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[bookmark: _Toc134433680]Introduction
The market entry of H&M from the United Kingdom to India would be a better opportunity for the company and the country. The world’s major fashion retail company, H&M, can increase its operational; procurement to India, the world’s second-largest fashion market. H&M has been developed as a foreign powerhouse in the fashion industry, and its entry into India will be a leading augment for the economic enhancement of the country. This report will explore H&M companies as a preference with new entrances, expanded investment, and increased competition in the retail market (Ullah, 2021). Moreover, H&M in India will be well-structured to become a great role in the global fashion retail market.   
[bookmark: _Toc134433681]Overview of the Developing Country
 In a developing country like India, various companies brought huge profits in the retail industry. It has merged and adapted with the local marketing system, emphasising ethical sourcing and collaborating with small-scale and local manufacturers and suppliers (Gawankar, Gunasekaran and Kamble., 2020). This market in India is characterised by rapid growth, evolving customer preferences, and diversity. Recently, online retail platforms have gained popularity, offering convenience and a wide range of product varieties. The retail market has shifted customer preferences for branded products and convenience. There is a growing demand for fast-moving consumer goods.   
[bookmark: _Toc134433682]PESTLE Analysis
The analytical tool for PESTLE as an external environment can be used to evaluate the implications of the company’s market entry in a new market. The PESTLE analysis explores six main factors, which are related to “Political Factors”, “Economic Factors”, “Social Factors”, “Technological Factors”, “Legal Factors”, and “Environmental Factors”. This tool can emerge with the implications of H&M’s market entry from the United Kingdom to India. 
· Political Factor
India is a democratic country with a prospective way of political enlargement. Moreover, the policy and regulations of the Indian government can be more complex and administrative, enabling more crucial challenges for foreign companies to negotiate. There might be more restrictions on the multiple ways products should be brought in or the percentile for the ownership of foreign countries in the company (Tran, 2020). H&M must obtain the rules and regulations of the government’s policy to ignore legal threats, which might hinder the company’s entry into the Indian market.
· Economic Factor
India has a developing economic aspect with a bigger population and better opportunities for H&M to increase its consumer base. Moreover, the economy of India might be highly effective, and there might be more challenges related to high assessment and critical taxation. Moreover, H&M must implement the economic environment to establish the accessibility of positioning the Indian market and enlarge an estimation strategy that might take the conditions of the local economy. 
· Social Factors
India's distinct culture and social standards might evolve from country to country. H&M needs to be enlarged into descriptions local and preferred while establishing its products and marketing strategies. This can be done with the marketing evaporation for H&M to demonstrate a proper perspective of entry into the Indian market (Pandey et al., 2020). The company should have needed to conduct the income positions of the target consumers and pattern costing strategies that might be more accessible to them. 
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Figure 3.1: PESTLE Analysis
(Source: Thota et al., 2021)
· Technological Factor
This can be better approached with the technological perspective in an advanced country that builds a high efficiency of internet users. In addition, H&M can be supported by technology to reach out to consumers concerning online channels and establish the recognition of the custom brand. Moreover, the technological concern of the country's infrastructure should have been determined, and the company might have faced more challenges related to low connectivity in certain countries (Thota et al., 2021). 
· Legal Factor
India might have compounded legal authorisations, and H&M requires better business enhancement and encourages recovery with local laws and regulations. There might be regulations concerned with utilisation, cognitive property grants, and the prevention of environmental protection. The company must have been required to have a great understanding of the legal authority to ignore legal problems or threats that could be a hindrance to its entry into the Indian market. 
· Environmental Factor
This assumes various ecosystems and highly efficient populations. In that case, H&M should ensure that its business developments are environmentally sustainable and comply with local laws and regulations concerning waste management and pollution management (Thakur, Gaur, and Singha, 2021). The company might have enlarged production to impact its entry into the Indian market and enlarged marketing strategies to diminish its threats. The company requires good adherence to sustainability to enlarge the protection of local consumers.    
[bookmark: _Toc134433683]Hofstede Model
"Hofstede's cultural dimension” theory has been developed on six dimensions: “Power distance index, individualism, masculinity, uncertainty avoidance index, long-term orientation, and restraint versus indulgence”.
Power distance:
In the first stage of this "Hofstede's cultural dimension” is the “power distance index”, which describes that the society believes that the distribution of power is distributed equally to every person in the society (Escandon-Barbosa, Ramirez and Salas-Paramo, 2022). The index shows that the score of the UK is 35 and the score of India is 77. That means the people of the UK do not like to distribute power unequally. 
Individualism:
Individualism is the second part of this model. This stage describes how symmetrically the people are assembled in a group (Gerlach and Eriksson, 2021). The score of the UK is 89, and the score of India is 48. It describes that the people of the Uk are more likely to stay individual and independent. And the people of India like to stay in the group and families. As a result, the people of the USA are focused on“personal achievement” and “autonomy”, and the people like “group harmony” and “loyalty”.
Masculinity:
Masculinity shows that difference based on gender creates a huge impact on the power and wealth of a country (Huang and Crotts, 2019). The score of India in this stage is 56, and the score of the UK is 66. It reflects that the people of the Uk are more like success, achievement, and competition, and the people of India like “quality of life”.
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Figure 4.1: Comparison between UK and India
(Source: Anastasiu, Gavris and Maier, 2020)
Uncertainty avoidance index:
This stage describes how people tolerate uncertain situations. The score of the Uk in this stage is 35, and the score of the UK is 40 (Isabelle et al., 2020). The people of the Uk are less like the uncertain situation than India.
Long-term orientation:
This stage of this model describes how the country learns from the previous situation to handle future challenges (Anastasiu, Gavris, and Maier, 2020). The score of India in this stage is 51, and the score of the UK is 51 also. Both countries believe in the long-term plan and a strong sense of perseverance.
Restraint versus indulgence:
“Restraint versus indulgence” is the last stage of this model. It shows that the country's people want the freedom to fulfil their desires (Sandu and Gide, 2019). The score for India is 26, and UK's is 69. It means the people of the UK are more likely to have the freedom to fulfil their desires, and the culture of India is stricter.
[bookmark: _Toc134433684]Porter’s Five Forces
"Porter's Five Forces analysis" has focused on measuring the position of H&M depending on the "Threat of new entrants, threat of substitutes, bargaining power of buyers, bargaining power of suppliers and competitive rivalry."
The threat of new entrants:
The H&M Company has faced many threats from new companies in this fashion industry. Entering this industry is very easy for any new company. With the help of an online platform, any company can sell its products to consumers (Karuppiah et al., 2020). The company has captured a huge portion of the market, and the brand value of the company is so high. So the company can handle the threats in the Indian market.
The threat of substitutes:
The “threat of substitutes" is not high for the H&M company in the Indian market. The trend in the fashion industry is changing continuously (Bag et al., 2020). And the company is also developing new designs or trending clothes to stay in the competition. The company has produced trendy clothes at a lower price for Indian consumers.
Bargaining power of buyers:
The "bargaining power of buyers" is very important in this industry. In the Indian market, many companies like H&M are selling their products. The companies also try to attract consumers with a cheaper price range (Huang and Crotts, 2019). With the help of the internet, the consumer can analyse the price range of the same products on different platforms and switch to other companies.
Bargaining power of suppliers:
 The "bargaining power of suppliers" has greatly impacted the price range of the products in the Indian market. The supply chain of the H&M Company has played an important role in the business. The company has developed a good relationship with the suppliers. And the suppliers supply good quality materials on time and deliver the products to the consumers. 
Competitive Rivalry:
The competition in this fashion industry is very high. The target market of the H&M Company is lower and middle-class people. And the company also provides its services in niche markets. Many fashion companies also provide their products in this market.
[bookmark: _Toc134433685]Opportunities and Challenges in the Country
Opportunities
· India is one of the rapidly establishing economic aspects in the global world, and its effectiveness of development strategies should have expected to enlarge comprehensively in the current years. This can be more reliable with the current development for a large opportunity for H&M ensured to assume a high-efficiency consumer base. 
· The significant rising establishment in the economic procedure of India has conceded to an expansion in the development of affordable, highly effective branded products (Morrison, 2020). H&M offers accessible fashion to its consumers that can be proclaimed to make it a well-defined brand for the Indian market.
· The analytical enhancement for H&M has been developing to increase its local declaration in the Indian market, which should have helped to decrease estimates and improve its global supply chain efficiency. This might be a more significant way by incurring to help the company to be provided individual preferences for the customer base of the Indian market.
· It can also be utilised to ensure as H&M has a better online presence in India, with E-commerce or digital platforms that can be more affordable for perceived consumers to shop from the comfort of their homes (HR and Aithal, 2020). 
Challenges 
· The global marketing evolution of the Indian fashion market is highly competitive as it can be evolved to initialise to international brands like Zara, and Burberry, ensuring market share. H&M must transform itself from its global competitors to succeed in the Indian market (Yang, Sliusarenko, and Ferraro-Doucette, 2020). 
· This can be done while H&M should have considered an accessible fashion brand that might be perceived as high-cost by some Indian consumers. The company must be required to proclaim the position of cost strategies to fascinate and retain consumers biassed.     
[bookmark: _Toc134433686]Different Barriers Experienced
· The company first opened its physical store in 2015 in India. After that, the total number of Stores in the company is 48. The company has faced many challenges to expand its business in India.
· The company needed help identifying the target market at the beginning of this expansion. The company targets every product age group (Karuppiah et al., 2020). This strategy failed in the Indian market.
· The company was running 96% of its businesses online. It was wrong for the Indian market because Indian people liked to buy the product through physical stores.
· The company follows a fast-fashion business model. Due to this model, the company often copied another brand's design (Escandon-Barbosa, Ramirez, and Salas-Paramo, 2022). It faced lots of criticism in the Indian market. The company did not give proper credit to the Indian designers.
· The company depended more on external outsourcing. Halting its manufacturing units resulted in dropping sales in the Indian market. As a result, the company faced many difficulties in the early times.
· The company entered the Indian market in 2015. At that time, fashion brands like Zara and Gucci had already expanded their business in this market. So the company confronted lots of difficulties at that time.
[bookmark: _Toc134433687]Recommendation
· Localisation and Cultural Sensitivity- India is a diversified country with various cultural preferences. To offer more value to the market, the brand can incorporate new Indian designs and textiles with a dash of their signature designs. It can attract a wider range of customers.
· Expansion in Tier 2 & Tier 3 cities- as H&M has expanded their business in most of the Indian cities, gaining a middle-class population will be a boost for entering a new market system in the 2 & 3 Tier cities.
· Online channel and omnichannel experience- in the wake of covid pandemic, online business is booming in India. Omnichannel strategies like click-and-collect patterns ensure transparency in their supply chain management, integrating online and offline channels through these strategies (Hole, Pawar and Khedkar., 2019). During the pandemic, online businesses flourished, making a huge impact on people as it was the most convenient way to shop for a wide range of products. 
· Sustainable practicesinvolve expanding garment recycling and using organic and eco-friendly materials. This will build trust and loyalty with the customers.
· [bookmark: _Toc134433688]Collaborations and local partnerships- considering local brands to collaborate can help in engaging more audience and therefore leads to a fusion of international fashion trends with Indian with indigenous craftsmanship. This merger in the industry will boost engagement among customers globally and locally, depending on the product aesthetics. 
Conclusion
Following the above points, it can be concluded that the brand has established itself in the Indian market successfully. However, some loopholes still need to be covered to grow more in the local marketing industry. H&M has contributed to India's economic growth by generating employment, connecting with local culture, ethical manufacturing of goods and supplies, ethical sourcing, etc. (Jain et al., 2021). The brand's target on sustainability has also gained an impact in the eyes of Indian customers who appreciate environmental consciousness and sustainable sourcing of materials, renewable sources of energy and recycling. After that, H&M can focus on the 2 Tier and 3 Tier cities enhancing their growth in the new marketing pattern, boosting the online retail experiences, local collaborations and prioritising sustainable practices. Overall, the journey of H&M showcases its ability to grow in the local market with a diverse range of products, affordable fashion focusing on men, women and children and sustainable growth. Its contribution to innovation, localisation and sustainability promotes the brand for long-term success in India. 
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