external environment. Have a look for a moment, you may find the considerable change in the external environment. This is because PESTEL Analysis must be commencing on regular basis. It is difficult to identify all the significant changes. But in the time of PESTAL analysis Managers should have to be a thorough check all around and make most appropriate report.
PESTEL Model:-

The PESTEL Model classified into:
* Political.

* Economics.

* Ecological\physical

* Social\culture

* Technological

*
Political Factors:-
Primark strictly following the rules and regulations of the country where they are. As because of the child labour problems in India,Bangaldesh and China Primark showed the courage to stop dealing with those suppliers. Taxation policies, Subsidies, International trade policies etc. are affecting the business. Government stability is another important factor affecting the firms.
Economical Factor:-
Due to the result of Globalization, Primark now reached the position what they are. Primark is having all together 196 retail shops in 7 countries. Because of focusing on the low price products, Primark's sales keep on increasing even in the recession where all industries Inflation may affect the sales. Primark almost all business is within the European Union this help for free trading and money exchange.
Social Factors:-
Social trends are kept on changing this will give impact on the products demand. Primark's focus is on teenagers and kids how have low budget. Primark normally introducing the new fashion in every 14 days according to the requirement of their customers that means the new fashion will breed twice in a month. Change in income may affect the sales of the product. On the other hand if the total income is rising, people will automatically move to the more quality products. If the price is low customer have to close their eyes against the quality. All these directly affect to Primark.
Technological Factors:-
Introducing of new technology will reduce the sale price of product as it has directly related to the production cost. It will help the consumer to access the goods easily and quickly. Primark is promoting their products through internet and also giving opportunity to their customers to utilize their online shopping facilities. All their competitors like M & S and ASDA are already half the way ahead. Computer billing and electronic security systems (CCTV Cameras and door sensors) reduced the man power and improve the quality and reliability.
Environmental Factors:-
Primark is very keen in keeping the environment neat and clean. We all know that how harmful the plastic bags are, and what extent it pollutes the environment. They introduce the new concept of using paper bags instead of plastic shopping bags as they can recycle that easily and have no effect on polluting the environment. Weather is one of the core factors in the textile industry and is classified into four seasons winter, summer, spring and autumn. According to their conditions, people would like to wear dresses suitable to that climate.
Legal Factors:-
Primark faces child labour problems in India. Primark penetrates the market with low price. Employment laws, Monopolies, health and safety, and consumer laws are the main factors affecting this area. According to the report on 31mar, 2008 in telegraph, had negatively affected the brand value of Primark.

http://marketingteacher.com/Lessons/lesson_marketing_environment.htm
CONCLUSSION:-
REFERENCES:-

References
http://www.primark.co.uk/page.aspx?pointerid=eb44df4565934edca627dac6ec12145amarketing mix notesdesk.com/wp-content/uploads/2009/03/markneeds and want

http://www.ciao.co.uk/Primark_Shop__5097780

http://www.dailymail.co.uk/news/article-1152875/Primark-pawnbroker-chain-thriving-recession.html

http://www.dailymail.co.uk/femail/article-395314/10-Primark-dress-thats-proving-hit-fashion-elite.html

http://www.businessdictionary.com/definition/demographic-segmentation.html

http://sampleresearchproposals.blogspot.com/search/label/Primark

http://www.learnmarketing.net/Place.htm

http://www.abf.co.uk/11%20july%2005.aspx

http://www.ethicaltrade.org/about-eti

http://business.timesonline.co.uk/tol/business/industry_sectors/retailing/article7035964.ece

http://www.primark.co.uk/page.aspx?pointerid=c6af0127d7ba4048986d9cb732876ac8

http://news.bbc.co.uk/1/hi/business/6219274.stm
PROMOTION
http://www.utalkmarketing.com/pages/Article.aspx?ArticleID=1659

http://ww.brandrepublic.com/News/759577/Primark-top-Britains-value-fashion-retail-league/

http://www.seoptimise.com/blog/2009/06/primark-a-prime-example-of-how-not-to-market-yourself-online.html

http://econsultancy.com/blog/3979-why-not-selling-online-can-damage-your-brand

http://www.primark.co.uk/page.aspx?pointerid=af5dbf712af64d55a4e60ea6eab6c90f

http://www.primark.co.uk/aboutus/FAQ

http://www.scribd.com/doc/13075485/Promotion-Mix

http://www.oxbridgewriters.com/essays/marketing/marketing-strategy.php

http://www.coursework4you.co.uk/essays-and-dissertations/marketing-mix.php

http://www.learnmarketing.net/promotion.htm

http://www.business2000.ie/pdf/pdf_3/Penny_3rd_ed.pdf
