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1. [bookmark: _Toc8199776]Introduction

This report is about critically appraising a clothing retail sector organization operating in the UK in terms of its innovative marketing strategies. Hennes & Mauritz (H&M) which is originally a Swedish company has been chosen for this purpose. This report will intend to provide recommendations for improving the brand awareness of H&M and for meeting the expectations of H&M customers and stakeholders. The main focus of marketing research inquiries has been consumer relationships for almost a century now which makes consumer behavior, customer satisfaction, marketing management and brand management interesting areas of research (Joshi, 2012). According to the research findings and practical developments of the last decade, relationship knowledge brought a new wave to the interest of research by bringing out the concept of organizational core competencies named as “strategic powers” for an organization. H&M (Hennes and Mauritz) is leading in the market due to the uniqueness of the company and approach towards innovative ideas used for serving and dealing with the customers. Furthermore, the company is known for the continuous effort of meeting the needs of customers rather than addressing the requests of the market. The popular clothing retailer, H&M has its operations spread all across the world such as North America, Europe, and Asia (H&M, 2018). The business idea offers quality fashionable products to the customers in the best process which are affordable by masses. With that, the H&M group includes other brands such as Cheap Monday, Monki, COS, Weekday and Other Stories within the home of H&M brand. There are more than 3,900 stores of H&M group including the franchise spread in 61 markets (H&M, 2019). 




2. [bookmark: _Toc8199777]Main Body
[bookmark: _Toc8199778]2.1 Significance and Understanding Marketing for Retailers 

If a retailer wants to succeed, then the relationship with the customers need to be effective which can then assist in gaining competitive advantage edge. It helps the retail brands to get meaningful information about the needs, expectations and behaviors of the customers tends to vary frequently i.e. predictability is usually low (Chang and Fan, 2017). It also allows the clothing brands to change the offers in a timely manner and be successful better than the competitors who are were late in reacting to the situation/trends. According to the literature research, the customer relationship theory confirms that an organization can work as an active agent in building a relationship with the consumers (Laura, 2013; Kotler and Keller, 2011). Furthermore, it can spread information for the customers which can be a reason to change their behavior instead of reacting passively to something which may change all of a sudden. 
[bookmark: _Toc8199779]2.1.1 Marketing Mix

The marketing mix is a basic framework but useful for the retailers to work out with the market strategy in attracting customers and retaining them as well. There are two aspects of the main problem with the marketing mix. The first one is that it needs to be adjustable according to the business environment particularly (Sukcharoensin, 2017). The second problem is that instead of working as a clear suggestion with complete detail, it rather works as bones without any guidance. According to the research, there are different classifications of the marketing mix components such as 4ps, 5ps, and 7ps (Kerr et al, 2013). Brief overview of 4P marketing mix for H&M is presented below:



[bookmark: _Toc8199780]2.1.2 In-bound Marketing

[bookmark: _gjdgxs]The concept of inbound marketing is about attracting the customer towards the brand not by what the company says but what other customers have to say about it. With the help of social media marketing, content marketing, and search engine, inbound marketing engages the customers and builds their interest in the products and services. Customers like to find the products or services through their initiatives rather than being pushed to look at a particular brand, product or services through calls or spam emails (Brian and Shah, 2014). 
The main focus of inbound marketing is to appear online to the customers with the help of social media channels such as Youtube, facebook, and Instagram along with search engines. It also guides the customers on providing information on how to use the product or service before they plan to purchase it through the demonstration or tips content. Some of the popular tools used in inbound marketing are SEM (Search Engine Marketing), Blogs, Social Media and SEO (Search Engine Optimization) (Alin and Simona, 2016). 
The tool of social media works as the main communication with the customers and brands in inbound marketing. It fills the gaps between the audience and brands where they can interact with sharing different types of content like videos, text or photos. It helps the retail brands to get connected with the customers with sharing the trends and stories which can be viral in no time (Loredana, 2016). Customers interact though sharing the post or commenting on the brand where other people in their list also start to follow on social media. Inbound marketing designs the content according to the needs and interests of the customers which they are targeting, unlike outbound marketing who look for the attention of the potential customer. Inbound marketing aims to build credibility and trust with attracting the customers for their business (Brian and Shah, 2014). 
Figure1: Inbound marketing methodology
Source: Corrado and Freedman, (2015)
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There are found actions for inbound marketing such as Attract, Convert, Close and Delight as shown in the figure (1) above. It explains the steps overall with the tools which can turn the new customers into loyal customers with promoting the brands. The first step is when the brands are exposed to the new customers and builds the trust and interests in them. When the customers try the services or products after getting convinced, they tend to purchase it with getting amazing customer services by the brands. As the customer becomes satisfied with the services and the products, they become a repetitive and loyal buyer with promoting the brand to others in their circle (Constantinides, 2014). 
According to Kotler and Armstrong (2013), the marketing process is creating values with meeting the needs and satisfying the customers of the target market. It starts with the identification of the needs and wants which are unfulfilled, next the quantifications and measurements are analyzed according to the potential profits and market size. With that, companies indulged in market segmentation to promote the products and services under their best practices (Kotler and Armstrong, 2013). 
Figure2: Marketing Process
Source: Kotler and Armstrong, (2013)
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[bookmark: _Toc8199781]2.1.3 Role of Facebook

When it is about using Facebook specifically for marketing, retail businesses comes with their intentions which are different from others. Along with that, their situations and concerns are always attached to the brand awareness and management of the value (Assimakopoulos et al, 2017). When retailers are marketing on Facebook, it is more than a page with engaging content on it. It is essential to use the advertisements as well which helps in users experience and measures the business outcomes through various marketing tactics (Khan, 2013). 
Generally, social media is the primary source nowadays which helps the retailers gets more customers than the traditional ways. With the help of Facebook pages, companies can measure the quantitative outcomes through the interactions of customers through comments, shares and page views. Additionally, the qualitative outcomes can be analyzed too through the comments which the members make online on various social media communities. When users while shopping or searching online makes a comment on a post, they have either positive or negative feedback which contributes to the overall content for the business which helps in measuring their market success in the market (Bianchi and Andrews, 2018). 

[bookmark: _Toc8199782]2.2 Current Strategic Direction and Marketing Strategy- H&M

According to the financial data of 2015, H&M sales VAT amounted up to SEK 210 billion with more than 148,000 employees on board (H&M, 2016). The approach used by H&M has always been strategic with offering designer clothes at affordable prices to the general population.  The strength of H&M relies upon the channels such as the internet, stores and the catalogs. It spreads through various geographical locations with a balanced product mix offer which attracts a huge number of audiences. Currently H&M is using mobile marketing to reach their consumers and tell them about their latest collections (H&M, 2017). By using mobile marketing, the company sends mobile banner ads to their customers using media sites and portals; moreover they send SMS coupons to their customers. H&M is doing their marketing with help of Mobiento and its sister company Adiento which is doing business in advertising industry (Deloitte, 2017). However, the campaign focused their customers living in Sweden only. Such partnerships have lacked within the UK market. However, H&M makes sure that their supply chain is flexible and efficient which allows them to satisfy their customers with availability of products. H&M also tries best to come up with trendy and stylish products according to ongoing fashion trends i.e. they are trying to be innovative, investing in supply chain for being ahead of the competition especially the arch rival Zara (Ringstrom, 2017).



H&M has been successfully achieving their targets and increasing popularity in customers by meeting their demands and expectation on time. The company has been showing increased growth due to their popularity in European markets, though there has been intense competition in industry and high purchasing power of customers (H&M, 2017a). H&M has been very clear about its target market which is high fashion end clothing with fewer prices; moreover they understand the demands of their customers. They have large market share and large number of customers which includes young age women. H&M ensures that they offer latest fashion products at reasonable prices. They have established their stores at all the primary markets so their customers can access their products easily. 
People working at H&M are loyal and passionate about the company. They work hard for the organization and work for the achievements of organizational objectives. They make sure that they work together and bring innovation in their products while meeting the demands of their customers. The executives working at H&M are very ambitious and meet the customer demands by establishing the clothing choices of customers. They work with enthusiasm and high energy. The marketing department at H&M works hard on striking advertisement campaigns with the help of famous designers and celebrities which help them to improve their brand image and value (H&M, 2018a). 
H&M has built a strong brand image which has been established in several countries. The company has shown impressive financial performance in last few years with noticeable increase in their earnings and sales (H&M, 2018b). The company is pursuing the opportunities to grow and expand financially. They have also increased the budgets for marketing and promotion of products which would help them to increase sales drastically. H&M decided to close their 160 stores in several countries renegotiate more than 100 store contracts so they can bring change in their business model. H&M needs to reposition itself and review its prices they can compete with other large stores such as Boohoo and Primark (Retail Insight, 2019).
H&M can use the approach of Spanish competitor Inditex which has been offering huge discounts and known for their efficient supply chain system. In recent years the trend of disposable clothing and fast fashion has changing the clothing industry. The customers expect the brand to be available in market immediately along with web stores. The company has failed to compete with its competitors in this context. 
As per experts’ forecasts this trend of growth will continue in coming years, hence H&M can take advantage of market conditions by establishing the effective strategy to compete with other companies in industry. One of the H&M competitor Asos takes two to eight weeks in producing the final products from concept and selling in market. Whereas Boohoo takes two weeks and some retail brands are shattering the records of most speedy turnarounds by Zara which is fashion brand of Spain. On the other hand, H&M takes six months for this whole process. The companies try to keep their inventories which can match their sales (Howland, 2017). 
The fashion brand of Sweden which has sales of $4 billion in 2018 is also facing the issue of high stack of unsold stock. H&M is facing the same issue and it came into light in 2018 when their quarterly sales were dropped. The company is trying to sustain is this digital era while making efforts to improve their online shopping services (Market Line, 2019a).
The company faced lot of criticism   for not having s mobile application and web compatibility. The company is making efforts to compete against other companies in industry. The retail brands such as Primark are offering products as competitive prices whereas high end fashion brands such as Inditex are also showing brilliant performance by offering through online platforms. The digital era has raised the challenges of trendy fashion cloths as customers want to buy products thought their smart phones when they like something. H&M is trying to turn around its fortune by reevaluating its business model.  H&M decided in 2018 that they would close the offer of cheap Monday that year. The company also offer clothes at very less prices to clear its piles stock. The strategy helped the company only for short term (Halliday, 2018).
[bookmark: _Toc8199783]2.3 SWOT
[bookmark: _Toc8199784]2.3.1 Strengths

It has been believed that biggest strength of company is its strategy to sell the trendy clothes at fewer prices. Their products are very affordable. H&M have set their factories in Europe and Asia where they are producing cloths at fewer prices (The Guardian, 2013). Low cost production is one of their competitive advantage. Another biggest strength of the company is their wide range of products through which they are catering the needs of all the customers. 
[bookmark: _Toc8199785]2.3.2 Weaknesses

Weakness of H&M is that their cloth designs are not exclusive and unique. Though their prices are not high and people still love to buy from their outlets. Cloths of H&M are very common and people from every class buy them. Their cloths are not expensive; hence they are sold in bulk in global markets. But people who like to wear unique designs do not go for H&M as they do not want every second person wearing the same design. 
[bookmark: _Toc8199786]2.3.3 Opportunities

H&M has well established brand in whole world and they have more potential to expand their business by opening new stores. They also have opportunity to expand their product line by adding more fashion related items especially via co-branding. 
[bookmark: _Toc8199787]2.3.4 Threats

It has been believed that the biggest competitors of H&M which includes Primark, ZARA and Debenhams are offering high quality products within different price range. 
[bookmark: _Toc8199788]2.4 Strategic Plan for Brand Awareness 

[bookmark: _Toc8199789]2.4.1 Collaborations

The trend of demand in fashion clothing industry is very high and it is increasing with passage of time in the UK (Mintel, 2018). There have been several street partnerships evolved in industry which are offering luxury brands. There is an opportunity in market that famous designers can collaborate with high street retailors and H&M is one of them. By establishing the partnership with designers, H&M can access the untapped segment of market. It will also help them to generate publicity for their brand. Collaborating with H&M will be beneficial for designers as they would be able to diversify their product range. Moreover H&M can also help the designers to reach larger markets and both of them can attain financial advantages. 
The collaboration with Karl Lagerfeld was very successful. Other collaborations with Jimmy Choo and Marimekko were also exceptional (Market Line, 2012). There have been number of factors which results in success of designer collaborations which are the availability, reputation of designer and price of collection. The collaborations of H&M with designers have been huge success and both parties were beneficial from the deal, though the long-term advantage to fashion designer is still doubtful.
[bookmark: _Toc8199790]2.4.2 Achieving Sustainability 

The duration of fast fashion is four to six weeks which is very less than traditional collection time period. The traditional collections are usually released in two to four times in a year. The change has resulted in more throwaway of cloths along with on-trend fashion. The clothing products’ impacts a lot on environment especially for cotton production. There is extensive use of fertilizers in cotton production and water intensive as well. H&M is making efforts to control in environmental impact on cotton production and also issued their sustainability report in 2016 which included the initiatives taken by the company to increase the use of sustainable cotton H&M, 2018c). They also set objective to use the recycled cotton in production process. The company is trying the close the loop of recycle resources. Though the company does not have sufficient technology to achieve this objective but they are investing in innovation process so the goal can be achieved. 
H&M is increasingly using the recycled cotton which has been observed in recent years. They are also trying to expand their businesses by opening new outlets in several countries (H&M, 2019a). The company has set their aim to be sustainable business in industry while following the model of growth and fast fashion. The company has set their vision though which they can conduct their operations in most environment friendly way with economic and social stability. They have vision to be sustainable which means meeting the needs of everyone in present and future. As per Doole and Lowe (2008), international companies such as H&M can use the marketing campaigns to make a different in societies of several countries. At the same time, it is very important that they adapt the operational activities while doing business in local markets. Though it is very tough for the international company to decide upon the issue of standardization and how they can adapt the particular activity in specific markets. It is very important for them to maintain the balance between adaptation and standardization (Doole & Lowe, 2008).it has been believed that advertising is very important for H&M while adapting to the local markets as countries have different values and religions. In general H&M sees the whole world as one market and use the same operations and products in all markets. They are also expanding their business which is part of their global strategy. 
[bookmark: _Toc8199791]2.4.3 Emotional Branding

Companies are using the emotional branding to engage the customers at different levels which includes emotional and senses, intimate emotional attachment with the brand and satisfaction.  H&M is suggested to use emotional branding for distinctly targeting women and men customers. Emotional branding is very important for the organizations who want to maintain a loyal customer base and increase customer satisfaction. Once the company successfully executes the emotional branding, the customer base will be strengthened. Their customers will invest more in the brand as they would have unbreakable loyalty (Malar et al, 2013). 
The retail industry cannot only depend on the traditional sales techniques and marketing methods to increase the longevity with brand, especially when there is growing consumer choices and more globalization. It also impacts the bottom line which shows the significance of emotional branding which cannot be ignored. There are three levels on which understanding can be built, which includes values and beliefs, attributes and features and emotional and product related. The brands like Adidas has their attributes and features of styles, shapes and colors (Adidas, 2018). The benefits of brand include power of shows and its grip. Whereas the emotional benefits include strength and feeling of energy for continuous running. The brand has tagline of ‘impossible is nothing’ which shows the feeling of strength and empowerment. The values and beliefs show the brand itself. Adidas brand stands for belief of strength and reliability. These values help the customers to develop an emotional connection with the brand which are most valuable for any business. H&M in the UK is suggested to promote the emotional benefits associated with its brand. 


2.4.4 [bookmark: _Toc8199792]Co-branding 

This is also known as dual branding is the combination of two or more brands and enters in market jointly. They offer the same product according to the fashion. There are various forms of cobranding which includes joint venture, retail co-branding and multiple sponsors. 
H&M is suggested to continue its strategy of co-branding with more aggressive approach because currently co-branding in the UK is relatively less frequently pursued. ARKET as a co-brand of H&M has been successful in the UK during 2017 especially its Regent Street store in London. Importance of brick-mortar stores is still high and relevant for H&M therefore they are suggested to implement this strategy outside London as well. H & M Hennes & Mauritz AB (H&M or 'the group') performs different activities which include designing of products and retailing of their ready items in market. The products include dresses, sweaters, t-shirts, shirts, bra, swimwear and blazers. They also offer accessories and cosmetics. Co-branding needs to be extended to these varieties of products as well in addition to clothing. The company offers their products under different brand names and sell via different e-commerce channels (Market Line, 2019). As per the financial records, the company earned the revenues of (Swedish Krona) SEK 200,004 in year 2017. The revenue increased by 4% as compared to 2016. The company operating margin is 10.3%. In 2017 the company’s net margin was 8.1% as compared to 9.4% in 2016. The strong financial standing of the brand gives a strong rationale for investing in co-branding.
[bookmark: _Toc8199793]2.4.5 3-D Modeling and digital/social media marketing

Since H&M is using digital channels increasingly by integrating them with physical stores, it is suggested that 3-D Modeling of new line products should be used for giving customers convenient, inspiring and different shopping experience which will influence their buying behavior as well. Primark’s low-price strategy has dented the fashion retail industry of the UK and for countering this strategy and bearing the price pressure H&M needs to be innovative for influencing customer buying behavior and for this they will have to invest on co-branding and 3-D Modeling so that their brand awareness and image is sustained. 
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