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Executive Summary
In order to discuss the topic of marketing management, a multinational fashion brand H&M was considered in this report. A brief explanation of the topic was defined in the introduction part. An overview of the company was given in this report also. A PESTLE framework was done that described the external factors of H&M. The key drivers of the company of their external factors such as demographic and competitive factors were reflected here. In terms of comprehending the internal factors of the company, a SWOT analysis was done. In this report, the Ansoff matrix was done that stated market penetration and market development followed by the company. The product life cycle model was also shown here reflecting four different components of product development for the company. Porter's five forces, STP analysis, and 7Ps marketing mix were also defined. Lastly, two effective recommendations were added to help the company in its marketing strategy for the upcoming future. 
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[bookmark: _Toc143878584]Introduction 
The marketing management process is used by organisations to plan, track and execute their marketing strategy. In this management procedure marketing plan, tactics and campaigns of an organisation are included that help to reach its targeted consumers (Kotabe and Helsen, 2022). These components of marketing management are beneficial for organisations to gain profitability. 
The report will provide a brief overview of the business of H&M with its PESTLE analysis to describe how the macro environment is influencing the business of H&M. The SWOT analysis of H&M will also be provided in this report. Different marketing strategies will be added such as Ansoff matrix and product life cycle. Also, an extended marketing mix and STP analysis will be done here. The role of marketing in the business of the organisation is also going to be discussed here. Some suggestions will be recommended in the conclusive part of this task that might be advantageous for H&M to improve its marketing management.  
[bookmark: _Toc143878585]Question A
[bookmark: _Toc143878586]Overview of Organisation 	
H&M is a renowned Sweden-based multinational clothing line that is majorly focused on fast-fashion clothing. The clothing company operates its business in the markets of 77 different geographical regions across the world (H&M, 2019). The company was founded in 1947 by Erling Persson in Sweden. H&M is currently available in both physical stores as well as digital channels in the global market. The brand has been operating its business in nearly 4399 physical outlets along with 60 digital sales markets (H&M Group, 2023). The company produces fast-fashion clothes, accessories, footwear and cosmetics for children, men, women and teenagers.   
[image: ]
Figure 1: H&M
(Source: Tosshub, 2023)
[bookmark: _Toc143878587]PESTLE Analysis 
PESTLE analysis is a significant framework that is used to scan a business’s external environment (Morozko, Morozko and Didenko, 2022). H&M’s PESTLE analysis covers the existing key factors in the macro environment along with their impacts on the profitability and business operations of the organisation. 
Political: There are several political forces like trade policies, political stability, regulations and many more that leave significant impacts on the business environment. The multinational clothing brand H&M operates its business in several nations worldwide. Therefore it needs to navigate the political landscape of all the countries along with its trade policies. Any change in the trade policies of any country directly impacts the costs, profitability and business operations of H&M. Political instability, severe changes in the policies of government or conflicts within a country can disrupt the supply chains of organisations and also increase their operational costs. Therefore any political instability in the operational area or sourcing area forces H&M to withdraw or close stores from the markets.  
Economical: H&M is known for being an international fast-fashion clothing brand. Therefore the overall financial growth and condition of any country where it operates directly affect its sales segment. In an economically stable country, people have more disposable earnings. Hence they do not get any bothering to spend on clothes purchasing. Reports confirm that within 2027, the market value of the worldwide fast-fashion market can reach up to 185 billion dollars (Statista, 2023). Therefore a less stable economic country affects the profitability of H&M in that country. 
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Figure 2: Fast fashion market value forecast worldwide from 2022 to 2027.
(Source: Statista, 2023)
Social: The trends of the fashion industry change rapidly. H&M always tries to stay at the top of these trends to achieve a competitive advantage in the contemporary industry. The preferences of customers for certain materials, colours, fits and styles shift quickly (Djafarova and Bowes, 2021). Therefore H&M effectively responds to these changes to remain in its position in the global business industry.  
Technological: The rise of digital shopping and e-commerce has brought significant changes in the behavior of consumers. H&M invests in the e-commerce platform to ensure its user-friendly and robust digital shopping experience (Bilovodska et al., 2022). Thus, it can meet the expectations of customers regarding return policies and delivery times.  
Legal: Employment laws of various countries cover minimum wage, health and safety, overtime along non-discrimination. Organisations imply these laws to gain the loyalty of employees that can simultaneously increase their productivity (Hagan, 2020). H&M acts following these laws in all its operational countries to avoid reputational damage and legal issues.   
Environmental: The environmental forces are significantly impacting the business of the contemporary fashion industry. The environmental responsibilities of retailers are reducing waste from their production, minimizing the use of energy and water, decreasing carbon emissions and many more (Nguyen et al., 2021). H&M has started making efforts in this sustainability area to maintain its competitiveness in the business industry. 
[bookmark: _heading=h.bc1ajyhg5jz0][bookmark: _Toc143878588]Porter's Five Forces 
· Threat of new entrants: The barriers to entering the apparel business industry are low where technical knowledge is also not necessary. Therefore, any individual or organisation can enter this market easily so the new entrants threat is high for H&M in this regard.
· Threat of new substitutes: The threat of substitutes for H&M is moderate as customers of the fashion industry always tend to shift to the latest fashion trends of clothes.  
· Bargaining power of buyers: The customers’ influence in the fashion industry is high because of the low switching cost and fierce competition. Hence the bargaining power is high for H&M. 
· Bargaining power of suppliers: In the domain of the fashion industry H&M deals with a wide range of suppliers (López et al., 2022). The barriers to entering into this industry are low so the bargaining power of suppliers is high for H&M. 
· The threat of competitive rivalry: H&M operates in a niche market and is also a significant player there. Due to the low shifting cost in the apparel industry, the threat of competitive rivalry is intense for H&M.  
[bookmark: _Toc143878589]SWOT Analysis 
The SWOT analysis tool of business helps to assess the internal factors that can affect businesses such as strengths, opportunities, threats and weaknesses (Benzaghta et al., 2021). The study of SWOT analysis is essential to analyses how an organisation compares its business to the competition. 
Strengths: The major strength of H&M is its strong brand reputation. The company has created a strong brand portfolio that is respected and recognized internationally (Javed et al., 2020). With the modest pricing fashion offerings, the company has gained the tag of the go-to brand for budget-conscious and trendy consumers. Thus, by creating a strong brand image H&M maintains a competitive advantage in the contemporary fashion business industry.    
Weaknesses: The major weakness that H&M is facing is because of sustainability concerns. The company has encountered several criticisms due to the labour practices and environmental impact within its supply channels. Some stakeholders as well as customers have raised their concerns about the issues of excessive water and energy usage, waste generation and chemical pollution within the manufacturing process of H&M (Gao, 2023). These sustainability concerns have created several allegations against the company that subsequently impacted its business operations. 
Opportunities: The rapid development of the digital retail industry is offering H&M a great opportunity to capitalise on the market. It can happen for H&M because of strengthening the e-commerce facilities of H&M. With the accessibility and convenience of digital shopping consumers are increasing their preferences towards online platforms for fashion purchases. Effective digital marketing and user-friendly interfaces can enhance the customer engagement of any organisation. 
Threats: The contemporary fashion industry is confronting a rise in sustainability concerns and employment laws-related regulations. Governmental and non-governmental organisations along with customers have been increasing their demands for more accountability in ethical practices from all the fashion brands. H&M needs to navigate through all these regulatory issues to mitigate further reputational risks.    
[bookmark: _heading=h.v07cuzuuzhsy][bookmark: _Toc143878590]Extended STP Analysis 
[bookmark: _heading=h.xfd4wpf5udn5]STP analysis allows companies to increase their sales by depicting specific target marketplaces. Using STP marketing even small-sized businesses can find success also in niche marketplaces (Cao, 2022). H&M follows the market segmentation strategy by offering highly fashionable products at affordable prices to acquire the target customers of the lower middle class and working class. Moreover, H&M’s product positioning strategy is expanding its audience base along with brand image enhancement.   
[bookmark: _Toc143878591]Extended Marketing Mix 
The marketing process is the strategic activity of businesses to promote and sell their services and products including advertising and market research. Marketing plays a crucial role in businesses as it helps to create and maintain demand, competition and reputation (Desai and Vidyapeeth, 2019). 
· Product: H&M has a wide product portfolio range as it provides high-quality clothes at affordable prices. Therefore, the product portfolio range is helping the company to cater to its target markets. 
· Price: H&M follows both strategies like affordable piercing and premium pricing, and it is offering the chance for the company to retain its highly profitable customer base. 
· Place: The place strategy of H&M is helping it to focus on its wide supply network. The vast supply chain is assisting the company to easily reach target consumers. 
· Promotion: The social media marketing strategy of H&M helps it to connect with its customers and maintain its online presence. Influencer marketing has become a significant marketing strategy for contemporary businesses to increase the engagement of potential consumers (Leung et al., 2022). H&M utilises the influencer marketing strategy to promote its brand.
· People: H&M has a highly talented workforce that is responsible for its increasing profitability in the business industry.
· Process: The production of H&M company is led by a highly qualified executive management team including its CEO. Even its distribution and manufacturing process is conducted by artificial intelligence. This process is alongside ensuring consistent business growth. 
· Physical Evidence: The stores of H&M are properly lit with humble staff and a great ambiance. The company is diversifying its brand portfolio to enter into global markets to appeal to its target markets. The marketing strategy of H&M is responsible for increasing customer engagement with its brand.
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Figure 3: Digital Marketing of H&M using YouTube.
(Source: Spcdn, 2023)
[bookmark: _Toc143878592]Question B
[bookmark: _Toc143878593]Ansoff Matrix 
Ansoff Matrix generally reflects market ideas for a company that wants to introduce any new product or innovative product in a new or existing market. H&M follow market penetration and market development to promote their existing products in old and new locations. 
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Figure 4: Ansoff Matrix
(Source: Wright, 2022)
[bookmark: _Toc143878594]Product Life Cycle Model 
As per the product life cycle model, any product of a company goes through four different market positions based on time and sales volume. According to this model, any new product of H&M will enter the introduction phase where sales volume will be lowest. After that, the product will enter a growth phase increasing sales volume with time. Then, in the maturity phase, sales volume for that particular product will be highest. After some time, the demand for the product will decrease which will be stated as a decline phase. 
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Figure 5: Product Life Cycle Model
(Source: Marketing91, 2019)
[bookmark: _Toc143878595]Recommendations 
· Setting up a cross-departmental workflow: A significant way of improving the marketing operations of any organisation is to set up a cross-departmental workflow between the marketing department and the remaining part of the organisation. Therefore, H&M can implement this strategy to bring improvement in its marketing operations and streamline its work process.  
· Aligning insights of all customers: A team that has proper interactions with its members is more productive than other teams. More interactive teams can gain more insights about the technology of customers. Generating proper customer insights helps an organisation to understand its customers' demands more effectively. This strategy can bring sales growth within organisations. Hence H&M might get numerous benefits after applying this strategy effectively.   
[bookmark: _Toc143878596]Conclusion 
In conclusion, it can be stated that the Sweden-based brand H&M has expanded its business in the international fashion industry with its effective marketing management capability. The external and internal factors of H&M’s business were discussed through the PESTLE and SWOT analysis. Ansoff matrix, product life cycle, and STP analysis showed the product strategy for the company as per period. Porter's five forces along with the marketing mix were added in this report reflecting the market environment for H&M. The impact of the marketing process of H&M has been also analysed here. Lastly, some recommendations were provided for bringing more improvements in the marketing process of the chosen organisation. 
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