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Introduction:
H&M is the luxury clothing sector that plays a major role in all over the world. The industry has strong economic, political and sociological power for the spread of company and faith in consumers for different and colourful products with genuine fabrics production. This essay will cover company’s background, SWOT analysis, sustainability in the fashion industry, opportunities and challenges in global fashion, value chain analysis, sustain competitive advantage and conclusion. The company became the second largest recycling retailers around the world for exporting quality and affordable price product in every countries.

Company Background:
 H&M which stands for Hennes and mortis is a Swedish clothing company known for their inexpensive and fashionable clothing brand. The company was founded in 1947 by Erling persson with very small shop in Vasteras town in Sweden and then with the very full shop established in Westeros Sweden that time it only sold women’s clothing and was called Hennes which is a Swedish word came from ‘Hers’ . In 1968, persson acquired the premises and inventory of Stockholm hunting equipment that the store named mortis which included in the inventory and it was a supply of men’s clothing prompting to expand it into menswear. Accordingly, H&M which has more than 300 stores in 24 different countries and has more than 50,000 employees. Stefan persson, son of the founder became the CEO in 1990 and chairman of the board in 1998. The church of Sweden is a major shareholder in the chain. The expansion or holding position acquired by the hunting apparel brand Mortis. In 1968 that they changed the name of the company. Soon after the official rebranding into H&M the company’s expansion gradually began to expand outside of Sweden’s border. The first international H&M branches appeared in the neighbouring Nordic countries of Norway and Denmark with shops popping up in the United Kingdom and Switzerland. The company began sell intimate apparel in 1973 as well the company entered to 1980s where H&M set its site on for the global expansion. In 1982 H&M close and officially handed the company to his son Stefan who took over as the CEO of the brand capitalizing on the continuing success. The brand expanded outlets across the European continent. In 1990s, H&M built a massive following among consumers that the company was confident to book the biggest supermodels. The company was also one of the very first to take advantage of the internet when they officially offered online shopping in 1998. H&M reached a milestone by opening their very first H&M store outside of Europe where New York City was first non-European metropolis to hosts. Since 2007, H&M Company started to open some Asian consumers market like Hong Kong, China, Korea, and Japan. H&M flagship store which was located in the 5th avenue to compete directly with many luxury labels that dominate renowned shopping district or other competitive popular fast fashion brands. Today, H&M world’s largest fashion brand with 75,000 employees and 2000 stores in 35 countries.  The organization aims to achieve four key goals such as providing education for children, empowering the lives of women and championing the ideals of equality, giving impoverished areas access to clean water and educating individuals everywhere to be more eco-conscious. The son of the chairman board, Karl-Johan persson became the CEO of the company in 2009 to lead the third generation (H&M annual report 2008, H&M in words and pictures 2008, p.13).

Sustainability in the fashion industry:
Sustainability means the resources cannot replace, the goods, services, quality, sustained or supported product that produce by the company does not damage the environment. Some sustainable fashion can be clothing, shoes and accessories, sustainable people and e.g. the natural resources, renewable energy, recycling and materials are the first step of environmental aspects. H&M first sustainability report is website to communicate or responsibility to the industry and related fields. H&M two categories responsibility aspects like social and environmental, health and safety. Firstly, social aspect refers to the working conditions or rights. Secondly, the health and safety about the environmental impact in the supply chain for example transportation, resources use in the shops are the main point of development the sustainability (H&M Group, 2003). Another sustainability of a company is fast fashion consumers in terms of recycling, environmental protection, reuse, and ‘eco-label’, consumption, fabrics or eco-friendly producing process and materials development (Y. Kim and Oh, 2020). In 2010, the products of H&M are 50% of sustainable for conscious collection products for example organic cotton and recycled polyesters. H&M are more conscious about the products for sustainability because resources needs of the company in the future which will continue to increase (Ohlsson & Riihimaki, 2015). The H&M manufacturing industry made relationship with BCI (better cotton Initiatives) which is a non-profit organization help for producing cotton with environmental responsibility or the style of social, ecological farming method for sustainable development or sustainable production by co-operation each other. In 2012, H&M established first new collection of products like design or fashionable product in the market which produce from sustainable sources. The innovation of the industry are developing attractions of the industry to consumers (H&M, 2020a). H&M group also founded H&M foundation which is a global non-profit organization for improving or changes in living conditions, communities and innovative ideas. H&M main four fundamental on those are the industry working hard for developing Education, water, Equality, and planet. According to textile exchange (2018), H&M reached the second largest organic and recycled cotton user around the world. In 2018, H&M gathered 29,005 tonnes unwanted garments recycling or reusing products that the industry achieved the destination for improving the rare percentage of sustainable material to 57% from 22% (H&M group, 2020). 



SWOT analysis:
Strength: the company has variety of products with wide range of customers which has increased the market advantage. The industry manufacturing process or project like heavy industry, construction, brand equality, employee satisfaction, loyalty, health and safety, working environment that the industry projected since 1974. 
Weakness: though the company reached in many countries like North America, Australia, Europe, Asia but it is mostly operated by US that the country makes the company dependable on economic, political and regulatory factors. The competitors already diverse from the dependence strategy to the presence of geographical operations or operating in most of the countries around the world.
Opportunity: H&M is likely to increase construction industry in the US. The construction industry expected to grow at a CAGR, increasing infrastructure investment, increasing residential building, properties, transport frame, technological improvement and renewable energy project. The industry has significant growth opportunities by increasing global energy which is the largest consuming sector for industry. The industrial area such as manufacturing, agriculture and construction. The H&M Company has opportunity to improve telecommunications, water, and transport and sanitation structure in construction project.
Threat: the competition level is high in every sector for example technological, customer service, and performance segments. The H&M industry main threat is increasing manpower in US which increases operating costs and impacts in profit. The company’s image may cost for legislation where non-compliance legislation lead to penalties. The industry also needs to develop or targets in reducing greenhouse gas emissions, EPA emissions and noise related rules. In addition, coronavirus has negative impact on the global economy where we have huge human loss or the spread of virus impacting in economy. Despite danger impact on the industry, it has affected trade activities, tourist or hospitality sector, global value chains and medical supply, transportation, food and various social activities respectively since 2019 (H&M SWOT analysis data, 2020).

Opportunities and challenges of sustainability for global fashion retailers and Value chain Strategies:
The weaknesses of H&M retailers that the strategy is less potential to reflect the present sustainable issues. In this case, H&M use signs and symbols that the ‘’green’’ tag is the sign of fashion retailers sustainability. The presence of green refers to the tree, flower, and land on the background in the conscious collection of H&M. ‘Green’ colour is also a tag for differentiate the products at the same time or easy to spot by the consumers. However, the product design must be controlled by the brand and based on the brand identity. One of the most important aspect is communicating sustainability to reduce the risk of sustain issues and create awareness in public (Ziemann, 2011). H&M changes the perception of product with more colourful and bright fashionable colours for sustainable fashion products. However, the product tag may shows about its sustainability or material such as 100 percent organic product but it does not provide any other related inquiries of the product. The limitation of communication also can be the issue like on finding sustainability information. Despite some challenging issues, it provides space in the store for sustainable communication or to look at the wide range of products. The fashion can be sustainable by highlighting the point and by retail strategy in Brick-and-mortar stores (Forsman and madsen, 2017).
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H&M fashion supply chain in country perspective which can be in three categories such as the supplier has to be like a human wellbeing and countries in lower degrees, secondly ensuring high level of human being and best level of inventory manager, thirdly, the CEO has to be confirm about degrees of human wellbeing, economic wellbeing, environmental wellbeing with developing online shopping in a certain country. Sustainable supply chain leading sustainable manufacturing, decreasing carbon emissions, increasing eco-fashion, the aim of green, preparation of eco-material, green industry and ethical customers. Value chain strategy is the most important thing for increasing environmental awareness (Shen, 2014). 







[bookmark: _GoBack]Sustain competitive Advantage:
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The H&M sustainability is to achieve the goal to change the industry. H&M sustainability is considered as a social responsibility for extension the business level. Since 1997, H&M has commitment on sustainability with the concept of business to provide fashion and quality product at an affordable prices. The H&M foundation group also helps for complement sustainable development. H&M has some projects like recycling revolution, working on finding best solution, materials such as polyester and cotton where the company invest around 6 million euro. The H&M foundation group awarded for working together as the award recognize as a Global change award. H&M group also work for supporting the commercial and business field for maintaining co-operation. The global change award was awarded for sustainability innovation and continue working within the industry to support for sustainable development. The H&M group develop their vision of sustainability on the three areas such as fair and equal, climatic positivity and prominent to change. This is a tool to measure sustainability which consists of economic, Environmental and social scale. For economic reason, H&M vision lead the industry with the use of influences. Environmental, reduction the waste of resources through the process of recycling and the social vision is to work with equality, rights and with better working conditions. Conscious collection is another strategy for sustainability development which means it should not be a luxury but at affordable or sustainable cloths. The H&M social responsibility policy is also to promote sustainability like water and sanitation, education and environments and empowerment as an approach to ‘’let’s change’’, ‘’let’s innovate’’ is another emphasis for better cotton initiative, ‘’let’s clean-up’’ campaign for decreasing and avoiding the use of chemicals, fossil energy to save the atmosphere, ‘’let’s be transparent’ for co-operation like as a suppliers or working together, ‘’let’s be fair’’ for better living conditions, ‘’let’s be for all’’ for equality and affirmative, ‘’let’s close the loop’’ slogan for collecting unwanted cloths from garments for recycling. H&M another strategy is communication sustainability like brand identity for example brand design, brand experience, sponsorship and co-operation, content and marketing which is a process of creating knowledge and new perception (DeLong and Goncu-Berk, 2012).

Conclusion:
 To summarize, the company has variety of strategy, strengths, advantages, challenges and opportunities to develop the model of industry. The proportion of the industry’s product has identified with value to consumers or it has marketing relationship with some organization to improve problematic sector of the industry. Despite some threats, the company projects can be more useful to overcome and the process of marketing for sustainability in the future can be competitive. 
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Figure 19. Sustainable Cotton signages at H&M brick-and-mortar stores in Uppsala
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Figure 18. H&M sitemap focusing on sustainability information and sustainable products
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Brick-and-mortar stores are also another place where H&M creates awareness about sustainability
with signages and displays, which can be seen in Figure 19, Unlike the website, the main message




