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Introduction
The fashion industry is one of the most important industries which increases the revenue of the country manifold. Many clothes are exported and imported and thus it creates an impact on the environment in every country. The fashion industry is known to produce 10% of the world’s total carbon emission and is known to produce non-compostable waste which amounts to about 350,000 tonnes every year which ultimately goes to the landfill and causes the different environmental crisis. As explained by Ghauri et al., (2021, p.101794), western countries have contributed to the waste by utilizing the resources without thinking about a sustainable environment. The labour working in the fashion industry is mostly from developing countries like Turkey, Pakistan, China and other similar countries where the environmental conditions of the laborers are not regulated and contribute to different environmental stresses and exploitation of the laborers are not a new condition in these countries. The present study highlights the global business environment related to the organization H&M, which is a sustainable brand from the UK, first founded in Sweden and now operates in 33 countries. 
[bookmark: _Toc67671124]The business model of the fashion industry of the UK (H&M) Concerning the environment  
The business model followed by the UK fashion industry in current times is not as sustainable as they claim. Different non-biodegradable fabrics like polyesters, spandex, and nylons fabrics do not decompose like the natural fabrics and end up in landfills and cause soil pollution and with the advent of online shopping, the logistics and courier cause plastic pollution in about 100 tonnes per year. Wearing natural fabrics does not provide any respite either; a cotton shirt takes around 2700 liters of water to manufacture. Most textiles take about 200+ years to decompose. Due to the improvement of people's lifestyle from the 1990s shopping for new clothes has become a trend in upper-middle-class and middle-class families and as a result, the concept of Fast fashion is prevalent in most countries (Hofmann, et al., 2020, p. 2771). Low-quality products with replicating the existing designs have taken over the market producing more waste than before.
Patagonia, an American brand first introduced the concept of recycled clothing, and the other brands followed in its footsteps. British brand H&M logically sustains the sustainability test in respect to other brands. It has recycled 42000 clothing for the year 2018-19 and according to sources most clothes which end up in landfill can be recycled up to 95% times. All the stores of H&M now moved on to sustainable clothing. The regional head of H&M feels that if fast fashion can still do some good for the environment it profits not only the organization but the whole world at large. 
[bookmark: _Toc67671125]Critical analysis of the changes made by the organization in the last few years to their business model. 
The goal of sustainable clothing can help earth infinitely and can instigate a sense of social responsibility. Sustainability can affect the fashion industry in both a positive and negative way. 
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Figure 1: Sustainable fashion
Source:( Baldassarre, et al., 2020, p.120295)

Pros of the sustainable fashion industry
· Reduction of water in producing the crops for the natural fibres. 
· Recycling the synthetic fibres for better sustainability and cost-effective measure.
· Better regulation of the labour industry related to the fashion.
· Landfills are not jammed by textiles rather it is used in many sustainable ways like recycling or using it to build bags, paintings, and other important goods.
Cons of the sustainable fashion industry
· Sustainable industry causes much better profit than the fast fashion industry.
· Sustainable products are priced steeply than clothes from the fast fashion industry.
· Many people do not find sustainable fashion interesting, and they feel though the textiles are costing so much for the earth they would prefer unsustainable rather than sustainable fashion.
There are different types of sustainability concerning the fashion industry, they are economic sustainability, social sustainability, and environmental sustainability. 
Economic sustainability:
When the fashion industry makes a profit through environmental sustainability, it becomes an economically sustainable industry (Lee, et al., 2020, p.650).
Social sustainability: 
Creating a labour-friendly market for the sustainable environment and less exploitation for the laborers help the growth of a sustainable environment.
Environmental sustainability:
Creating more recycled clothing for the reduction of waste and the reduction of carbon emission should also be controlled for the sustainable fashion industry like recycling, reusing, and maintaining the quality of the products (Kumbara, 2020, p.400).
H&M has created social sustainability by improving the working conditions of the laborers by working in developing countries like China, Pakistan, Bangladesh and working with different organizations like UNICEF to support them (Claxton, et al., 2020, p.122112). The cost-effective strategy has enabled the brand to have maximum profit with minimum production cost without compromising the quality. Environmental sustainability is on the process of using recycling techniques and durability provided by the manufacturer and attaining the mission of reducing carbon emission and waste production.
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Stakeholders are the most important in the case of the fashion industry. The company feels it is their goal to serve the customers, suppliers, and the employees who work with them to gain the maximum profit and satisfy their needs.
The updated sustainable business model of the fashion industry concerning H&M

The sustainable business model of H&M includes more inclusion of natural fabrics in their clothing with the usage of minimum natural resources. It has been estimated that 20% less water has been used in the production of clothing in natural fabrics.
As determined by Candeloro, (2020, p.100), H&M has 4200 stores across 33 countries that accept old and new clothes of a different brand for recycling and provide a 15% discount on the next purchase from the shop. Recently they have introduced cardboard packaging for their sustainable initiative in the case of clothing. H&M's parent brand ZARA also promotes sustainability by recycling and reusing their brand merchandise.
Stakeholders of the fashion industry concerning H&M are welfare groups, consumers, environmental activists, governmental and non-governmental organizations, employees, retailers, and legal advocates. Each of the stakeholders has a role to play in the business strategy of the brand in making it sustainable. As seen by Nayak, et al., (2020, p. 183), different animal welfare groups advocate cruelty-free clothing and environmental activists promote natural clothing with less carbon emission, governmental agencies look for the laws implemented for the fashion industry and the non-governmental organization tries to collaborate with the brand with the intention of green clothing. These actors affect the brand positively and negatively. Stakeholders like the legal advocate impose many restrictions on international fashion brands when it tries to expand the industry. The restrictions prove to be detrimental numerous times.
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The changed strategies positive and negative effects on the industry

Fashion organisations are known to consist of higher profiles within the respective industry. This field has been extremely competitive which catered the respective organisation to change some of its strategies considering a sustainable business environment. The changed strategies of the development in the fashion industry due to sustainability have affected the industry both positively and negatively. 
Positives of the strategies 
· The clothes are made in a proper healthy environment to ensure hygiene and safety.
· Managerial strategies are now based on economic, social, and environmental sustainability.
· Strategies have been made at H&M to deliver 3 deliveries each week to reduce the cost of transport and logistics.
Negatives of the strategy
· Many people related to the fashion industry prefer to buy clothes from unsustainable brands as they provide good designs and face value of the brand.
· The sustainable brand has lost customers due to the inclusion of recycled clothes. Manu old school individuals are sceptical of using recycled goods.
· The economy has suffered due to the sustainability for implementation of different new technology and offers are provided to the customers for their purchase.
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Porter's five forces are the analysis of the business model which implies strategic business management. Proper business management can help the brand to gain profit exponentially and can create a universal brand image. For achieving the goal, the brand must maintain some specific strategies. Here Porter's five forces are analysed concerning H&M as a company.
The threat of new entrant (Low)

H&M has many substitutes in the market like the ZARA and BURBERRY. However, the brand image of H&M screams youth and fun which has outrun the other competitors. It maintains a cost-effective strategy and has maintained better profit than its other competitors.
Bargaining power of the suppliers (Low)

Multiple suppliers from different parts of the world and mostly from developing countries like China, Bangladesh have helped the business thrive. As proclaimed by Anastasiu, et al., (2020, p.2300) buying the raw materials at a much lower price and maintaining the supply chain has helped the business of H&M and other similar brands.
Bargaining power of the buyers (Low)

Unique, creative, and the inclusion of diversity in the brand image has resulted in a good marketing strategy. H&M focuses on creating a large loyal customer base for their brand. The strategy includes minimum production cost and the maximum selling price. The brand follows both the premium and penetrative pricing strategy to attract every customer of different backgrounds.
The threat of the substitute products (High)

The threat of substitution is high.  The company follows a strategy of providing quality products at affordable rates. H&M focuses on producing creative design and gets an edge over the competitors. The inclusion of different cultures into the fashion industry has given exposure to H&M. 
Rivalry among existing farm (Medium)

H&M understands the demand and supply theory well. It has created a brand meant for young people who are aware of the natural crisis and understand the environmental sustainability of the fashion industry (Hacioglu, 2020, p.978). The marketing strategy of the company is based on detailed market research. H&M targets new customers apart from their old customer base. The organization maintains creative design and also understands the preferences of the loyal customer base.
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The management has to cooperate with employees and supply chains to maintain the proper business model of the company. 
Recommendations for labour-management for socially sustainable brand image
· Supply chains need to be checked at regular intervals for the proper environment in which the products are manufactured.
· The company should comply with the international standards of human rights.
· The company should regulate the principles of the Company Act 2006 to avoid any misconduct and labour exploitation.
Recommendation on sustainable environment
· Government should declare eco-friendly companies based on their performance based on the statistics of carbon emission and waste production.
· A proper management team should be appointed to source the natural raw materials to avoid any environmental hazards.
Recommendations on repair, redesign and upcycle fashion.
· Promoting clean and green fashion and using of less synthetic fibres and after using the clothes are properly recycled and reduce the amount of waste. 
· As discussed by Berkel, et al., (2020, p.1190), H&M collected 20649 tonnes of used clothing and recycled it in 2018, the number should increase, and more recycled clothing should be introduced.
· Government should reduce VAT and GST and can implement tax benefits to the brands like H&M to encourage sustainable fashion.

Recommendation on the management of textile waste 
· The brand should take responsibility for the waste produced and solve the problem by collaborating with the government to solve the waste management (Goni et al., 2020, p.8)
· Funds should be procured by the brand to create eco-friendly designs to utilize the fabrics.
[bookmark: _Toc67671130] Conclusion.
The business model of the Fashion industry concerning H&M has been discussed in this assignment by critically analysing the positives and negatives of the sustainable model of the fashion industry, pros, and cons of sustainable fashion. The preferences of the stakeholders are also discussed, and the business strategies have also been mentioned. The positives and negatives of the strategies are also discussed. Porter's five forces have been discussed along with the recommendations concerning management and how responsible the brand can become sustainable.
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