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The study has concentrated on the business model, brand loyalty, and luxury fashion industry of the H&M brand has undergone a careful evaluation. Men, women, teens, and children can purchase apparel, cosmetics, household goods, accessories, and footwear at H&M. Offering style and quality in a variety of markets at the best price in an environmentally friendly manner is the company's business concept (Stark, 2018). The H&M culture is firmly anchored in sustainability as a fundamental principle. Since the co-branding obtained greater response values, attitudes about the brand have shifted negatively towards H&M, which may indicate that the brand is not as appealing to customers on its own. Purchase intention has been demonstrated to be negatively impacted by H&M partnerships since customers are more inclined to buy products directly from the fast fashion retailer (Eiras et al., 2019). When compared to the readiness to buy collaborative things, there was less unanimity over the intention to consume luxury brands (Mrad et al., 2019). When compared to H&M's results, the desire to pay—possibly among the most important indicators given its correlation with brand value—is higher in collaborations.
[bookmark: _Toc172753993]Business Model
H&M's business strategy before delving into the company's shop design and management analysis. H&M creates, manufactures, distributes, and markets its products all over the world. The foundation of the H&M business model is in-house design, the absence of middlemen, significant purchasing volumes, sourcing the appropriate goods from the appropriate markets, effective logistics, and cost consciousness throughout the whole company (Arrigo, 2018). At its Stockholm headquarters, H&M employs a design team of designers, pattern makers, buyers, and people of various ages and nationalities to develop fashion collections that emphasize high quality, the newest trends in fashion, and affordable prices. The business makes a concerted effort to guarantee that everything it offers consumers is produced with the least amount of negative environmental impact and under favorable working circumstances (Hvass, 2022).
By creating eco-materials, offering safety training, overseeing sustainable production, and lowering carbon emissions while distributing and promoting eco-fashion, H&M has established a sustainable supply chain (Pal et al., 2018). H&M depends on outside vendors and outsourcing (Lanzolla et al., 2021). The proper commodities in the right quantity for all shops are protected by cost-consciousness and efficient flows at every step of the supply chain. Since customer happiness is mostly determined by the store, H&M views it as a critical variable and strives to provide its patrons with the greatest possible shopping experience. The company's goal is to add 10–15% more stores annually. 
[bookmark: _Toc172753994]What is Motivation
The goal of H&M's business is to provide premium fashion goods in an environmentally friendly manner at the best "reasonable" price. The company's success is largely attributed to the effective management of its supply chain for clothing and its approach to sustainable development (Gupta et al., 2018). H&M established itself as a truly international fashion brand in the early 21st century, and as recently as 2015, it decided to open outlets in emerging nations like South Africa and India. In total, H&M operated 3610 locations in 23 online and 61 offline (store) markets in 2017 (Choi et al., 2018). H&M views logistics as a fundamental function, operating as both a seller and a buyer at the same time. The foundation for guaranteeing the availability of clothing in stores, the best price for clients, and the least amount of environmental damage are its ecological delivery methods and effective logistics (Stål et al., 2018) The H&M Annual Report from 2015 included a map showing the stores' growth from 1975 to the present. As a result, the primary focus of H&M's early years was economic sustainability. 
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The H&M Company’s sustainability claims that this group practices sustainable business practices, i.e., generating profits for shareholders while safeguarding people and the environment. There are two categories for the H&M sustainability program: ecological and social practices (Javed et al., 2020). The environmental supply chain structure of H&M comprises eco-material preparation, eco-manufacturing, eco-sustainable distribution, eco-retailing, and environmentally concerned customers, supporting the company's (Pastore et al., 2022). Additionally, H&M's green claims have been categorized according to the production chain and comprise eight different message elements: ethically sourced materials; water conservation; recycling clothing; the environment-positive value chain; equitable salary increases; decent working conditions; animal welfare; and enhanced fire and building safety.
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Using a case study of luxury companies in Thailand, Satornsantikul and Nuangjamnong (2022) investigated the effect of brand image on customer satisfaction. The focus of this study has been on aspects that are connected to consumer satisfaction. To ascertain how the brand image affected consumer happiness, the researcher employed some techniques, including sampling plans, tools for research, study designs, methods for collecting and processing data, statistical analysis of the data, and the reliability of the pilot test. The research findings show that, in the instance of luxury brands, there exists a link between characteristics that influenced consumer satisfaction both directly and indirectly. Customer perceived value exerts a predominant considerable influence on customer satisfaction, while brand image makes a significantly substantial impact.
Lin and Ku (2023) investigated how social media-based digital brand interactions affect consumers' views of luxury fashion businesses' authenticity, connection, and loyalty. To gather data for this quantitative evaluation, 112 participants who follow luxury brands on Instagram completed a survey. The PLS-SEM was used for the suggested model's practical testing and estimate. The study's findings demonstrated that audiences' favourable perceptions of a brand's authenticity, affiliation, and loyalty are influenced by their digital brand experiences. It was discovered that brand loyalty and digital brand encounters had been partially mediated by brand connection and credibility.
In assessing the captivating realm of luxury fashion, Rachbini et al. (2023) assessed how narrative branding and brand culture affected consumer behaviour and brand image. By using SEM with Smart PLS software to analyse data obtained from 204 respondents via online surveys, the study provides insightful information. Interestingly, the study presents the initial notion of brand society, highlighting the significance of cultivating a feeling of exclusivity and connection between buyers of premium fashion brands. Establishing an influential brand society involving special events, loyalty programs, and online portals is advocated for firms looking to foster customer loyalty and encourage buying intentions. The association between luxury clothes brand image and consumer attitude was assessed by Gupta et al. (2022). Relevant data has been gathered through the distribution of questionnaires using primary research techniques. Information about the study topic that is dependable, feasible, and legitimate has been obtained via an additional research approach, and it has been qualitatively emphasized in the literature review part. The analysis was carried out by the researcher using the data that was gathered. The validity and reliability tests that the researcher used to evaluate the data have been supplied. Based on the study results and solution, it is plausible to argue that consumer fulfilment is a significant factor in enhancing their commitment to the luxury clothes company.
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	Research Onion Layer
	Description

	Research Philosophy
	This research selects a positivism philosophy as it is primarily based on statistics that may be analysed will the help of primary data (Park et al., 2020). Positivism aids in assessing the have an impact on of customer satisfaction and brand image, on brand loyalty reducing the impact of interpretations.

	Research Approach
	The study is exploring theories concerning customer satisfaction, brand image, and brand loyalty using a deductive technique (Pearse et al., 2019). Hypotheses derived from the ones theories will undergo checking out through the statistics making sure a method to affirm or project the hypotheses.

	Research Strategy
	Employing a survey approach proves important for this study as it lets in amassing information from some of the respondents. The survey targets consumers who purchase from luxury brand like H&M, with a participation of 60 to 80 people. This technique permits numerous viewpoints and research from H&M clients to assist in finding the correct outcomes.

	Time Horizon
	Opting for a cross-sectional time horizon permits records collection at a point in time making it suitable, for seeing customer purchaser perceptions and behaviors without extended commentary or follow-up necessities. 

	Data Collection Method
	Data collection will comprise the usage of an online survey questionnaire comprising inquiries and Likert scale objects to gauge client satisfaction, brand image, and loyalty levels (Geraghty et al., 2019). Proper in-depth questionnaire will ensure its reliability and validity.

	Sampling Technique
	A random sampling of people from the population, guarantees that everybody has an possibility of being selected. This approach minimizes any bias in choice and improves the accuracy of the pattern resulting in relevant findings regarding H&M customers.

	Data Analysis Method
	The survey questions will be examined by the usage of the system together with SPSS. Summary facts will offer an outline of the data whilst inferential facts will observe hypotheses and display connections, among satisfaction, brand belief, and loyalty.



Ethical Consideration
Ethical issues play an important role in research to shield the individuals and hold the study's integrity. In this study, focusing on H&M customers, acquiring knowledgeable consent stands out as a factor. Participants will get hold of statistics about the study's cause, their involvement, and their proper consent to decide without going through any issues and problems. Upholding confidentiality and anonymity is important to make sure that records stay non-public and responses cannot be related or returned to individuals. Furthermore, the studies will have a look at data safety legal guidelines like GDPR to guard participants' records.
Methodologic choices
The study makes use of a deductive technique of conducting a survey to gather information about how satisfied clients are with H&M the notion of the emblem, and customer loyalty. This method allows for the collection of facts that may be applied extensively. A simple and precise online survey questionnaire is made to make certain that all the responses make it less complicated to answer (Geraghty et al., 2019). Random sampling is implemented to make certain an illustration and reduce bias. Statistical techniques like regression and correlation may be used in the course of statistics evaluation to test hypotheses and discover connections. These choices establish a framework for analysing how customer satisfaction and brand image affect brand loyalty.
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