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Executive Summary
The purpose of this report has been to create new 
ideas, that can be beneficial to us as stakeholders 
within Primark. An in-depth analysis highlights 
current strategic shortfalls, whilst implementing 
thoughtful business strategies. Discus-sions ex-
plores topics such as ‘phygital’ retail, operational 
management, sustainability & CSR within fashion.

Amazing Fashion, Amazing 
Prices.		  - (Primark 2022)



Visualisation

Objectives & Aims

GIVING CLOTHES A LONGER LIFE
Our clothes will be recyclable by design, made of recycled 
or sustainably sourced materials and they will last for 
longer. 						          		    (Primark Cares, 2022)

Strategic brand concept visulisation 

The overall objective for this work is 
to create a pop-up within flagship, to 
intergrate more of a cricular economy 
in place of the current harmful fast 
fashion business practice of Primark. 
Comprised of two seperate books, book 
1 focuses on research and preliminaries, 
whereas book 2 presents the visuals for 
the proposed plans.  Below listed are the 
aims of this work:

1.  To reduce textile waste via new developed 
beneficial services tailored to prolong the life 
of current products, using Apparel care kits & 
a sustainable teaching pop-up shop. As well as 
later constructing workshops for the consumer. 

2.  Restructuring the current Primark business 
model of an extreme fast fashion lay out, to 
create a more circular economy through these 
services to product, introduced slowly for 
least disruption. Working in conjunction with 
Primark Cares. 

3.  Developing a more sustainable and ethical 
business practice to follow the mega trends of 
sustainable initiatives. Following on from the 
very damaging current fast fashion practice. 

4.   To start the reinvention of the Primark 
brand image; from a scoundrel brand that 
created the Rana Plaza disaster, to a brand 
creating baby steps to a more positive future. 

5.  To create strategic development in small, 
baby steps for the brand; as to not create 
drastic change and implement a realistic next 
step for Primark. Working in conjunction with 
Primark Cares & its own set out commitments. 
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Research &
Analysis
Key information 

Within academic revision and context, it is imperative 
to understand academic theories and literature that 
cover topics discussed within this work. The strategic 
brand concept covered within these reports has been 
created with the capitalisation of sustainability and 
related consumer megatrends in mind, moreover, 
working in partnership with ‘Primark Cares’ to generate 
products and services tailored to gather the most 
consumer engagement.

Research to produce such efforts has led to both 
academic and industry topics. Such topics include 
creating a circular economy (inc. waste management), 
Fast Fashion, Greenwashing and related ‘Primark Cares’ 
market research. 

As illustrated. 
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Proposed visuals for 
the strategic roll out 
of ideas, showcasing 
various aspects:
Shown depicted are the various ways in which 
this strategic direction will be conceptualised; The 
Pop-Up, Apparel Care kits, associated signage & 
marketing materials

Apparel Care Kits:
Aimed to prolong the lifecycle 
of Primark products. These 
kits will include various tools 
to help aid care and repair of 
garments, as well as updating 
them to suit new trends. 
Kits will include; Sewing 
Kits, Special shampoos/
Conditioners, Pile removers 
and embroidery kits. 

Pop-Up Signage
Signage for this proposed instore pop-up is illustrated here. Designs 
follow classic Primark colours, and further are included in the typical areas 
of which the brand guides consumers to its locations. Shown, we can see 
‘Pop-Up Shop’ is on the lower ground floor of flagship, and ‘Prolonging 
product Pop-Up Store’ on the side of the building. 

Marketing:
Social Media will be 
the primary platform 
in which to advertise, 
due to the young target 
demographic using these 
materials the most
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In Conclusion

Research explored has let to the 

identification of several mega-trends 

impacting primarks own business practice 

as well as its consumers. Namely, Fast 

fashion & the ethical consumer. Leading to 

the planning of a brand concept capable 

of exploiting these.

Planning within this work has led to the 

development of a Pop-Up shop within flagship. 

This store will focus on proloning the life of 

product with the circular economy theory 

aspects in mind. Furthermore, planning has led 

to generating marketing materials to prevent 

greenwashing. 

Implementation, as laid out will focus on 

the activities generated within Pop-Up. 

Such as the sale of Apparel care Kits 

to prolong product life, and hosting 

workshops to repair and revamp clothes. 

Furthermore, bringing attention to 

greenwashing and enabling education.

Research Planning Implementation

Justification
Pop-Up Store Visualisation and Inspiration

Throughout this work and associated descriptions this report details a new strategic 

brand concept, through exploration into topics surrounding Primark’s needs within the 

micro and macro environment.; Namely, consumer behaviour and the resulting changing 

industry. Informing justified, strategic change. Focusing on management and product 

concepts to drive associated new service concepts, product development and updated 

supply chain management through newfound sustainability and ethical initiatives. 

Ideas presented these workings include prolonging wear of product, with sustainable 

efforts in mind, and management practices to create an innovative environment to enable 

these ideas to thrive. Such as, founding a home in flagship to appropriately cater to the 

demands of business and consumer alike. 

Created from the driving ethical consumer behaviour, and clearing Primarks own brand 

image of related unethical bheaviour. Research led to the finding of this gap in the market, 

and as such, capatlised from it.
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Brand Visualisation

Internationalisation strategy is considered to be the process 
of expanding a company’s business into international markets 
(Susman, 2007). Based on the growth of global consumer demand 
in the fast fashion industry, internationalisation strategies are 
inevitably proposed to enable the market expansion of fast fashion 
brands (Su and Chang, 2018). 

#INTERNATIONALISATION

Primark is deeply rooted in the European market and is committed to 
exploring new markets (Primark, 2022). With China becoming the world’s 
largest fashion market in 2019 (McKinsey, 2019), the booming market 
provides Primark with conditions to tap into its potential market. Through 
the construction of the strategy aligned with the brand’s identity and the 
characteristics of the Chinese market, Primark is proposed to establish 
a strong position in the Chinese market using products with regional 
features and cooperation with local e-commerce channels and social 
platforms.

Concept Idea

Lack of 
presence outside 

of Europe

Absence of 
a digital retail 

strategy

Product 
differentiation and 

irreplaceability could be 
further enhanced

#Issues which will be covered in the project:



The Chinese fashion market gives Primark a huge potential for growth 
based on the country’s economic development, the increasing 
spending power of the population, and consumers’ rising brand 
awareness (McKinsey, 2019). Since 2018, the fashion industry in China 
has been experiencing a steady growth trend in sales (China Apparel 
Association, 2019). With the growth rate of China’s population income 
levelling off, consumers begin to abandon the blind admiration of 
high-priced brands and return to rational consumption to pursue the 
value for money. Fast fashion brands have expanded rapidly in China 
with affordable pricing and satisfaction with consumers’ fashion needs 
(Xu, Chi and Su, 2019).

Research and Context



Chinese e-commerce channels led by Alibaba, Jingdong and Tencent have contributed to 

the grand scale of e-commerce in China through improved policies, ease of payment and 

consumer trust (Wei and Zhou, 2011). The rise of social media platforms, including Weibo, 

WeChat and TikTok, has also had an enormous impact on China’s fashion industry (Zou and 

Peng, 2019), with 43% of women and 36.6% of men being attracted to social media platforms 

to buy fashion brands (Luxe.Co, 2018).

Creating products that suit the Chinese body type and culture is an important part of 

Primark’s internationalisation strategy. Different races have shown variations in natural 

genetic selection to adapt to their living environment, which has led to Chinese and Western 

countries having their characteristics in terms of standard body shapes (Kronenfeld et 

al., 2010). Primark needs to adapt the sizing and proportions of its garments to suit the 

consumer’s body type. In addition, considering the Chinese culture of introversion and 

reserve, the garments’ design is flattened compared to the West.

Products & E-commerce



Building on Primark’s existing strategy, the internationalisation strategy is 
proposed to improve the current issues. In order to increase Primark’s presence 
beyond the European region and further expand its economic benefits, a 
strategy to enter the Chinese market is suggested. Designing products based 
on the Chinese market context combined with consumer characteristics could 
help Primark gain competitiveness while developing product differentiation 
and irreplaceability. Collaboration with local e-commerce channels and social 
media is recommended to create a retail e-commerce strategy for the digital 
age. Primark’s retail strategy could be adapted and continuously developed 
through the specific analysis and development of the strategy at each stage. The 
explicit purpose of the strategy development enabled the effectiveness to be 
ensured.

Justification
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Fig 1. Direct-to-

customer 

ecommerce sales 

globally, 

(Macquarie, 2021) 

 

 Fig 2. All online retail 

sales, market size and 

growth, 2016-21, (Mintel, 

2022) 
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Fig 3. Interdependency of supply chain functions, (Zairi and Al-Mashari, 2002) Fig 4. A balanced supply chain requires workable functional 

trade-offs within the value chain, (Zairi and Al-Mashari, 

2002) 
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influencers/creators 
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Hastags

 
 In-feed ads 

How consumers typically 

discover products through 

social media 

 

Fig 5. Putting RFID into 

action, (Barrett and 

Prince, 2006) 

Fig 6. Architecture of the EPC global 

Network, (Bi and Lin, 2009) 

Table 1. Broad processes in 

a distribution centre/area of 

opportunities provided by 

RFID and the EPC network, 

(Wamba, Lefebvre and 

Lefebvre, 2006) 
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WEBSITE 

DEVELOPMENT. 

Web pages screenshots illustrate 

Primark partnership with Amazon. 

Links with social commerce to 

promote and sell products. 
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Justification. 

This report suggests a new strategic brand concept which is a though-provoking blend of website enlargement, 

effective supply chain plus visionary social commerce. Innovative, expressive, and skilled process models can be seen 

throughout which are built around affordability consideration and extensive, in-depth primary/secondary research.  

Expansion is a challenge which Primark believes and always thinks one step ahead adding new and exciting services. 

Communicates online shopping habits pivoting around digital marketing technologies which focuses on influencers 

videos/photography, Amazon artificial intelligence and social media shops allowing Primark to convert their social 

media into social storefronts.  Utilization of QR codes can direct customers to a landing page/website, assist with 

shopping and E-commerce. RFID tags, cloud computing, digital streaming, and artificial intelligence are implied for 

better inventory controls. 

Excellent strategic tools like customer journey maps and gap analysis have been used to identify where the Primark is 

going and what is the expectation or potential for them. Strategic aim is to close any determined gaps by elevate 

significant digital purchasing dynamics to reposition Primark positively within current markets. This proposed marketing 

communications and management strategy has not only provided Primark with a competitive advantage of E-Commerce 

over traditional retail, but also meets new customer behaviours and constantly fast changing retail trends. 
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Natasha Jeryal | 10590321

This project gives a thorough insight into 
Primark’s existing operations, discussing 
the pros and cons of their solely bricks and 
mortar stores whilst also making rational 
business decisions, through the means of a 
cohesive integrated marketing campaign. 

Patrycja Wawrzyniak | 10525893

This report will concentrate on developing 
a pop-up store, featuring a limited-edition 
collection sold on Amazon.com, alleviating 
Primark's stress regarding the distribution 
process while also monitoring KPIs. Fur-
thermore, an advertising campaign includ-
ing a poster and a video will be created for 
promotional purposes.

Benjamin Gurnham | 10497521 

This work focuses on the strategic 
development of Primark’s own business 
practice, through newfound innovative 
products and services displayed in a 
flagship pop-up store. Furthermore, this 
report contains strong focuses surrounding 
academic theories such as the circular 
economy, and industry practices, namely 
fast fashion and greenwashing.

Isra Jehangir | 10541756

This strategic brand development 
incorporates a mixture of concepts like 
website development, supply chain and the 
promotional mix connected with Primark’s 
cost leadership and WOM marketing 
strategies. Comprehensive research 
demonstrates Primark’s e-commerce shift 
and long-term plan for seamless integration 
via diverse platforms.

Qing Yang | 10414357 

This project focuses on the development 
strategy regarding Primark’s homeware 
and visual merchandising. It includes 
proposed range plans for a window display 
and instore layouts whilst  approving 
academic theories and competitors as 
references.

Lejia Wang | 10524806

This work discusses the development of 
Primark's internationalisation strategy 
based on an analysis of the Chinese 
market. The proposed strategy aims to 
increas Primark’s presence in the Chinese 
market by launching regional, specialised 
products and collaborating with local retail 
platforms. 

Jiatong Niu | 10565912

This report discusses Primark's brand 
strategy advancements to improve 
greenwashing through raw material 
innovation, supply chain sustainability, 
and pollution reduction; overall looking at 
ways in which Primark can reduce their 
carbon footprint and lead the way to global 
change.
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