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I. Introduction

In this marketing essay, we are going to define, discuss and analyse all the marketing methods and processes used by the H&M (Hennes & Mauritz) company. We begin our evaluation by focusing our attention on the value, role and marketing strategies created for the company’s desired customers. on a second time and explain stakeholders’ engagement and impact on this business marketing activities.
H&M is a Swedish clothing company which opened its first store in the late 40’s in Vasteras (Sweden). Nowadays the clothing group has more than 3000 stores opened worldwide and is one of the major leading clothing chains in the world.
	H&M is a good example of how a company can expand itself throughout its marketing processes.


II. Marketing strategy
i. Different types of marketing process using H&M processes as example

Nowadays with the lightning progress the 21st century did in technology the more used means of communication is throughout media such as social media, online newspapers and so on.
	H&M created a bond with its customers with their online magazine where details concerning each new clothing collection. They used social media such as Instagram, Twitter and Facebook to advertise their business and target a wide range of customers. They still use more traditional means of communication such as fashion newspapers, billboard, Tv advertisement.
	Before finding a way to advertise a product there is lot of stages a company must go through.
	First a company must analyse marketplace, customers behaviours and needs in order to find the right product to sell. This done they have to segment the market they want to work in and this can be done in different ways such as geographic segmentation regrouping target customers in same area; demographic segmentation where it assumed that depending on some population features some groups will be more likely to buy some products comparing to another one; psychographic segmentation where customers lifestyles, activities and interest are analysed.
	When the segmentation of the market is elaborated, companies must create the best marketing strategy to advertise their product or service, this is called the marketing mix.

ii. Marketing mix

A marketing mix is a group of tactics and actions set by a company in order to sell its product.
A marketing mix is formed with four P’s: Product, Price, Place, Promotion.
	Product: Identify the product to sell is the first step of the marketing mix. Company must brand their product, that means they must create a product that is not easily copied or damaged by other competitors.
With H&M their products are affordable clothes for men, women and children with the best quality. This is their main value. The H&M group contains different brand such as COS, Cheap Monday, or Weekday and each brand products are closely designed for market segment.

	Price: When the right product to sell is found, the pricing part is to put the value of the product. It has to be affordable for the customers segmented and have to match the cost of production too. There are two major pricing strategies: Penetration- where the price set is lower than competitors on a same range of products so the product will sell more in quantity. Skimming- where the price is set higher than competitors to attract more price sensitive customers.
	H&M use a penetration pricing strategy as their prices are usually lower than their direct competitors (Zara, Gap, Mango).

	Place: This action is to set which channel of distribution has to be used for the chosen product on a segmented market.
H&M for example use their more than 4000 stored located worldwide to sell their product. They have an online store too where customers can purchase their product from everywhere in the world, pay online and they created a free returning process if the customer is not satisfied with his purchase.
H&M have partnership with some retailers worldwide where we can find some of their brand like Cheap Monday or COS.

	Promotion: This step is to find how and where to advertise the selected product and touch the wider range of customers.
H&M use different types of media to advertise their different brand such as TV advertisement, Youtube advertisement, large use of Digital media such as Instagram, Twitter and Facebook.

III. The role of marketing in creating values for customers
i. Consumer behaviour

In marketing to be able to make an individual buy the product, there is a need of understanding the person buying behaviour and create a need for this product.
	Before making a choice, a customer pass through different stages:
	Problem recognition: The customer creates the need of buying something. In H&M case it can just be for example a woman who realised she took a bit weight and need new jeans.
	Information search: The customer search where he can get what he is searching for and will now be attracted by marketing advertisement. For H&M, this woman may find advertisement on TV between a cut from the movie she is watching and find it attractive.
	Information evaluation: The customer will now compare in between all marketing stimuli he saw which one match his need the best. Our woman now will differentiate in between Zara or H&M jeans which one fit her need the most.
	Decision: After reflexion the consumer will now decide to purchase after comparing prices, quality and reviews of other customers. The woman of our example purchased finally her jeans in H&M.
	Post purchase evaluation: The customer after is purchase will now analyse if the product was really what he wanted and truly met his need and requirements. For our example the woman loves her jeans and do not regret buying Zara ones.
	ii. H&M values transmitted throughout their marketing

	The group H&M has some values important to them that they try to implement in each of the marketing campaign. We will relate each value to a marketing campaign created by the group.
	“We are on team”: Entering any H&M stores you feel a friendly environment where the make sure the customers feel part of a group, family and is more likely to purchase with them. 
	“We believe in people”: H&M is present on every continent of the globes and make campaign showing where they care about the environment they grow in. For example in India they made the choice to employ women so they help them to provide for they family. They created campaign showing they are against using animal for clothing purpose. They try and meet as much as possible different lifestyles and point of view.
	“Constant improvement”: H&M is constantly improving to meet the new world requirements. They created an online shop where everyone can purchase their products on every part of the world with return policies possible. They created online app on smartphone that update directly to the customers every discounts and news they have.
	“Cost-conscious”: H&M is really conscious about reducing its costs and giving customers the best products at the lower prices.
	“Straight-forward and open minded”: Concerning their team and their customers, H&M try throughout their marketing campaigns to show diversity. We can see different Tv and Social media advertisement where different models are showing, from different backgrounds, different colour, some are handicap, different sizes to make sure every customer feel their products is meant for everyone and not just a niche.
	
	Throughout their marketing campaign , H&M make their customers part of a group, a family and adhere to their values.

IV. Stakeholder engagement
i. Different type of stakeholder
	
A stakeholder is a person or entity that has financial interest in a business. Depending on the amount of stock or investment the stakeholder has in the company usually mirrors the amount of impact the individual or individuals may have in regards of the company’s day to day business, which in some cases includes the company’s marketing strategy.
The below bullet points out lines the different types and names used for stakeholders:
· Employees; Employees are commercially known as primary stakeholder. In terms of their economic well-being, employees share a common concern regarding how much and how often they are paid by the company. They are directly affected by any positive or negative outcomes of marketing strategies as they are the work force driving the desired marketing strategy. 

· Customers; Without customers a business cannot survive. Customers can choose to invest their money into a competitor product and make a business close. It is important to meet customers needs and innovate as much as possible.

· Suppliers; Every business/company need to be supplied their goods in order to dispose them for customers. Suppliers are important stakeholder to preserve as they have essential skills. It is necessary to build long lasting relationship to make a business successful.

· Government; They are not major stakeholder, but it is important to follow the law and regulation in the country your business operate.


ii. Example of stakeholders related to H&M

In this part we are going to relate every stakeholder discusses on the previous part with the group H&M.
· Employees: The group H&M make sure every of its employees work in a good condition. They believe and apply Maslow theory of needs and provide enough motivation such as increase of pay on Christmas and other national holiday. All their employees are given the opportunity to grow within the company with trainings and test.

· Customers: In order to keep customers happy, H&M give discount via a system of point after each purchase on top of periodic sales period throughout the year. For them the customer is placed at the very middle of their business, their products are design to meet all needs and requirements of their customers. A system of return, exchange and refund is possible if any purchase of a customer was not fulfilling his needs as the client happiness is the main key to their success.

· Suppliers: H&M created a sustainability page online regrouping all their factory worldwide. It is described every employee working in them and their long-lasting relationship. H&M have its own factories, they are not outsourcing their supplies.

V. Reflective conclusion of the tactical communication tools used

In this essay I chose H&M as example as I have work for them for couple of years in France and in the United Kingdom. This company means a lot to me as they really take properly care of their employees. H&M is very aware of the new era we are leaving in where social media is beginning to be the key of every business success. They were able to have positive results with for example the partnership with known designers like Karl Lagerfeld, Moschino, Balmain; celebrities like Madonna, Beyonce or Nicki Minaj. These marketing campaigns were successful driven by the impact of social media like Instagram from these luxurious brand and celebrities.
 H&M was not successful with every of their marketing campaign. Their results were seriously diminished and some stores were wrecked during their campaign in January 2018 with the controversy of a black kid wearing a hoodie “coolest monkey in the jungle”.
                                 [image: ]
They were slammed by critics and lost endorsement of lot of celebrities such as Pharell Williams calling for the boycott of the brand.
	The brand still finds ways via social media and Tv to apologise explaining that behind marketing campaign there is human beings and the error is human.
	Nowadays from my perception digital marketing is the best way to increase awareness to a product. We are in a era where bloggers/ influencers can decide which products or company will be successful using and promoting their products. Instagram is becoming the number one marketing communication tool with celebrities like Kim Kardashian with 147 million followers or her sister Kylie Jenner with 145 million followers; influencing on what tendencies will be each season. Business nowadays understood that and invest enormous amount of money per post in order to advertise their business and products.
	Social media became a mass communication media but billboard and magazines are still a communication tools widely used by successful businesses with their marketing campaigns.
	Nowadays customers buying behaviour has slightly changed as a customer will before buying a product search for reviews of other customers to see if the products or service will meet their needs and requirements. As simple as it is with online shopping increasing, customers will look at blogs, influencers, YouTubers or other customers reviews before making any purchased. 
	As seen on my previous assessment about blogs that is a tools widely used, reviews negatives or positives can make a big change in a business success. 
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