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Specifically, the marketing management plan of H&M is based on sustainability and innovation, as well as the concentration on the consumer demands. To target the Gen Z and the millennial segments, it uses social media, products endorsement by influencers, and trend-based promotions. As part of the plan, C&S will improve omnichannel retail and the loyalty programs. In particular, the company can come up with H&M’s athletic and casual clothing line conducive to the changing customer preferences to embrace eco-friendly products. This extension enriches the H&M image of being trendy and fashionable while catering for the fitness and wellness segments (Burešová and Vavrek, 2024). The key components of the marketing mix will involve ethics, comfort and the affordability of shoes, to be advertised through an online page, and occasional strabismic sales. This serves as a tactic that builds up brand image and satisfaction and responds to the new-lifestyle consumer tendency.
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H&M is among the companies that offers cheap clothes and is consistently expanding a range of products; now they bought an H&M Home company. To expand its category product offerings, the house suggests to launch a new brand – H&M HomeKids, which should become the sub-brand of the general H&M Home brand and be associated with children products interior (Deng and Messinger, 2022). This extension is quite relevant to H&M’s vision of providing fashionable, affordable, and sustainable clothing for people of all ages.
Product Concept
H&M HomeKids collection is going to be devoted to children’s home accessories and it will consist of organic bedsheets and other bedding solutions, children’s toys deformation storages featuring message for children, graphic wall decorations, curtains and children’s rugs, and nursery essentials (Olsen et al., 2022). These will be created to incorporate functionality in their usability while at the same time have an appealing nature that shall meet and suit the modern generation parenthood as well as child developmental stages. A specific attention will be paid to sustainability through the usage of organic cotton, recycled fabrics, and non-hazardous coloring materials.
Target Market
The primary target market would be parents within the age of 25 to 40 years especially those parents who are urban, young, fashionable and who will need to design a unique and safe environment for their kids (Dragomir and Dumitru, 2022). Secondary audiences include people willing to purchase gifts and also teachers seeking beautiful and child-friendly appearance.
Positioning and Brand Fit
H&M HomeKids will be positioned more specifically, as a fashionable, sustainable and reasonably priced brand on children’s home furnishing niche. This expansion strategy supports H&M’s new focus on sustainability concern as well as lifestyle segmentation and takes advantage of the existing supply chain, marketing tools and customer base of the brand (Olsen et al., 2022). It will differentiate itself from competitors such as IKEA and Zara Home based on fashionable kids’ interiors at affordable prices.
Marketing Strategy
For this campaign, H&M will advertise online, with parent bloggers partnering with the company to further promote the clothing line and ensure that the products are displayed in the store attractively. The launch can be correlated with the environmental management aspects such as the ‘Recycling for Kids’ for customers to return used fabrics thus trading them get a discount (Dragomir and Dumitru, 2022). Social media campaigns will also demonstrate looks suitable for kid’s bedroom, living room, and dining room, all of which will incorporate HomeKids products. New sections positioned in flagship stores may be installments.
Launching H&M HomeKids makes perfect sense and is arriving on the right time – the need for stylish but practical interiors for children has been rising and the so-called green parents are the most promising target market (Olsen et al., 2022). This new product line not only new addition to the H&M home category but also enhance the customers’ engagement by providing them with many more solutions for their customers that are beyond the apparels, it also strengthens the H&M brand market portfolio and their commitment towards sustainable living.
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Market Segmentation
Market segmentation is useful in ascertaining consumer groups that comprise the market in the home and lifestyle industry of the H&M HomeKids (Wang, 2021). The following bases of segmentation will be applied:
I. Demographic Segmentation: Specifically, the millennial and the Gen Z, the parents in the age bracket of 25 to 40 years (Stewart, 2022). They understand the digital world and respond positively towards the aspect of style, whereas price and sustainability are also essential things to them.
a. Income: Middle-income families seeking value for money.
b. Family Size: Parents with infants, toddlers, and children up to 10 years.
II. Psychographic Segmentation: Although, fashion-conscious, social-oriented, and those parents with concerns about their children’s taste and functionality of their home designs (Bilovodska et al., 2022). This group targets individuals who have passion for early childhood development, creativity or sustainability.
III. Behavioural Segmentation: Parents who go for frequent online shopping, follow parenting bloggers, and opt for a convenient, sustainable, and fashionable product (Stewart, 2022). Consumer tribes have their preferences, preferences, beliefs, and necessities towards certain sorts of brands.
Target Market
H&M will use differentiated marketing to cater to the specific needs of the parenting segment within its broader customer base.
I. Primary Target Market: It targets urban and environmentally concerned parents between 25-40 years that require functional and stylish children furniture on their children’s bedroom (Vartio, 2022). Predominantly, they are likely to Desire accessible price for their purchases but they are most likely already doing business with H&M, fashion or home products division.
II. Secondary Target Market: Other individuals include; grandparents or any other relative, any person who may buy them for friends as keepsake gifts, and teachers who may be purchasing items that would be suitable for classroom decorations (Vartio, 2022).
This targeted approach enables H&M to deliver personalized campaigns and product assortments that resonate with parental preferences and lifestyle values.
Brand Positioning
H&M HomeKids will be positioned as a stylish, sustainable, and affordable children's homeware brand that brings playful design and functionality to modern family spaces. With the idea to promote sustainability and bring creativity, as well as cost-friendly furniture and textiles in children’s spaces, the separation of ‘H&M HomeKids’ is fitting and highly appropriate to meet and exceed the expectations of parents. This positioning brings out the aspect of H&M as a brand of the environmentally conscious products that are affordable and creatively designed (Tubic and Von Jutrzenka, 2024). The focus of marketing communication will be turned to the usage of environmentally friendly materials, bright and useful design of the products, and their potential value to a child’s development, thus creating an emotional appeal to parents and those with the responsibility for the child’s upbringing. Therefore, if properly done on its segmentation, targeting, and positioning, H&M HomeKids can easily find itself a secure niche within the children home decor market.
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Figure 1: Brand Positioning Map of H&M
(Source: As created by author)
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Demographic Segmentation
I. Age: 28–38 years
II. Gender: Primarily female, but includes male caregivers and co-shopping partners.
III. Marital Status: Married or in long-term partnerships.
IV. Parental Status: Parents of one or more children aged 0–10 years.
V. Location: Urban and suburban areas in developed and emerging markets with access to H&M stores or online shopping (Sandberg and Abrahamsson, 2022).
VI. Education: College-educated, with many holding bachelor’s or master’s degrees.
VII. Occupation: Working professionals, freelancers, or part-time employees, often in fields such as education, healthcare, digital marketing, or creative industries.
VIII. Household Income: Middle-income range, typically earning a combined household income that supports modest discretionary spending (Sandberg and Abrahamsson, 2022).
IX. Shopping Habits: Regular online shoppers, active on social media platforms, and familiar with e-commerce platforms like H&M’s online store.
Psychographic Segmentation
I. Lifestyle: These customers are dynamic, working and also, they have family responsibilities and other domestic obligations. They love their children and their homes reflect this in that they aim at being able to spend much time with children and are also interested in ensuring that their homes are safe and well designed (Fatima, 2022). These people love cleaning, organizing their homes, and interiors and often turn to Instagram, Pinterest, or parenting websites.
II. Values and Beliefs: The consumers also care about the environment and also care about the manufacturers way of working or the ethics that it follows so they prefer to buy products that are made from eco-friendly materials (Sawant, 2023). They are also very aware of their children’s development needs and for this, they attain learning environment and emotionally supportive homes.
III. Motivations: They just want to grab the attention of people towards their children and make the place cozy, attractive and comfortable to play in (Fatima, 2022). They seek items that are both fashionable and practical and prefer products that are easy to use, as well as products with a reasonable cost that matches their ethics.
IV. Pain Points: Limited availability of stylish, sustainable kids' interior decor at affordable prices. Concerns that children’s prints are becoming overly decorative and commercial in look (Sawant, 2023). It seems they are ignored by most homeware brands focusing on children’s decor that would suit modern family image.
V. Buying Decision Drivers: Eco-friendly materials, price value, product safety, ease of care, multi-functionality, and visual appeal (Fatima, 2022). They are attracted to matching designs in collections that assist them to dress their children’s rooms without professionals.
With the help of the described customer profile, H&M HomeKids can target the brand’s advertisement messages and product designs to parents in a more emotional and meaningful way, as well as adapt the environments (Pisa, A., 2021). There its kids’ homeware is being sold and purchased to better correspond to parents’ practical and post-pandemic needs; thus, enhancing brand loyalty and the company’s performance in this segment in the long-term perspective.
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Product
H&M HomeKids will comprise a full collection of functional and fashionable children purchased home accoutrements. These are organic cotton bedding ornaments, educational wall decorations, playroom rugs, toy storage items, value added curtains and nursery accessories. The value will be its relevance to the children, the use of attractive graphics and colorful design and its educational benefits. Every product will be safe to use, conform to the standards and will not be produced from toxic material (Wang, 2024). Special collections with motifs of the board such as nature, space or story books can be developed periodically. The focus will be made on the functionality, safety, and visible appearance to contribute to child development and the theme of a room.
Price
H&M HomeKids will also have a value-based pricing strategy in that it will provide affordable green products that are of high quality. This way the houses will be affordable to middle-income earners, but at the same time be profitable for the developers. The private pricing strategy will be based on value added plans, starting with low-cost products and slightly above average adds more choices for the consumers (Poth and Sissonen, 2021). Thus, any special offers and gifts such as sets of bedclothes with baskets are going to entice the customer to purchase more of the product and to return for more. During some seasons it is possible to offer specific discounts, and as an addition membership-based program will increase customer satisfaction.
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Figure 2: H&M Marketing Mix
(Source: Lee, 2023)
Place
H&M HomeKids will be accessible via the H&M stores, selected stores, which will have dedicated HomeKids sections, and will be strongly represented on the company’s website and app. To reach this, there will be an online platform of clickable rooms for kids’ rooms and sets of products that will make the process easier for the parents (Lee, 2023). The different store layouts will include appropriate zones and sections of product arrangement to make handling of various items convenient for children and parents. Additional explored strategies include collaboration with third-parties that provide e-commerce platforms and/or introduction of Click-and-Collect services.
Promotion
This will be done through advertising mainly using online media platforms, including Instagram, Pinterest and Facebook since the target market is young parents. Marketing and partnering with parenting influencers, home decorators, and environment friendly family bloggers will help increase the level of brand credibility. New campaigns will be focused in virtual room tours, customers’ word of mouth, and photo and video submission campaigns (Lafner, 2023). With a focus on new arrivals, company’s sustainable actions, and special offers, customers will receive newsletters and application notifications. Also, store promotions like organization of some activities within the store like workshops or children’s drawing competition will also increase traffic and community engagement.
Thus, the market positioning application of the 4Ps developed here will help the firm create stylish, affordable, and sustainable home kids’ products consistent with current Western parenting philosophies and secure its position in the home furnishing segment.
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In conclusion, the new corporate strategy of launching H&M HomeKids as a sub-brand is consistent with the H&M goals of being relevant to sustainability, value-consciousness, and lifestyle. Priced for conscious, stylish generation ‘Y’ parents aged between 25 and 40 years, this new product line presents a safe, practical and modern line of homeware for kids. Thus, if segmented appropriately and positioned correctly as a stylish and environmentally friendly option, H&M HomeKids will fit into the current market needs for products for children’s rooms.
The product is both sensibly adopted and reasonably priced; the strategic distribution of the product into the physical and electronic markets also aids in communicating with consumers through well-designed advertisements. This extension does not only build on H&M’s brand reputation but also creates a new target market in children’s lifestyle sector. As a concept derived from values-driven designs and market strategies that target children and families, the H&M HomeKids can help in generating customer loyalty, expanding on the company’s market coverage, and in one way promoting the sustainable, healthy and contemporary way of living that is embodied in H&M.
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