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                                                                 Executive summary 
Marketing fundamentals are one of the vital elements within the marketing strategic analysis and with the application of various marketing components; the report majorly highlights the external and internal market environments. Along with the vast perspective of different marketing components, the report illustrates the different market environmental factors that might directly impact the business activity of H&M.  Along with that, the report also
emphasized the strengths and weakness of the H&M, and emphasized the overall marketing
strategy of H&M.
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Introduction
Marketing management is the separate procedure of regulating the different marketing
aspects, setting the business goals of the organization, and implementing the plans in order to
get the maximum return through mitigating the consumer demands (Visser et al., 2019).
Marketing fundamental values revolve around four vital components of marketing such as
product, place, promotion, and most importantly pricing strategies. To understand the
different perspectives of marketing fundamentals, the report specifically focuses on H&M,
and will also illustrate the marketing mix. In order to analyse the internal and external
environmental factors, the report discusses the SWOT and PESTLE analysis.

Background of the organization:

                                                   
H&M is an international clothing organization that offers “fast-fashion” clothing items to
their wide range of customers and the organization is headquartered in Stockholm, Sweden.
The founder of the organization is Erling Persson, and the organization was founded in 1947.
As per the Spain-based index, the organization is considered the second largest international
clothing retailer and it operates within 74 countries. The total number of employees within
H&M was 126,376 in the year 2019. The net income for the year 2019 was approximately | 5
billion and the operating income for H&M was approximately 1.8 billion in 2019 (H&M,
2022).

Discussion of the internal and external marketing environment
SWOT Analysis:
-STRENGHTS
H&M has a wide range of product offerings consisting of cosmetics, apparel, accessories, and shoes. The wide range of products might help the organization attract a large section of customers (Nguyen, 2018).
The diversified geographical presence helps the organization in terms of attracting a wide range of consumers. Effective global presence might help the fashion retailer to create a distinctive brand image within the global market.
The effective branding of H&M might help the business sector in terms of identifying the target customer groups. Additionally, effective branding strategies might help the company to get the required competitive advantage.

-Weaknesses
Lack of originality within the products is one of the major weaknesses of H&M and one of the major business criticisms that H&M faces within their business activities are the organization heavily focuses on the current fashion trends, that somehow hamper the brand’s uniqueness.
The affordable pricing strategy in some cases deeply impacts the quality of the products. At the same time, H&M is majorly dependent on third-party suppliers and this specific perspective increases the performance complexities of the business. Too much dependency on third-party suppliers reduces the organizational order's commitments and creates a negative customer experience that affects the overall brand image.
-Opportunities
The effective presence on the e-commerce platform might help the clothing brand to increase their business opportunities and as per the current market trends, it can be said that e-commerce activities are the future of the vast apparel industry and H&M could use the e-commerce platform to increase the market effectiveness (Kyrylenko, 2021).
The overall standard of living and purchasing power can help the organization in terms of strengthening its brand. A high level of customer demands could cash this specific market opportunity to capitalize on the market demand.

-Threats
Increasing competition rates within the apparel industry might increase the business complexities of H&M. Rising labour costs are also one of the major unfavourable factors that might reduce the operational efficiencies of the business.
The uncertainties linked with the international exchange fluctuations might reduce the overall chance of profitability in an effective manner (Olson et al., 2018, p.65). Along with that, the organization may face a high level of financial challenges that could reduce their innovation capacities.
Restrictions within the global trading activity are another loophole that H&M might witness to conduct its business activities. The global economic slowdown reduces the purchasing capacity of the customers, and it can adversely affect the business entity in terms of earning profit.


PESTLE Analysis:
-Political
Due to the global presence, H&M might face a high level of political instability from the countries like Egypt, Lebanon, Cambodia, Bangladesh, and other vital Asian countries (Morgan et al., 2019, p.25). For instance, the conflict within Asia and the Middle East might increase the overall aspect of political complexities.
Being a European and Swedish fashion company, the Brexit Deal might increase the overall tariff rates for the organization. This specific aspect might reduce the cost-benefit advantage of the organization.

-Economical
The global economic slowdown might hamper the organization in terms of reducing the investment capacities of the business (Sopian, 2021, p. l 0). A high level of the unemployment rate and lower level of buying power might reduce the business profitability and ca increase the business
uncertainties for H&M.
The import laws, and the high level of currency fluctuations and inflation are some of the modest vital factors that might weaken the economic capacities of the business. For instance, the US Dollar currency rates are always considered as the major economic threat for H&M. In order to mitigate the major economic challenges, H&M needs to carefully design its pricing policies.


-Social
The buying trends and consumers' attitudes towards the brand have changed in a remarkable way and to understand the changing customer behaviour, H&M needs to adopt the customer-centred approach within their product offerings (Durie and Andualem, 2018, p. 902). At the same time, as a social responsibility, H&MN has been consistently working with the Global labor organizations for safe operating conditions, better wages, and hygienic operational areas.


-Technological
ln terms of the techno logical spectrum, every organization irrespective of their perfom1ance area prefers to shift their business activity towards the digital spectrum. Along with that, the recent pandemic also forces business retailers to opt for the online marketplace. As per the perspective of H&M, the organization also focuses on E-commerce business activities to get the bigger market perspective.



-Legal
Intellectual Property Rights are one of the major legal factors as per the current fashion industry. Due to the massive presence of the global market, H&M must maintain the   ethical   perspective   regarding   racial discrimination and the organization must maintain the labour laws that are being followed within the global business m order to conduct their operational activity in an ethical manner (Makarevich and Makarevich, 2020).

-Environmental
As per the current trend s of the fashion industry, the entire luxury brand sector is majorly driven by sustain able factors. As per the perspective of H&M, the organization is all set for creating the long-term strategic goal in terms of strengthening its sustainable value. The organization also focuses on the "cotton sustainability ranking" in terms of producing clothing items. The organization also has the major aim to become completely sustain able at the end of 2030.


Implementation of the marketing mix to strengthen business advantage
 
4 P’s of the marketing:
-Product
H&M has one of the most effective and trusted apparel brands and the core range of the products consists of various items such as Jerseys, vests, fashion shirts, jackets, Jewellers, T-shirts, and purses. The fast-fashion items of H&M were also placed within the market in a cost-effective manner so that everybody in the economy could afford that (Huy et al., 2021, p.108). However, in terms of its product portfolio, the organization specifically targets the new generations and delivers clothing items that are chic and trendy. Company brings a diversity of categories in casuals for woman, business for men, children wear, classic footwear, and accessories. Beside the goal of selling good quality for latest trend, H&M always have new planned product lines.


-Price
The price “affects sales and demand, making a huge impact on the marketing strategy” which brings survival of organization and future profits (Aseka Jayaweera, 2019). In order to capture the bigger customer perspective, the fashion retailer focuses on the low pricing strategy and offers schemes and discounts for their clothing items. An advantage is that H&M is transferring majority of production in countries with low labour cost. According to Delirium (2017) on the European market all high fashion products are fabricated in Turkey, and other basic products in Asia as transportation bears low risk. Along with the lower pricing tactics, the organization follows the media pricing policy as the company kept a lot of their products at the separate discounted section.

-Place
This is an exact plan about position and distribution of product to make it accessible for buyers. In terms of placing strategy, H&M majorly follows both online and physical stores to attract a large section of the customers (Vargo, 2018, p.740). At the same time, for the H&M distribution channel, the organization purchases the raw materials direct from the suppliers and sells the items to the retail outlets on a direct basis. Delirium concluded that store selling on one side, provides basic access for customers and helps the command’s direct adjustment from store. And on the other hand, having so many stores increase the managerial cost (Delirium, 2017).


-Promotion
This is a way to make a brand recognition and increase number of customers. In terms of brand promotional activities, H&M has been associated with renowned celebrities like Jimmy Choo, and Robert Cavalli. According to Delirium (2017) H&M adapted a multi-channel promotion strategy what includes advertising, internet, and sales promotions.  The Internet also plays a significant role within their brand promotion activities. In addition to that, the organization also uses various social media sites and media portals to understand the current fashion trends, and within the social media marketing, the clothing brand also includes international celebrities like Rihanna within their marketing activities. Most targeted buyers are teen girls haunting low price fashion cloth. Along with that, the clothing retailer also implements the event marketing strategy within their marketing strategies. Specialized advertisements are also being used with different media portals and major media houses to advertise the brands.

Conclusion
From the above discussion, it can be concluded that H&M needs to adopt the ‘“customer-
centred approach” to increase its market effectiveness. The report also illustrates the
“PESTLE” along with “SWOT” analysis to assess the external and internal market
environment of H&M. The report also offered a detailed perspective of 4ps of marketing as
per the marketing scenario of H&M.
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