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Fig 1: Poster
(Source: Self-Created)
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The following market segmentation will strictly focus on women buyers residing across the United Kingdom (UK) for H&M’s new brand extension.
Geographic - The brand extension will target the sustainability-conscious urban and suburban consumers residing in the UK. The EU has mandated the use of Digital Product Passport (DPP) from 2027 (Legardeur et al., 2024). This will be beneficial for H&M’s brand extension because all the apparel will have DPP attached to them. The major metropolitan cities where H&M’s physical stores are present, such as London, Manchester, Birmingham, Glasgow and Edinburgh will launch this product line. These cities have temperate climate and will support year-around fashion demand. 
Demographic - The target demographic will be females residing in the UK and aged between 20 and 39 years, roughly around 8.76 million as of 2026 (Statistics Times, 2026). Typically this age group consists of Gen Z and Millennials, demonstrating eco-conscious fashion purchasing behaviour, expecting actions (77%) from retailers, such as H&M (Malmqvist, 2025). Educated, environmentally-aware students and working professionals from all religions and ethnicities with middle to upper-middle income will be preferred. 
Psychographic - The psychographic segmentation will prefer women advocating a sustainable, environmental-friendly and digitally engaged lifestyle across the UK region. The preferred population will demonstrate ethical, environmentally-aware, quality-seeking and transparency-driven personality, who want to gain value from fashion purchase. 
Behavioural - The behavioural segmentation will prefer women looking for everyday wear and seeking to make conscious fashion purchases. This segment must seek benefits, such as verified sustainability data, end-to-end traceability, digital product passport features, premium quality and durability. Existing H&M customers and eco-conscious new customers will be preferred. The segment must exhibit regular shopping intentions. Frequent brand switchers and H&M loyal customers seeking greater credibility from the brand post the "Conscious Collection” controversy, both will be preferred. 
[bookmark: _Toc235623818]Target Market 
A concentrated targeting strategy will be adopted for the new brand extension because it will be designed for a clearly defined customer segment (UK women aged between 20-39) (Hafez, 2024). The target customer segment is selected because it has the potential to generate the maximum revenue within H&M’s existing UK consumer base. The age group of 20-39 years have higher purchasing frequency and exhibit more impulse-driven buying behaviour than older customer segments, thereby generating more revenue (Shankar, 2024). They also show legitimate demand for transparency over greenwashing claims and hold retailers having 77% responsibility to bring sustainability to fashion (Malmqvist, 2025). Greater digital literacy is also prevalent among this age group, which will support higher adoption of QR-enabled Digital Product Passport (Kolar et al., 2025). Existing H&M female buyers and the UK market will save costs related to customer acquisition and entering a new market.  Also, the UK region provides a strong regulatory fit, given the mandatory DPP requirement from 2027, aligning with the new brand extension of H&M. 
This segment is also more responsive to value-driven sustainable fashion (63.8%) than price-driven fast fashion, with 19% of this segment checking sustainability certifications on product labels (Escourido-Calvo et al., 2025). However, the Gen Z population is also price-sensitive, with 60.3% citing higher price as the primary barrier for purchasing sustainable fashion (Escourido-Calvo et al., 2025). Therefore, the new brand extension will target middle to upper-middle income groups to ensure steady user and revenue growth. Furthermore, positive word-of-mouth and social media advocacy can accelerate the adoption of the new product line. Overall, the new brand extension will maximise sales potential whilst directly addressing the damage caused by “Conscious Collection” controversy. 
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Key competitors for the new brand extension will be Mango, Uniqlo, Inditex and Shein. All of these brands are partially or actively working towards achieving sustainability in raw materials used in their apparel production. For instance, Mango is using 91% sustainable cotton in their clothing whilst also aiming to introduce DPP, making the new brand extension's key competitor in the UK (Mango Fashion Group, 2022). Similarly, Uniqlo, the Japanese casual wear retailer, is using 47% sustainable cotton in their cloth manufacturing (MarkHub, 2026). Whereas Inditex, the parent company of Zara, is using 88% lower-impact fibres in their apparel manufacturing (Inditex, 2025). The new brand extension by H&M will be the brand's most transparent and accountable collection, positioned between cheap, unsustainable fast-fashion and premium sustainability brands. The new brand extension will rebuild trust whilst maintaining its accessible pricing philosophy. 
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Figure 3: Positioning Map for new brand extension
(Source: Self-Created)
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The new brand extension will differentiate itself from its competitors by using 100% sustainable cotton across the entire product line. All the clothing will have Digital Product Passport (DPP) and end-to-end product traceability through QR-based digital records. Every product will have independently verified sustainability information and third-party certifications information on its product label. The information will be provided on product-level and not on sustainability reports only on the company website. Transparency will be standardised for all new brand extension products and not only for selected items. The new product line will combine sustainable materials, DPP, traceability and independent verification into one premium collection. Through this brand extension, H&M will establish a sustainable competitive advantage through verifiable accountability rather than using/manipulating promotional sustainability claims. 
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Core – In the UK customer are likely to purchase sustainable products more. The new brand extension will create product value through trustworthy sustainable fashion solutions by solving customer distrust after the “Conscious Collection” controversy (Kotler et al., 2021). It will also create consumer confidence through independent, verifiable sustainability information. 
Actual Product - The entire product line/actual product will be made of 100% sustainable cotton, having premium quality and durability. The design will be minimalist to extend garment life. Each product/clothing will have a distinct Digital Product Passport (DPP) attached to them that will provide end-to-end product lifecycle and sustainability data (Legardeur et al., 2024). The DPP will offer full supply chain traceability, carbon footprint, chemical composition and recycling/repairing instructions (Legardeur et al., 2024). 
Augmented Product - The augmented product will provide customers with digital garment history, fibre origin, warranty/quality assurance and manufacturing information. The QR code attached with each product will also offer care and recycling guidance alongside customer support for sustainable-related enquiry. 
Each product design will follow simple, timeless premium aesthetics, supporting circular fashion principles. The packaging will use 100% biodegradable and recyclable materials. Each new brand extension apparel will touch the rational side of consumer motivation by creating value for money through durability, verified sustainable benefits, easy product information access and traceability to reduce risks associated with purchase. As discussed above, the new brand extension will fall under the symbolic product criteria fulfilling emotional purchase motivation, offering lifestyle fit, identity expression, reassurance and feeling good features for eco-conscious consumers. In the product lifecycle, the new brand extension is at the introduction phase, where it will generate awareness, educate consumers on DPP and traceability, encourage trials, and build a loyal, early adopter base before wider expansion.
[bookmark: _Toc235623823]Price 
The new brand extension will adopt value-based pricing, reflecting a higher customer-perceived value created through transparency, DPP, third-party certifications and traceability (Kotler et al., 2020). It will position itself as an affordable, accessible, sustainable premium collection, made for professional women, who intend to curb their carbon footprint and add value. A market penetration pricing strategy at launch will be suitable by setting relatively lower initial prices than premium sustainable brands to encourage trial (Nagle et al., 2023). It will help the brand to rapidly rebuild consumer trust and gain market share within the sustainable fashion segment in the UK (Nagle et al., 2023). Price elasticity of demand must be considered, as Gen Z consumers remain price-sensitive despite valuing sustainability, which requires sensible pricing strategies (Fridstrøm, L. and Østli, 2021). The following table details the competitor’s prices and proposed prices by the new brand extension.
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Table 1: Proposed competitive pricing strategy for new brand extension against key competitors
(Source: Self-Created)

As depicted in the table, its pricing fits comfortably below its key competitor Mango, which will help it attract both Gen Z and Millennial eco-conscious consumers, creating a strong, loyal customer base. 
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The new brand extension will adopt Integrated Marketing Communications (IMC) as a promotion strategy that will include advertising, sales promotion, direct marketing, public relations and personal selling (Kotler et al., 2020). In advertising, it will utilise various media, including television, Instagram, TikTok, YouTube, H&M website and application to reach digitally engaged Gen Z and Millennial population. It will develop informative advertising to explain DPP, third-party verification and product traceability. Similarly, persuasive advertising will be used to position the new brand extension as H&M’s most transparent, accountable collection (Kotler et al., 2020). Sales promotion will be utilised for existing H&M customers through launch discounts, reward vouchers and limited-time introductory offers. Under direct marketing, personalised emails, push notifications, app pop-ups and QR-linked product recommendations will be adopted (Kotler et al., 2020). 
Public relations promotional strategies will involve publishing of independently verified sustainability reports, organising launch events through which positive media coverage will be generated to restore brand trust. Under personal selling, in-store staff will be trained to demonstrate QR scanning, DPP and supply chain traceability features to customers (Kotler et al., 2020). Furthermore, electronic word-of-mouth will be utilised with influencer partnerships, encouraging customer reviews/feedback and user-generated content on social media platforms (Kotler et al., 2020). Electronic word-of-mouth falls under digital marketing, and according to Kotler et al. (2020), 90% of customers use the internet to make purchase decisions through research. The consumers will be guided through the IMC campaign stages of awareness, knowledge, linking conviction and purchase (Kotler et al., 2020). Following a successful promotional campaign, performance will be evaluated using customer feedback and engagement metrics. 


[image: ]
Table 2: Proposed Promotional Strategy
(Source: Self-Created)
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The new brand extension will adopt a multi-channel distribution system by integrating H&M’s physical stores, official website and mobile application to maximise market penetration and customer convenience (Kotler et al., 2020). The new collection will be launched initially in the H&M physical stores in London, Manchester, Birmingham, Glasgow and Edinburgh, targeting the UK’s largest metropolitan retail markets. Direct marketing channels will be utilised through H&M’s e-commerce platforms, physical stores and mobile apps to enable greater control, faster decision-making and enhanced customer communication (Kotler et al., 2020). The corporate vertical marketing system will be applied by integrating sourcing, logistics and H&M-owned retail stores to improve supply chain efficiency and minimise disruptions (Kotler et al., 2020). Additionally, click and collect, in-store returns and online order fulfilment will be offered to enable a smooth omnichannel experience (Saghiri and Mirzabeiki, 2021). Using H&M’s existing stores, website and app will also mitigate additional investment in distribution and accelerate nationwide rollout. This strategy will ensure consistent pricing, product availability and DPP access across all online and offline distribution channels. 
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Firstly, I encountered difficulty in deciding which brand to work with to offer the brand extension. I started going through the brands that I am well-acquainted with, focusing on fashion brands, such as H&M and Zara. Next, I studied the recent sustainability challenges these brands have undergone, and came across the “Conscious Collection” controversy of H&M. I found several news articles, company press releases and scholarly articles on this issue, thereby selecting H&M for a brand extension strategy. Secondly, whilst doing my research, I came across the ideas of sustainable cotton, Digital Product Passport and end-to-end supply chain traceability that fascinated me. I realised, as a Gen Z fashion enthuse, I would want a product that offers all these things at a relatively affordable price, because for students spending £19 on a plain white shirt is absolutely unreasonable. This gave me the idea for the new brand extension and I chose H&M because I love their plain aesthetic style at an affordable rate. While preparing the poster, it took me the most time besides preparing the marketing mix for the new brand extension because I wanted to keep H&M’s effortless plain aesthetics whilst simultaneously making it attractive enough for the target segment. I enjoyed the process although it was time-consuming. While delivering the poster presentation, I was excited and nervous at the same time because I wanted to convey the brand message in a way that reaches all the audience, including my peers and faculty. 
Gibbs’ reflective cycle is applied to properly structure the reflection process (Bassot, 2024).
Description 
While preparing the report, the module helped me immensely, especially Kotler et al. (2020) and Kotler et al. (2021), which shaped the entire marketing mix for the brand extension. The skills I have gained include critical marketing analysis, sustainable branding knowledge, consumer segmentation skills, strategic targeting capability, brand positioning development, report writing skills and referencing proficiency.
Feelings
Initially, I was overwhelmed by the project complexity, uncertain about suitable brand selection and extension. However, these feelings faded and my confidence increased as findings/evidence supported strategic decision-making.
Evaluation
This process has strengthened my ability to integrate marketing theories with industry evidence with improved strategic justification. I also encountered challenges while balancing sustainability, affordability and commercial profitability. Time management and information synthesis posed additional challenges.
Analysis
I have developed critical marketing analysis, academic research and evidence evaluation skills. My strategic decision-making using STDP has also improved. I have gained a deeper understanding of sustainable branding, greenwashing, DPP and supply chain transparency. Overall, the project has increased my confidence in applying theory and presenting a viable commercial idea in front of a knowledgeable audience. 
Conclusion
I have realised that sustainability must be supported by transparency and credibility. Also, strategic brand extension must balance customer, business and environmental objectives.
Action Plan
In future projects, I intend to apply the skills and knowledge gained through this project. Furthermore, I want to strengthen my presentation and public speaking skills, and develop data visualisation skills. I also want to improve project planning and time management, and continue applying marketing theory to practical business situations. 
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Company Overview

H&M Group is one of the
world’s  largest  fashion
retailers, with operations in
81 markets, including 4,100
physical stores and 61
online markets (H&M Group,
2025).

The group made a net sales
of SEK 228,285 million in
2025 (H&M Group, 2025).

+ The firm claims to use 91%
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Purpose for Brand Extension

H&M Stock Price Impact During Greenwashing Allegations (2019-2021)| o

The “Conscious Collection,” launched in 2011, explicitly
marketed the product line as a more sustainable fashion
(H&M Group, 2011).

The brand was accused of greenwashing in 2019 by the
Norwegian Consumer Authority over the ‘Conscious
Collection” (Stern, 2024).

This controversy weakened consumer trust/confidence in
H&M'’s sustainability communication, resulting in a drastic
fall in stok price from 2019-2021 (Zervoudi et al., 2025).
Thereby justifying the purpose and requirement for a
sustainable brand extension for H&M to regain credibility
and consumer confidence:

Sustainable fashion's revenue share increased from 2% to

over 6% (2013-2026), stemming from growing demand for

sustainable fashion (Statista, 2026).

« The new brand extension will be a women-only apparel line
made from 100% sustainable cotton, independently verified
sustainability data, Digital Product Passport and end-to-end

traceability.

« This will support the sustainable development goals 12
(responsible consumption and production) and 13 (climate

action) (Geneva Environment Network, 2026).
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Brand Product Current Price
H&m Basic cotton t-shirt (100% £5.11
organic cotton)
Mango 100% cotton t-shirt £19.18
Zara (Inditext) Basic cotton t-shirt £13.59
Uniglo Crew neck/Mini t-shirt £12.70
H&M’s new brand 100% sustainable cotton + £9.37

extension (proposed)

DPP + traceability





