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[bookmark: _Toc58505839][bookmark: _Toc58692390]Executive Summary
[bookmark: _Toc58505840][bookmark: _Toc58692391]Aim 
The purpose of this report is to analyse the current environment in which the H&M group operates, in order to develop a strategic plan for 2021 based on the group’s identified strengths and potential opportunities for success. 
[bookmark: _Toc58692392]Context 
The H&M group is one of the leading international fashion companies. It consists of eight brands: H&M, H&M Home, COS, Weekday, Cheap Monday, & Other Stories, ARKET, Afound and Monki (Statista Research Department, 2020). The company has 179,000 employees globally; operates more than 5,000 stores in 74 markets; and operates online in 51 markets (H&MGroup, 2020f). The group have a set of shared values and aim to provide fashion, design and services that enable customers to feel inspired and to express their personal style (H&MGroup, 2020c). 
The H&M group has a clear sustainability strategy, with a commitment to developing a culture of sustainable fashion (H&MGroup, 2020c), in order safeguard communities around the world and the planet (H&MFoundation, 2020). 
[bookmark: _Toc58692393]Method 
A STEEPLE analysis was conducted in order to scrutinize the key issues faced by the retail industry as a whole (Sloman et al., 2019). 
A SWOT analysis was then used to identify the H&M group’s position within the international retail sector by analysing their key strengths, weaknesses, potential opportunities and potential threats  (Grant, 2020). Consideration was also given to Porter’s Five Forces (Porter, 1996), when assessing the group’s current competition. 
Lastly, a TOWS matrix was generated to form the basis of the Strategic Plan (Weihrich, 1982).
[bookmark: _Toc58692394]Key Findings
STEEPLE Analysis (Sloman et al., 2019)
· The political environment within which the H&M group operates is being shaken by the Trade War between China and the United States of America (USA) as well as the ongoing uncertainty caused by Brexit. 
· The Covid-19 pandemic is creating global economic uncertainty.
· The use of technology in retail has accelerated; online shopping is now widely used by consumers and international businesses are using social media for market research, consumer engagement, marketing and sales.
· The H&M group will need to continue to give due diligence to varying legal restrictions as they expand internationally. 
· Consumers are directly placing international businesses under pressure to adopt an ethical and socially responsible business model (Sloman et al., 2019).
SWOT Analysis (Grant, 2020)
· Retail is a highly competitive market however, the H&M group is a global brand with an established presence who excel at fast fashion. 
·  The H&M group have sustainable practices in place and are committed to developing this further. However, the group have been accused of greenwashing.
· The H&M group outsource all of their production, which is considered a weakness.
· The H&M group have recently appointed a new Chief Technology Officer and the size of the group enables them to invest in research and innovation.
· The Covid-19 pandemic has caused global economic uncertainty for the industry as a whole. 
[bookmark: _Toc58692395]Strategic Plan 
This report recommends that in order to remain a competitive force globally, the H&M group need to expand their online presence to all 71 markets within which they currently operate. 
In order to ensure there are no breaks in the supply chain moving forward, the group will start to move all production to Bangladesh, which has been identified as a key strategic centre of production. 
Thirdly, the group will continue to embed the culture of sustainability through research and the development of innovative sustainable processes, in line with their vision and values. 



[bookmark: _Toc58692396]The H&M Group
[bookmark: _Toc58505841][bookmark: _Toc58692397]Business Profile
The H&M group is one of the leading international fashion companies. It was founded in 1947 by Erling Persson with the aim of making fashion accessible and affordable for all. The group is currently lead by Helena Helmersson, who was appointed Chief Executive Officer (CEO) on 30th January 2020 (H&MGroup, 2020c). 
The H&M group currently consists of eight fashion brands: H&M, H&M Home, COS, Weekday, Cheap Monday, & Other Stories, ARKET, Afound and Monki (Statista Research Department, 2020). The company has 179,000 employees globally; operates more than 5,000 stores in 74 markets; and operates online in 51 markets (H&MGroup, 2020f).
The H&M group is the fourth most valuable fashion brand in the world; behind Nike, ZARA and adidas (Shahbandeh, 2020). However the group have seen their operating profit drop since the peak in 2010; their operating profit in 2010 was 3521.02 million US Dollars, whereas in 2019 it was 1813.92 million US Dollars (Shahbandeh, 2020). 

[bookmark: _Toc58505842][bookmark: _Toc58692398]Mission Statement and Values 
The H&M Group state that they are a family of brands driven by a desire to make great design available to everyone in a sustainable way. They aim to provide fashion, design and services, which enable customers to feel inspired and to express their personal style (H&MGroup, 2020c). 
The company has a set of shared values, which are used to promote collaboration and an entrepreneurial spirit; this values driven culture contributes to the H&M group’s sustainable development (H&MGroup, 2020c). 
The H&M group has a clear sustainability strategy, which aims to move consumer culture towards circular and sustainable fashion. By the end of 2020 they are aiming to source 100% of their cotton in a sustainable way and have a climate positive value chain by 2040 (H&MGroup, 2020c). The aim is ‘to speed up meaningful innovation that can help solve the greatest challenges our society has ever faced and thereby protect living conditions for people globally as well as safeguarding the planetary boundaries’ (H&MFoundation, 2020).
The H&M group have embraced the United Nations’s Global Compact, which is the world’s largest corporate sustainability initiative. They have been a participant since 2001 and publish annual Conscious Actions Sustainability Reports to document their compliance with the principles (UnitedNations, 2020). ‘H&M Foundation is a non-profit global foundation, with a mission to act as a catalyst for positive change and improve living conditions by investing in people, communities and innovative ideas …Since 2013, the Stefan Persson family has donated 1.5 billion Swedish Krona ($200 million/€163 million)’ (H&MGroup, 2018). 


[bookmark: _Toc58505843][bookmark: _Toc58692399]Macroeconomic Analysis 
In order to consider the macroeconomic environment in which the H&M group operates a STEEPLE analysis has been undertaken (Sloman et al., 2019).
[bookmark: _Toc58505844][bookmark: _Toc58692400]Political factors
The ongoing uncertainty around the final outcomes of Brexit has created a difficult environment for international businesses to operate in.  Without a trade deal with the European Union (UN), imports from the EU into the United Kingdom (UK) would be subject to Most Favoured Nation (MFN) duty rates, which is the most restrictive rate (British Retail Consortium, 2016). Therefore, if no post-Brexit trade deal is agreed by 31 December 2020, charges will be introduced on many things the UK imports and exports (Edginton, 2020). The H&M group would either need to absorb these costs, which would reduce the profit margin, or pass them on to British consumers, which could force consumers to purchase cheaper alternatives. 
The ongoing trade war between China and the USA is also creating uncertainty for international businesses. US businesses have been rethinking their supply chain and leaving China due to the trade war and associated tariffs and disruptions (Rapoza, 2020).  As explained later in this report, the H&M group outsource all of their production; China and Bangladesh are the largest producers for the group’s clothing and they have multiple manufacturing factories in the USA (H&M Group, 2020f). The ongoing trade war could cause problems at all levels: from breaks in the supply chain due to shortages of inputs, to changes in consumer behaviour within stores. 
[bookmark: _Toc58505845][bookmark: _Toc58692401]Economic factors
An economic challenge faced by all multi-national corporations is the need to monitor and react to unpredictable market conditions including growth, currency fluctuations, exchange rate fluctuations, inflation and the financial wellbeing of economic agents (Picardo, 2019; Sloman et al., 2019). The H&M group will need to continually monitor and react to these factors in order to maintain a stable pricing system for consumers and favourable profit margins. 
The unprecedented economic impact of COVID-19 has forced the retail industry to make substantial changes. Countries across the world imposed ‘lockdowns’ and non-essential retail stored were forced to close. Despite social distancing and improved hygiene measures, many consumers remain reluctant to re-engage with non-essential activities. An American study suggests that over 47 percent of consumers have reduced their in-store spending, and over twenty percent of respondents had been purchasing more goods online as a direct result of the pandemic (Statista Research Department, 2020a). The H&M group will need to consider whether strategic plans to open more physical stores are still relevant within this climate, when many existing High Street stores are struggling. 
[bookmark: _Toc58505846][bookmark: _Toc58692402]Technological factors
There is an ongoing cycle of technological change, which impacts how business produce, advertise and sell products (Sloman et al., 2019).  However, the retail industry’s use of technology has shifted dramatically due to the pandemic. The use of online ordering and home delivery; click and collect; robot assisted operations; and the use of mobile global positioning systems (GPS) to monitor consumer behaviour has accelerated across the sector during 2020 (Shankar et al., 2020). H&M currently offers online shopping to 51 markets globally, in contrast to the 74 physical markets they operate within. 
Retailers are continually developing their use of social media platforms such as Twitter and Instagram. Social media has traditionally been used in retail for marketing and sales. Curated Instagram pages highlighting the brand’s key products, paid advertisements, as well as the employment of ‘Influencers’ to promote products all contribute to online sales. New features such as Instagram Shopping, where you can quickly purchase the items you see in Instagram posts, also appeal to technology savvy consumers. Social media is now also being used to engage with consumers and to monitor emerging trends, thus enabling fashion retailers to remain relevant in a fast paced industry (Torres de Oliveira et al., 2020). H&M have a presence on social media and are continually developing their mobile phone app; the use of these will need to be developed in order to remain relevant for younger consumers and competitive within the market. 
[bookmark: _Toc58505847][bookmark: _Toc58692403]Legal factors
All businesses are affected by the legal environment within which they operate (Sloman et al., 2019). The H&M group will need to take due diligence when establishing and maintaining operations in different countries and will need to consider factors such as company law and employment law in order to ensure fair, ethical and sustainable practices are taking place. 
When establishing their social media pages international businesses, including the H&M group, will also need to ensure they are compliant with all relevant domestic laws regarding social media, as well as cultural practices and norms (Story, 2020).
[bookmark: _Toc58505848][bookmark: _Toc58692404]Social, Ethical and Environmental factors
International retailers are now widely being measured against their triple bottom line when doing business. This means companies need to consider their social, ethical and environmental responsibilities alongside their profit margins when analysing their performance (Kenton, 2020).  
Consumers are directly placing international businesses under pressure to adopt an ethical and socially responsible business model (Sloman et al., 2019). Research evidences that consumers of all ages care about how retailers behave and will consider a company’s ethical values before engaging with a brand (Schaverien, 2018). The H&M group has a clear sustainability strategy, which aligns the group with consumer ideals around sustainability. However, as consumer knowledge increases, they will need to ensure they can evidence their sustainable practices. 



[bookmark: _Toc58505849][bookmark: _Toc58692405]Microeconomic Analysis 
A SWOT analysis has been used to identify the H&M group’s position within the international retail sector by analysing their key strengths, weaknesses, opportunities and threats  (Grant, 2020). 
[bookmark: _Toc58505850][bookmark: _Toc58692406]Strengths
One of the H&M group’s key strengths is the fact they have a well-established global presence with strong brand values. The H&M group states that they are taking the lead within the retail industry and embedding sustainability throughout their culture, values and business. Each of the nine brands within the group are committed to making fashion more sustainable. Across the group’s supply chain, all partners share the core values and a commitment to positive environmental and social change (H&MGroup, 2020e). 
The H&M Group has committed to responsible purchasing practices. There is a focus on climate positive production and a fully circular supply chain, which maximises resources and minimises waste. The group have already established a culture of recycling and upcycling; have committed to environmentally safe textile processing; and have improved animal welfare across the supply chain (H&MGroup, 2020a). 
In 2016, the H&M group introduced a global in-store clothing collection scheme to encourage consumers to bring back unwanted clothes. The sorting of the clothes is outsourced to a third-party organisation who either re-sells the items, repurposes them or recycles them. 40-60% of the clothes are used as second-hand clothing (Rathinamoorthy, 2018).
As a testament to their commitment to sustainable practices the H&M group has been included in the CDP’s 2019 A List, which names the world’s most pioneering companies leading on environmental transparency and performance. The group have also reached Gold Status in the Dow Jones Sustainability World Index, receiving the highest scores in the industry for human rights; product quality and recall management; environmental reporting; and supply chain management (H&MGroup, 2020e). In addition to this, the H&M group have embraced the United Nations’s Global Compact, which is the world’s largest corporate sustainability initiative (UnitedNations, 2020).
Perhaps in conflict with their sustainability efforts, one of the H&M group’s key strengths is their application of ‘fast fashion’; the ability to react to trends and consumer demand by transforming designs into shop floor stock in a short amount of time. Approximately 20% of H&M products are designed and stocked in this way, which enables the group to meet dynamic consumer demand (Tun, 2019). 
[bookmark: _Toc58505851][bookmark: _Toc58692407]Weaknesses 
An identified weakness is that it has been argued that the H&M group are ‘greenwashing’. It is claimed that the group’s marketing campaigns, which highlight sustainable environmental practices, do not reflect  the actual business model. Some consumers feel that the brand’s practices do not fit with the core principles of sustainable fashion (Chan, 2020b).  For example, two key principles of circular and sustainable fashion include ‘design for longevity’ and ‘buy quality as opposed to quantity’ (Brismar, 2020). This contrasts with the group’s vision of making fashion affordable and accessible, as this approach encourages consumers to continually purchase more items in order to follow the latest trends. 
Another of the H&M group’s weaknesses is that they outsource all of their production. Boohoo, Nike and the H&M group have recently been forced to deny the use of Chinese Uighur forced labour within their supply chain (BBC News, 2020). A Statement from David Savman, head of supply chain at H&M stated "We didn't find any proof of any breach of our sustainability commitments, where we have very clear guidance of how our ethical processes should happen" (BBCNews, 2020a). However, there could be long-lasting socio-political implications of these allegations. The H&M group will need to re-assess their procedures for monitoring compliance at all stages of the supply chain in order to avoid future allegations. 
[bookmark: _Toc58505852][bookmark: _Toc58692408]Opportunities 
The H&M group currently have an opportunity to develop their ability to innovate and use technology, as they have recently appointed a new Chief Technology Officer. This person will co-lead Business Tech; a new organisation with the aim of improving consumer experiences globally (H&M Group, 2020c). The group states ‘expansion is taking place online, through stores, digital marketplaces and external platforms. Physical and digital channels are increasingly integrated, and the store portfolio is optimised to ensure a relevant presence in each market’ (H&MGroup, 2020c).
The H&M group has the opportunity to lead on a new approach to consumerism which balances both sustainability and fast fashion due to the group’s size. For example,  the group have the financial power to invest in new technologies, research and innovations such as Circulose – a new fibre made from discarded textiles. Giorgina Waltier, H&M’s Sustainability Manager in the UK states “We want to use our large size and scale to really drive systemic change across the entire industry. We are investing in new innovations to bring more sustainable materials to scale, so [they] can be affordable.” (Chan, 2020b). Many smaller businesses or new competitors on the market would struggle to find the capital to invest in innovation, which has no guaranteed positive outcome. However, the H&M group are able to meet both consumer demand for sustainable fashion, whilst maintaining competitive prices and meeting fashion trends 
[bookmark: _Toc58505853][bookmark: _Toc58692409]Threats
An identified threat to the business is the ongoing COVID-19 pandemic. The H&M brand have already disclosed that they will be closing 250 stores globally in 2021 as a result of the pandemic. A large number of the group’s stores are facing ongoing closures, restrictions and limited opening hours. As well as this, consumers are still reluctant to engage in unessential travel on public transport to visit High Streets and Shopping Centres (BBC News, 2020b). 
Along with the ongoing store opening restrictions and consumer reluctance to shop in stores, the overall economic uncertainty caused by the COVID-19 pandemic will also affect the H&M group’s online sales. September 2020 saw the fifth consecutive month of economic growth in the UK however, the rate of recovery has continued to slow since June 2020 (Office for National Statistics, 2020). Consumers across the world are experiencing unemployment or job insecurity so will be reluctant to make any non-essential purchases. 
Michael Porter’s 5 Forces model highlights the threat from competitors within the industry (Mishra, 2020).  The H&M group face fierce competition from Zara, which is the largest company in the Inditex group. Zara's strategic plan focuses on providing consumers with a higher number of available products than its competitors. This ensures Zara appeals to a wide range of consumers (Parietti, 2019). This strategy contrasts with the H&M group’s emphasis on sustainability and circularity, which could mean they lose customers who value fashion trends over environmental sustainability. 


[bookmark: _Toc58505854][bookmark: _Toc58692410]Strategic Plan 
A Threats, Opportunities, Weaknesses and Strengths (TOWS) matrix (Weihrich, 1982) has been used to formulate strategic options for the group based on the information gathered in the SWOT analysis (See Table 1). These strategic options have been considered alongside the latest research, and the H&M group’s Mission Statement and overall aims in order to identify the priority areas for 2021.
[bookmark: _Ref58503015]Table 1: TOWS Matrix
	

     The H&M Group 
	Strengths

S1 The H&M group is a global brand with an established presence. 
S2 The H&M group already have sustainable practices in place.
S3 The H&M group excel at fast fashion. 

	Weaknesses

W1 The H&M group have been accused of greenwashing.
W2 The H&M group outsource all of their production. 

	Opportunities

O1 The H&M group have recently appointed a new Chief Technology Officer.

O2 The size of the group enables them to invest in research and innovation.

	S1 O1 
The new Technology Officer can continue to maintain the group’s global presence by ensuring their online presence is monitored and updated as we move further towards online shopping (online shopping, within app shopping, digital advertisement, and social media). Could this be developed further – structure of the team and people within the team? 
S2 O2
The group can continue to develop their sustainable practices by continuing to invest in research and innovation focused on sustainability and circular practices. 
	W1 O2
The H&M group have an established reputation however accusations of greenwashing spread quickly online. The new Tech Officer could counteract this by putting out messages about what there are doing online. They can also monitor things quickly and react to stop ‘fake news’ spreading. 
W1 O2 
The research and innovation will prove their commitment to sustainability and can be shared as evidence to counteract claims. 
W2 O2
The group currently outsource all of their production but could they invest in machinery / research that would enable them to bring production within house at a lower cost than would currently occur? 

	Threats

T1 The Covid-19 pandemic.

T2 Global economic uncertainty. 

T3 Retail is a highly competitive market. 
	S1 S2 T2
Consumers are shopping less due to the economic uncertainty – H&M is an established brand with a clear sustainability plan so they may have enough customers who are loyal to the brand. 
S2 T3
Although retail is highly competitive, the brand is established and have a loyal fan base.
S3 T1
The Covid-19 pandemic has reduced the amount of footfall in shops (so sales have reduced). However the group’s ability to respond to fast fashion trends / meet changing consumer demand ensures they remain relevant and competitive. 
S3 T3
The ability to keep up with fast fashion trends enables them to remain competitive in the market. 
	W2 T3
In contrast to H&M, Zara produce their products in-house.
W2 T1 
The H&M group may be experiencing breaks in the supply chain due to the COVID-19 pandemic. Workers could be off sick; factories could have closed or have reduced hours due to lockdowns and government restrictions; key components within the chain could have permanently closed down due to a lack of demand for their produce or supply problems. There have also been allegations about unfair practices within the supply chain.



[bookmark: _Toc58505855][bookmark: _Toc58692411]Strategic Aim One 
A key opportunity, as identified in the SWOT analysis, is the fact that the H&M group have a new Chief Technology Officer, who will co-lead Business Tech; a new organisation with the aim of improving consumer experiences globally (H&MGroup, 2020d). One of the H&M group’s key strengths is that they have an established global presence with strong brand values. However, the retail industry is undergoing huge changes due to the Covid-19 pandemic (StatistaResearchDepartment, 2020a). The group will need to transform their business plan in order to maintain their current position on the High Street, alongside establishing an equally strong online presence. As previously stated, H&M have physical stores in 74 markets but only have 51 online markets (H&MGroup, 2020f). Due to the threat posed by the Covid-19 pandemic and physical stores being closed, thousands of customers who currently do not have access to either a physical store or the online experience are being alienated. This conflicts with the H&M group’s desire to make great design available to everyone.
In order to achieve this digital transformation, the new Chief Technology Officer will need to ensure the brand’s online presence mirrors the presence they have established on High Streets and within retail centres across the world. This will be achieved by ensuring each market that has access to a physical store, will also have access to an online shopping experience. 
The group already have the experience of establishing their online markets, so they can mirror the 51 that are currently active. The group also have prior knowledge of the markets where there are physical stores (23 markets). There are multiple considerations for international businesses who are establishing themselves in new markets such as: understanding the legal systems and politics; understanding the social and cultural norms; understanding company policies and employment laws and regulations; understanding industry and market conditions; and understanding the consumer demands (Jackson, Schuler and Jiang, 2014).  ‘People and culture issues are often critical to the success of any international expansion effort and equally often the greatest reason for failure’ (TheEconomistIntelligenceUnit, 2020). The group already have this market knowledge, so prioritising establishing an online presence in the 23 markets will be a strategic aim for 2021. 
The implications of this aim are that the Chief Technology Officer may need to hire more staff in order to establish and monitor the new online markets. Alternatively, the H&M may need to re-structure the whole organisation, in order to reflect the move away from a High Street presence towards a stronger online presence. Both options have implications in terms of staff salaries as well as providing training and ongoing support / management. However these financial implications should be offset by the profitability of the new online markets.
[bookmark: _Toc58505856][bookmark: _Toc58692412]Strategic Aim Two
An identified weakness within the H&M group’s business plan is that they outsource all production to third party organisations. There are 800 independent suppliers within the chain (H&MGroup, 2020b).  The reasons for this could be to reduce total costs through low labour costs, low input costs and lower energy costs, as well as bypassing legal and trade barriers. Although the H&M group monitor the supply chain and have very clear guidance for processes (BBCNews, 2020a), they do not have direct involvement at each stage of the chain.  In contrast to this, the group’s key competitor, Zara, produce all of their products in-house. Many of the garments are produced in Spain, where the brand was founded (Parietti, 2019). This allows Zara to have an oversight of each stage of the process, so that they can ensure the brand’s values and policies are being adhered to. 
There are two key issues that currently need to be addressed. Firstly, the H&M group may be experiencing breaks in the supply chain due to the COVID-19 pandemic. Workers could be off sick; factories could have closed or have reduced hours due to lockdowns and government restrictions; key components within the chain could have permanently closed down due to a lack of demand for their produce or supply problems. 
Secondly, as stated previously, there have been allegations about unethical practices within the supply chain including forced labour. This is a serious threat to the group’s image as an ethical brand who have been recognised by the UN for their commitment to investing in people and communities (H&MGroup, 2018). The CEO’s response was “We can’t set the wages ourselves, since we work with suppliers who employ the workers” (Chan, 2020a).  
In order to address these issues, the H&M brand could consider exclusively partnering with one supplier / group of supplies, so that they can build a stronger relationship and closely monitor practices at each stage of the chain.
In 2019 the H&M group purchased approximately $3.5 billion worth of products from its 235 Bangladeshi garment suppliers. This equates to over 10% of Bangladesh’s total clothing exports. H&M honoured contracts with Bangladeshi partners throughout the Covid-19 pandemic however, many other global brands cancelled orders or asked for discount (TextileToday, 2020). The group now have an unique opportunity to form stronger relationships with Bangladesh and could start to move their production chain exclusively to Bangladesh. 
The benefits of this move will be that H&M would have a clear oversight of each stage of the supply chain, if it was exclusively in Bangladesh. There will also be benefits for people and communities in Bangladesh that have been affected by the pandemic such as new training and employment opportunities, and job security. H&M could work with the Bangladeshi government and capitalise on these uncertain economic times by negotiating reduced legal restrictions. H&M may also increase the security of their supply line by moving out of the USA and China, if the trade war continues. 
[bookmark: _Toc58505857][bookmark: _Toc58692413]Strategic Aim Three 
As stated previously, the H&M group’s aim is ‘to speed up meaningful innovation that can help solve the greatest challenges our society has ever faced and thereby protect living conditions for people globally as well as safeguarding the planetary boundaries’ (H&MFoundation, 2020). 
A key strength of the H&M group is that they already have a clear, globally recognised sustainability strategy in place, which they can continue to build on. Due to the size of the group, they also have the opportunity to invest in research and innovation that will allow them to build on current practices.
The New Trade Theory recognises that economies of scale are a key factor in influencing the development of trade (Pettinger, 2017). As firms increase in size and increase their output, they become more efficient, which leads to lower average costs.  This theory is also useful when looking at the development of sustainable fashion: the sustainable practices will become cheaper as more outputs are produced. As the H&M group produce had net sales of SEK 233 billion in 2019 (HMGroup, 2020), even if the sustainable practices are more expensive than current practices, the cost per item for the H&M group would be considerably less than for a small independent business producing a small amount of items. 
The benefits of this for the H&M group are that they would maintain their position as trailblazers within the High Street sustainability movement. They would tighten their competitive position within the current market, as well as establishing futures practices that will ensure their business model and supply chain remain stable. The potential drawbacks are that the group’s current producers may not be able to adapt to these new processes so may lose contracts. There would initially be very high costs associated firstly with the research and secondly in adapting their processes inline with successful innovations. 



[bookmark: _Toc58505858][bookmark: _Toc58692414]Summary 
To summarise, the H&M group are an international collective of eight brands united by a vision to make great design available to everyone in a sustainable way. (H&MGroup, 2020c). 
The H&M group are currently operating within a global market which has been shaken by the Covid-19 pandemic and the economic uncertainty as a result of this. The use of technology in retail, which has gradually been building, is now accelerating at a faster pace due to the restrictions imposed by Covid-19. The use of online market places and social media are now essential for all international businesses. 
This report recommends that in order to remain a competitive force globally, the H&M group need to expand their online presence . The aim is that every market where there is a physical  H&M group presence will also be able to access an online shopping experience. 
In order to ensure there are no breaks in the supply chain moving forward, the group will aim to move all production to Bangladesh, which has been identified as a strategic centre of production. This will ensure that the group can build strong relationships with the suppliers and can have oversight of all processes to ensure ethical and sustainable practices are taking place, in line with the group’s vision and values. 
Thirdly, the group will continue to embed the culture of sustainability through research and the development of innovative sustainable processes. These processes will be implement throughout the supply chain.
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