H&M McKinsey & Company Case Study

H&M interview with McKinsey and Company (2020) was an informative documented interview identifying future key trends in the fashion industry. The two areas that stood out to our sub-group were the circular business model (CBM) concept and the shift in consumer behaviour moving to owner shift clothing as opposed to ownership. 

From a marketing management perspective, H&M collaborating and investing in the company Renewcell who are upcycling technologically advanced tangible products. One of the key developments is the material Circulose. This could be seen as a leading development and a gateway into H&M being an experiential reward retailer which will aid and enhance H&M customer value retention explored by (Capizzi & Ferguson, 2005) due to the company being more sustainable, thus in turn customers buying these targeted products using the new material could be used as a reward loyalty point analogy within H&M allowing the customer to build up reward points which will push CBM. 

To what extent will this be transformational for H&M in aiding their shift from fast fashion to sustainable fashion and cause related marketing?
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