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[bookmark: _Toc133602965]Introduction

 The report aims to provide a comprehensive analysis of Tommy Hilfiger Co, a leading global fashion and lifestyle brand. The report begins with a PESTEL analysis of the macro-environmental factors affecting the company's operations, including political, economic, social, technological, environmental and legal factors. It is following by the PESTEL analysis, the report uses Porter's five forces framework to analyse the competitive forces affecting the profitability of Tommy Hilfiger Co. in the fashion industry. This analysis takes into account the bargaining power of suppliers, the bargaining power of customers, the threat of new entrants, the threat of substitute products or services, and the intensity of competition. In the next section, the report examines the opportunities available to Tommy Hilfiger Co. in the global market and concludes an analysis of the threats including changing consumer preferences, intense competition and supply chain disruption.  This includes a discussion of potential growth strategies using the Ansoff Matrix framework. The analysis is based on a number of sources, including journals and company websites.


[bookmark: _Toc133602966]PESTEL 

 The PESTEL analysis is a framework used to analyse and evaluate the external macro-environmental factors that can affect an organisation's strategic decision-making process. PESTEL means the political, economic, social, technological, environmental and legal factors that can affect the activities and success of an organisation.

[bookmark: _Toc133602967]Political Factors

 Based on research by the MBA Skool Team (2022), Tommy Hilfiger has been involved in political controversy over its founder's racial comments in the past. The founder's statement about not making clothes for black people has caused backlash and controversy for the brand. In this regard, another politically incorrect statement made by the founder in 2016 has also triggered criticism and calls for a political boycott. These political controversies can have a negative impact on the brand's image and customer loyalty, as many customers may feel that the brand does not match their values. It is therefore important that the brand takes steps to address these controversies and work towards a more inclusive and creative brand image.

[bookmark: _Toc133602968]Economic Factors

 The fact that Tommy Hilfiger was able to increase sales by 12% after Brexit shows the brand's resistance in a challenging economic climate. Despite the significant drop in the value of the pound against the dollar, the brand has been able to maintain its appeal to customers in the UK and other markets. In addition, the brand's double-digit growth in China, a key market in Asia, demonstrates its ability to adapt to different consumer preferences and expand globally. Tommy Hilfiger's interest in expanding into economically stable countries such as Australia also demonstrates its commitment to continued growth and further expansion. In all, Tommy Hilfiger's strategic approach to challenging economic conditions and exploring new markets reflects the brand's ability to respond to a changing business environment (MBA Skool, 2022).
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 According to the Tugba Sabanoglu’s graph (2021), Tommy Hilfiger accounted for 35% of PVH Corporation's US retail sales in 2020. The brand also had a significant presence in Europe, making up 51% of sales in the region. In contrast, Tommy Hilfiger's retail sales share in the Asia Pacific region was lower, at just 12%. Taken together, the data shows that Tommy Hilfiger is a significant driver of PVH Corporation's revenues, particularly in the Americas and Europe.
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 Also, these charts show that Tommy Hilfiger annual revenue is high and constantly growing. Plus, within the PVH Co. (Philliphs_Van Heusen corporation) Tommy Hilfiger is the leader in sales (PVH, 2021).

[bookmark: _Toc133602969]Social Factors

 In a recent interview with Hypebeast (2021), fashion designer Tommy Hilfiger gave some insight into the evolution of his brand's style, collaborations with hip-hop artists and the company's commitment to sustainability. Hilfiger explained that the brand's shift towards streetwear was influenced by the younger generations' tastes and the growing influence of hip-hop culture. He also highlighted the importance of collaborations with hip-hop artists such as Aaliyah, Snoop Dogg and Travis Scott, saying that these gave the brand a fresh perspective and helped it stay relevant. Hilfiger also highlighted the brand's continued sustainability efforts, including its commitment to using sustainable materials and reducing its environmental footprint. He noted that the company is continually looking for ways to improve its sustainability efforts and make a positive impact on the world.

[bookmark: _Toc133602970]Technological Factors

 Technology plays a significant role in the fashion industry too. Rachel Arthur (2015) wrote in Forbes magazine about Tommy Hilfiger’s unique innovation. In 2015, Tommy Hilfiger has introduced a virtual reality (VR) experience in some of its stores, allowing shoppers to step onto a virtual runway and watch models present the latest collection. The experience was created using Oculus Rift headsets, which allowed buyers to view the show from any angle and offered a unique and engaging way to interact with the brand. The VR experience also allowed Tommy Hilfiger to collect data from customers about which pieces they viewed, how long they viewed them, and which clothes they preferred. The experiment was considered as a success and showed how technology can improve the in-store experience and provide valuable data for retailers.

[bookmark: _Toc133602971]Environmental Factors

 Tommy Hilfiger has a strong focus on sustainability in its manufacturing and retail operations. They invest in implementing practices that reduce waste, promote recycling and minimize pollution. As a member of the Better Cotton Initiative and the Leather Working Group, the company is committed to sustainable manufacturing practices. Its parent company PVH has set a target to eliminate the use of non-renewable energy sources in its factories by 2030 and reduce the carbon footprint of its supply chain by 30% (MBA Skool, 2022).

[bookmark: _Toc133602972]Legal Factors

 Tommy Hilfiger is facing legal action from US leather goods brand GIGI NEW YORK after the release of their collaboration. GIGI claimed that Hilfiger copied their design, causing confusion among consumers. The bag brand argued that they have owned the property rights since 2010 (MBA Skool, 2022). This case highlights the importance of legal factors in the fashion industry, especially with regard to intellectual property rights. Companies such as Tommy Hilfiger need to carefully consider these legal factors when introducing new products in the markets to avoid breaking rules and potentially damaging the company image. The lack of ability to protect intellectual property rights can result in a loss of competitive advantage, weakening the company's position compared to other parties in the market. 

[bookmark: _Toc133602973]Porter’s five forces

 Porter's Five Forces is a framework for analyzing the competitive environment of an industry, developed by Michael Porter. It considers five key factors that determine the level of competition within an industry, including the bargaining power of suppliers and buyers, the threat of new entrants, the threat of substitutes, and the intensity of rivalry among existing competitors.

[bookmark: _Toc133602974]Threat of New Entrants

 According to research by Thomas Bush (2022), low barriers to entry in the fashion industry make it easier for new competitors to enter the market. At the same time, well established brands such as Tommy Hilfiger Co. have a strong competitive advantage because of brand recognition and economies of scale. The report notes that the costs of establishing a new fashion brand can be quite high, which makes it challenging for new entrants to compete effectively. In addition, the fashion industry is highly competitive, with many players fighting for market share, which can further increase competition. Despite these challenges, established brands such as Tommy Hilfiger Co. have managed to maintain their strong position in the market.

[bookmark: _Toc133602975]Bargaining Power of Suppliers

 According to Thomas Bush reseurch (2016), suppliers have limited power in fashion trading and are seen as insignificant. This is because most clothing companies source their products from manufacturers in developing countries, who receive minimal profits. As a result, suppliers have little control over the industry and input prices stay relatively low. The global development gap needs to narrow significantly for suppliers to gain significant power in the industry. Therefore, the bargaining power of suppliers in the fashion retail sector is relatively low and is not expected to increase significantly in the near future.

[bookmark: _Toc133602976]Bargaining Power of Buyers

 Tommy Hilfiger has recognised the importance of lowering the bargaining power of customers in the fashion industry. The brand's efforts in customer experience, inclusive marketing and sustainable practices can help to increase brand loyalty and increase customer loyalty. By offering unique and high-quality products that are aligned with customer values, Tommy Hilfiger can differentiate itself from competitors and reduce the likelihood of customers switching to other brands. In particular, the brand's sustainable practices can attract consumers who prioritise environmental responsibility in their purchasing decisions. Eventually, these efforts could help reduce the bargaining power of customers and increase Tommy Hilfiger's competitive advantage in the fashion retail sector (Bush, 2016).

[bookmark: _Toc133602977]Threat of Substitutes

 In fashion retailing, the risk of substitution is low, but competition between companies is high. To address this, Tommy Hilfiger can focus on innovation and diversification to differentiate its range and appeal to a wider customer base. By continuously introducing new and unique products, the brand can maintain its own staying power and remain ahead of its competitors. In this way, the brand can stay ahead of its competitors and maintain its competitive advantage. For example, Tommy Hilfiger's recent expansion in sustainable fashion reflects its capability to adapt to changing consumer preferences and stay one step ahead of competitors. By remaining innovative and flexible, the brand can continue to thrive in a competitive industry (Bush, 2016).

[bookmark: _Toc133602978]Competitive Rivalry

 The interest in competing in the fashion industry is interesting because of the presence of many retailers offering similar products and the dominance, as these brands can charge exaggerated prices (Bush, 2016). Tommy Hilfiger competes with brands such as Guess, Burberry, and Polo (Comparably, n.d.). The company's focus on social media and e-commerce platforms, collaborations with celebrities and influencers, and sustainability initiatives can help differentiate it from competitors.
[bookmark: _Toc133602979]Opportunities 

  Based on a research by Milonee Jhaveri (2021) Tommy Hilfiger, one of the leading fashion brands, has a number of opportunities that can be used to increase its profits. One of these opportunities is changing for the better in terms of customer preferences. Today's customers are much more specific in their needs and requirements, which has led to the evolution of a number of sub-categories of different product families. For example, in the trousers category, there are several sub-categories such as skin fit, loose fit, tailor-cut and so on. These upcoming subcategories may provide new opportunities for brands like Tommy Hilfiger to meet the specific needs of their customers and increase their market share.
 Another opportunity for Tommy Hilfiger is the changing technological environment. With the rise of machine learning and artificial intelligence (AI), Tommy Hilfiger can use these technologies to improve efficiency, reduce costs and transform processes. For example, AI-driven algorithms can be used to predict fashion trends and help the brand create products that match those trends.
 E-commerce and social media-oriented business models are also opportunities for Tommy Hilfiger. The e-commerce business model can help the brand to connect with local suppliers and connect them to the global market. Social media platforms can help the brand reduce the cost of entering a new market and reach customers with a significantly lower marketing budget. It can also lead to the massive market offloading of various services and allow customers to promote the brand based on their purchasing behaviour and data. However, the brand already using the social media verry well. 
 The growing trend towards increasing normalisation is another opportunity for Tommy Hilfiger. This trend can help the brand to reduce the number of products on offer and focus its marketing efforts on only the best products. This could lead to increased customer satisfaction and loyalty.

[bookmark: _Toc133602980]Threats 

 According to a study by Milonee Jhaveri (2021) the company faces a number of threats that could prevent its growth and success in the global market. One major threat facing Tommy Hilfiger Co. is the trade relationship between the US and China. The company is focusing on China in the next phase of its development, but increasing pressure between the two countries could lead to a rise in protectionism, labour costs and operating costs. The company should be careful about the political and economic risks associated with global trade and take measures to reduce these risks.
 Another risk facing Tommy Hilfiger Co. is rising costs as a result of environmental regulations. The company must address these costs as governments around the world impose higher environmental taxes to promote cleaner options. For Tommy Hilfiger Co. this could result in higher logistics and packaging costs, which could impact its profitability. The company must find ways to adopt more sustainable practices and minimize its environmental impact.
 The increasing bargaining power of customers is another significant threat that Tommy Hilfiger Co. must deal with. Over the years, the bargaining power of the company's customers has increased significantly, resulting in price tightening. The company needs to move forward with a smooth process of integration to reduce costs by consolidating and streamlining its operations. However, according to an analysis Tommy Hilfiger Co.'s business model might needs fundamental changes rather than superficial ones to effectively deal with this threat.
 Furthermore, the problem of fake products is a significant threat to the fashion industry and Tommy Hilfiger Co. is not exempt from this problem. The company needs to invest in anti-counterfeiting technology, engage in partnerships with law enforcement, and educate consumers about the dangers of buying imitation items to preserve its brand reputation and protect its sales.
 Uncertainty in the global economy is another major threat against which Tommy Hilfiger Co. must be watchful. Economic instability can have a significant impact on customer buying habits, which could lead to a decrease in sales. The company's dependence on global sourcing and manufacturing could also potentially make it vulnerable to economic and political risks in different parts of the world.
 Finally, the move to online retailing is changing consumer shopping habits, which could affect Tommy Hilfiger Co. stores. The company must have a strong online presence and provide a smooth online shopping experience to attract and retain shoppers. In addition, the shift to online retailing can increase competition from new and existing online retailers, which is another risk.


[bookmark: _Toc133602981]Recommendation 

[bookmark: _Toc133602982]Ansoff matrix 

 The Ansoff Matrix is a strategic planning tool that helps businesses identify potential growth opportunities. Developed by Igor Ansoff, the matrix looks at a company's current product offering and target markets to identify four possible strategies: market entry, product development, market development and diversification. Market penetration means selling more of existing products to existing customers, while product development focuses on introducing new products to existing customers. Market development involves entering new markets with existing products, while diversification involves entering new markets with new products. The Ansoff Matrix is a useful tool for companies planning growth and diversification. It helps companies identify possible expansion strategies and assess the risks associated with each strategy.


[bookmark: _Toc133602983]Market Penetration and Product Development

 Tommy Hilfiger Co. may adopt some strategies to increase its market share in the existing markets where it operates. One way to do this is to increase its network of distribution by opening more retail stores and partnering with more retailers. This can help make its products available to more customers and lead to increase sales. 
 Another option could be to increase marketing activities to create even more visibility for the brand and its products. Although the company is already using various marketing channels such as social media, television, etc. to reach a wider audience. By improving marketing campaigns, the company can increase its customer base and generate more income. 
 A personalised customer experience can also be a key point of difference in the highly competitive fashion industry. The Tommy Hilfiger Co. can take advantage of customer data to personalize its marketing messages, provide personalized product recommendations and deliver superior customer service. By making customers feel valued and appreciated, the company can make the buyers loyalty stronger and increase the repeated purchases.
 In addition to the above, the company can collaborate with designers and even more celebrities to create exclusive collections. Also, improving existing products, such as developing new materials or technologies to improve the quality and functionality of products. Even launching a new product line for the older (40-60) age group, thus expanding the current 25-40 target age group, can help attract new customers and retain existing ones.
 By implementing these strategies, Tommy Hilfiger Co. can strengthen its competitive position in the fashion industry and increase its market share. Of course, it is important that these initiatives are implemented in a sustainable and ethical manner, taking into account the impact on the environment, society and stakeholders.

[bookmark: _Toc133602984]


Conclusion

 The PESTEL analysis and Porter's five forces framework are useful tools for assessing the external factors that influence a company's strategic decision-making process and competitive environment. In the case of Tommy Hilfiger, the PESTEL analysis shows that the company faced political challenges because of the founder's racist speech, but managed to increase sales despite difficult economic conditions. The company's shift towards streetwear and its collaboration with hip-hop artists shows its reaction to social factors, while its investment in virtual reality technology in stores shows its focus on technological innovation. The company also places a strong focus on sustainability, reflecting the importance of environmental factors. Legal factors are highlighted by GIGI NEW YORK's recent litigation over alleged design misconduct in a collaboration.
 Porter's Five Forces analysis shows that the fashion industry has low barriers to entry, but brands such as Tommy Hilfiger have a competitive advantage because of brand recognition and economies of size. Suppliers' bargaining power is low, but buyers' bargaining power is significant, although Tommy Hilfiger's focus on customer experience, inclusive marketing and sustainable practices could help reduce this. The risk of substitution is minimal, but competition between companies is high.
 After the PESTEL analysis and Porter's Five Forces framework, the report highlighted the challenges and opportunities that Tommy Hilfiger Co. facing with in the fashion industry. The company's ability to adapt to social trends and technological innovations, as well as its focus on sustainability and customer experience, can help it maintain its competitive advantage in a challenging market environment. However, companies need to be mindful of legal factors, especially when launching new products. These analyses show the importance of taking external factors into account when making strategic decisions and developing a competitive business strategy.
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