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[bookmark: _Toc123220200]Introduction 
H&M is one of the multinational clothing companies that focus on fast-fashion clothing. The company is providing fashion for men, women, teenagers, and children. There are 75 geographical marketplaces in which H&M is providing its services. Also, the company is having 4,801 stores around the world. H&M is the second-largest international clothing brand. The following report will include microeconomic factors that could affect the performance of H&M. It will also provide an idea regarding the use of the 5 forces model to analyse the competitive position. Along with this, the use of SWOT analysis would be maintained. It will also place the segmentation technique which H&M is using. Also, the marketing mix strategies of H&M will be evaluated in the following report. 
1. [bookmark: _Toc123220201]PESTLE Analysis 

	Factor 
	Explanation 

	Political 
	The franchise of H&M is very unstable in Turkey, Egypt, and Lebanon due to political tensions. It is important to predict the political climate while entering a new country. Along with this, political instability can provide an impact on franchises (Tran, 2020).  The countries are having their own set of rules that should be predicted by H&M. 

	Economical 
	Despite Brexit, the sales of H&M have increased by 7%. The profit-making rates are higher that is a good sign for the business. The disposable income is also increasing for people which can also lead the successive outcomes for H&M. 

	Social 
	H&M is promoting its products through social media which is making a positive influence on the mind set of people. The changing trends are also changing buyer behaviour that could be considered by H&M. 

	Technological 
	The ease of ordering products is developed by H&M for their consumers. The consumers could purchase the products with a single click. Through the mobile application of H&M, the consumer could purchase their products (Tran, 2020). 

	Legal 
	The franchise partners of H&M are in Kuwait, Oman, and UAE. The company needs to collaborate with them for supporting business activities. The innovative designs are manufactured by H&M for their products that are increasing their sales. 

	Environmental 
	H&M industry has ranked first as having the most sustainable consumer goods. In the cotton sustainability ranking also, the company has ranked third. There are more sustainable raw materials that have been used by H&M in their manufacturing activities. It is reducing its carbon footprint and the company is becoming more sustainable. 



[bookmark: _Toc123220202]2. Porter’s 5 forces model 
The five forces of Porter would be applied like that in H&M:
The threat of new entrance
The apparel industry is growing rapidly and it is providing a challenging situation for H&M. The new clothing organizations are increasing and these are providing an effective challenge to H&M in managing the specific strategy for their performance. An online application like Amazon is providing easy access to different types of clothing products to consumers and it is making a problematic situation for H&M. By being the 3rd largest market shareholder H&M targets the people using affordable clothing and accessories. The trendy clothes are manufactured by H&M for arranging satisfaction for their consumers (Ullah, 2021).  They are providing products for the working class, middle class, and students who look for recent clothing trends. 
Threat of Substitutes 
The threat of substitutes is also providing a challenging situation for H&M. People tend to shift their interest towards the new type of clothes and different organizations are providing the products like that. It is increasing the threat of substitute products for H&M. Despite having a higher threat, people are purchasing the products of H&M. They are providing trendy and cheaper fashion clothing for their consumers. They target audiences who don’t want to pay more for their clothing items. 
Bargaining power of consumers 
The bargaining power of consumers is higher and low switching cost is also providing the enlargement it. The consumers could easily switch towards the competitors of H&M as there are more alternatives in the marketplaces. The consumers usually don't bargain much as H&M is providing cheaper clothing rates. The brand recognizes it and manages the cost which is helpful for the consumers while purchasing their products (Javed, et. al., 2020).  The set target audience is selected by H&M which they are maintaining supportive accomplishments for its consumers. 
Bargaining power of suppliers 
There is moderate to higher bargaining power of suppliers for H&M. There are more than 700 suppliers and H&M is under constant pressure. The average length of the supplier is 6 years and the highest is 25 years. There is a variety of suppliers selected by H&M. The quality of raw material is selected carefully by H&M which is providing them support to perform well in competitive marketplaces. 
Competitive Rivalry 
However, H&M is having niche market and they are the dominant player in marketplaces. The apparel market is very competitive and very dynamic. The threat of competition is very higher in the apparel market. The rivalry between competitors is increasing for H&M and the other marketplaces are managing higher competition for the company (Javed, et. al., 2020).  H&M is using competitive strategies for managing healthy competition with its competitors. 
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The following factors are associated with the SWOT analysis of H&M. 
	Strength 
	Weakness 

	· The effective selling strategies of H&M are providing them with better results in terms of their sales. 
· The company is offering its products in 5,076 stores in 74 countries, it is managing its operations from Europe to North America (López, et. al., 2022). 
· The company is using competitive pricing that is helping them for managing the positive competition with their competitors and performing well
· There are different varieties of products that are making consumers able to have different kinds of clothing for them. 
	· H&M is sourcing products from 900 independent suppliers in Europe and Asia. The company is managing its mercy on its suppliers (Aritelli, 2020). 
· In 2018, consumers has boycotted products that promoted racism and maintained negative outcomes. 
· The fashion trends are set by bigger designers and it is a major weakness. 
· The people of middle-class income are not having the ability to purchase the products. It is one of the biggest weaknesses of H&M. 

	Opportunities 
	Threats 

	· The wide variety of products is increasing the bottom line of H&M. 
· In terms of exploitation, H&M is performing well in comparison to Zara.
· The focus is on middle-class people which is increasing the number of consumers for H&M (López, et. al., 2022). 
	· H&M faces intense competition from the brands like Zara, Macy's, Gap, Boohoo, and so on. 
· The fashion industry is having the highest number of fake products which is increasing challenges (Aritelli, 2020). 
· The increased cost of raw materials is increasing the operational cost. 



[bookmark: _Toc123220204]4. Segmentation, Targeting, and Positioning 

Market segmentation 
The segmentation of the market is maintained with the help of the income criteria of the people. The people who are having higher income categories are also adopted by H&M. The low and higher-income consumers are playing a significant role in determining the positive revenue for the company. The group of people who are excited about the recent trend in fashion is involved by the company like H&M. There are demographical and psycho-graphical segmentation activities that are used by H&M for targeting their consumers (Mäkelä, 2020).  It is based on the consumer's interests and personality. The lifestyles and social status of the people can also be involved in involving them in the target market of the organization. 
Targeting 
The people who are having good lifestyle has involved by H&M in their target audience. The people who are having middle-income criteria are basically involved by H&M in their target audiences. Low and higher-income people are targeted by H&M for selling their different clothing products and accessories. Most of the consumers of H&M belong to the millennial generation and women under the age of 35 are also targeted as they like the trendy clothing and outfits suitable for them. The higher fashion is provided at lower prices by H&M to their consumers. It is making positive results for the organization, as different backgrounds, and consumers are purchasing the products and services of H&M (Su, 2020).  The value-based performance is made by H&M which is creating positive kind of results in terms of their growth and revenue. 
Positioning 
H&M has secured a better position in terms of selling different kinds of clothing products and accessories. The trendy clothes are increasing awareness among people of different income criteria. The cheap and fashionable items are provided by H&M which is helping to manage the effective positioning of the company. 
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(Source: rumoursrtrue-blog.tumbler.com, 2022)
With the above positioning map, it could be said that some of the competitors of H&M are having relatively competitive positions. The price is the element of comparison for H&M in which it could be seen that H&M is providing higher quality products at lower prices. H&M is facing higher competition from Zara, Toppan, etc. These are the labelled brands that are providing similar products. During this situation, it becomes necessary for H&M to have an impactful strategy that can position its brand in a better place (Makanjuola,2020).  The industry competition level should be analysed by the company to have supportive strategies for accomplishing the required goals of H&M. Thus, it could be said that H&M is having a good market positioning in the competitive marketplaces. 
[bookmark: _Toc123220205]5. Marketing mix Strategy 
H&M is using the 4 Ps marketing mix strategy to perform well in a competitive marketplace. The element of the marketing mix is considered like this in H&M:
Product Strategy
A range of products is involved by H&M for their consumers. The fashion retailer is providing products for men, women, and children which is becoming accessible for people. There are designer collaborations and everyday basics for the consumers. There are bags, accessories, women's wear, beauty, and other products that are increasing demand for H&M. The designs of the brand are inspired by art and technology from across the world. 
Pricing strategy 
The competitive pricing strategy is used by H&M in which they are providing higher quality products at lower prices. The higher quality products are available at premium prices which are making better results for the company. The major competition of H&M is GAP and ZARA and in comparison to both these brands, the products of H&M are better and demanded by the consumers (Makanjuola, 2020). On average the product price of H&M starts at $25 whereas ZARA starts their products from $45. It is providing a competitive advantage for H&M. 
Place strategy 
There are inclusive stores of H&M in which they are selling their products. In some countries, H&M is selling its products through franchise partners. The online stores of H&M are providing a higher level of accessibility for their consumers and arrange the ease of purchasing for them (Guo, et. al., 2020).  The products can be delivered to the state address of the consumers and payment options are also easy. The clothes are designed by H&M which is managing competitive pricing for consumers. 
Promotion Strategy 
[bookmark: _Toc123220206]H&M is using different promotional channels that are increasing the awareness of its products and services. The company is using TV advertisements and YouTube advertisements to present the organization in an effective way. Digital marketing advertisement is also selected by H&M for increasing its reach towards consumers. Along with this, there are social media advertisements that have been used by the marketing team of H&M for adding consumers to them (López, et. al., 2020).  Along with this, the company involved several celebrities in promoting their brand and it helped the organization to reach a good number of consumers for them. 




Conclusion 
With the above report, it could be concluded that H&M is one of the leading clothing retailers in the world. The report has explained the competitive strategies which H&M has applied to increase its effectiveness in the marketplaces. The above report has explained that H&M has significant strengths and weaknesses that can lead the supportive opportunities for the company. It has also provided the idea regarding the 5 force analysis of H&M. The idea about segmentation, targeting, and positioning of H&M has been maintained in the above report. It has also determined the marketing mix strategy that H&M has applied within its operations. 
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