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1. Introduction

The chosen company for this assignment is H&M Group, the globally known fast-fashion brand for women, men, teenagers and children, the brand was born in Sweden in 1947 and it provides sustainable fashion pieces with affordable prices. Their clothing and accessory selection offers from basic pieces to fancy and party pieces and also different collaborations with celebrities or designers which are very popular between fashion-oriented people. The H&M Group is short for Hennes and Mauritz the people who stand by the birth of the H&M brand. (H&M Group,2020) The H&M Group owns a few brands like H&M, H&M Home, Weekday, COS, Monki, Arket, Afound, & other stories. (H&M Group,2020)
 In 2010 the Swedish brand brought on the market a fashion collection made from sustainable materials and in 2013 the garment collecting reached 50.000 tones worldwide (Fashionabc,2019), customers can bring old garments regardless of their conditions and they receive a voucher that can be spent in store also, the garments are recycled into new products. H&M is the second largest fashion retailer in the world and has the advantage of recycling and reusing garments and being more sustainable than other brands.

2. Discussion

The fashion industry is responsible for a lot of pollution, for one tone of dyed fabric 200 tons of water is needed, in India, Bangladesh and China 1.5 trillion liters of water are used annually. (Cotton, 2018) 20% of industrial water pollution comes from textiles and emits 1.2 billion tons of greenhouse emissions per year.
The clothing retail industry is one of the most fast-growing industries in the world, nowadays fashion is used to make a statement and impress other people. Thus, we are in the era where everything is moving fast, the fashion industry has adapted to this request now fast-fashion is available where clothing is inexpensive, the quality is not the highest and customers buy often because the trends change often. The following SWOT analysis will emphasize the strengths, weaknesses, opportunities and threats of the H&M Group.
The strengths of the H&M Group are the variety of the products for children, teenagers, women or men, a strong and diversified global presence where the brands are adapting their products to the targeted segment of consumers, multiple retail online and offline stores, designer inspired clothing at affordable prices, quick delivery of products (especially for H&M members which always have free delivery from their website), robust financial performance, commit to developing the company even more.(SWOT and PESTLE,2020) H&M is on a path to sustainability which gives them a boost and more credibility.
The weaknesses include the dependency of suppliers, overstocking the products, their designs are easy to copy and replicate, increase in products that are not sold especially during the pandemic, there is a slow reply in changing consumer trends which could increase in unsold products. The overstocking of products and eventually throwing them away or burning them results in more pollution.
The opportunities are increasing the popularity online, nowadays people tend to shop more online because of the pandemic anyway, expanding to different regions where H&M Group can bring more consumers.
Threats of the H&M Group are the luxury brands, e-commerce brands and local retailers which operate in the same industry, the need to for innovation and adapting to different trends, labor costs are also increasing, fake products that copy H&M brands. (SWOT and PESTLE,2020)
A PESTLE analysis for H&M Group is essential as this shows the factors that influence the company.
The political factors affect the company directly, a controversial issue was that the H&M Group used to get their products from Bangladesh because the price for cotton and labor is very cheap, furthermore Bangladesh work and safety rules are ignored and there have been deaths due fire cases in the factories in 2006. (Adamkasi,2015) Another similar incident happened in Cambodia as well. After these incidents H&M decided that exploiting poor countries for cheap labor and material is not worth destroying their image and joined the Bangladesh Fire Safety Accord, where they decided that they will work only with factories who have proper equipment and safety measures for their workers.
The economic factors include inflation, recession, purchasing power, employment. The COVID-19 pandemic has brought many worries to the economy affecting the H&M Group as well, many people lost their jobs or had their working hours reduced which made the fashion industry suffer as people wanted to spend their hard-earned income on essentials and not on fashion or other luxuries. Furthermore, people are focusing on sustainability and they prefer second-hand fashion which is a great option to buy clothes and other accessories and prolong their life.
Social factors are increasing awareness for consumers and making the company transparent. The company brings different pieces and styles a few times a year and also collaborations with designers or celebrities which bring more popularity and revenue for the brand. The latest collaboration was with Simone Rocha x H&M with sustainable clothing. (H&M Group,2021)
The technological factors include different technologies which are used in the clothing making and in recycling different pieces, logistics and also their online channels, websites. H&M also provides and app for their members which offers them special prices and discounts, vouchers, shopping events and points for all purchases. (H&M Group,2019) The technology is very important for H&M and it helps the company with recycling and reusing.
Legal factors are similar to the political factors. H&M should be aware of different laws like child labor, health and safety measures, gender equity, equal pay etc. As stated earlier H&M is not collaborating with any factories that do not have health and safety measures in order to protect their employees and they are not exploiting poor countries for their cheap labor and cheap raw materials.
Environmental factors are ensuring the H&M Group follows the environmental laws. H&M in on a path to sustainability and transparency, circular and climate positivity, reduce waste, reduce use of water, reduce packaging, carbon footprint etc. Furthermore, H&M Group was the first company to complete and release their list of suppliers. (H&M Group,2021) The environment needs to be preserved and protected because the raw materials are finite and pollution is at a high level nowadays, recycling and reusing should be mandatory in today’s fashion industry.

3. Analyze and explanation of changes that H&M Group made regarding pollution and sustainability

It is well-known that the fashion industry is one of the most polluting industries in the world and the H&M Group is a part of it. Because is a fast-fashion brand they provide affordable clothing which can be used numerous times, but the consumers choose to use the clothing a few times and then buy again something new, that is how fast-fashion works. Mostly of the products made for the H&M Group are made in China, Bangladesh, India, Turkey, Italy, Indonesia, Portugal, Vietnam, Myanmar, Cambodia, Pakistan (Coppola, 2020) resulting that the H&M Group is still based on less developed countries or on countries where the pay is low to produce different products for their stores which are due to be sold in western countries. 
The H&M Group brings two main collections per year one in spring and one in fall and it has two design processes: long term planning of collections and real-time design which are powered by consumers trends, the last design helps the brand to react to the market and be more elastic. (Manrique,2015)
In the last 10-11 years the H&M Group has brought H&M Conscious on the market where their products are made with sustainable materials like organic cotton and recycled polyester. (H&M Group,2017) Furthermore, the brand offers a recycling program where consumers cand bring their used garments and they receive a voucher. This kind of reward makes the consumers to feel like they did something good for the environment, but they are also encouraged to buy new clothing from the H&M store, making a vicious circle in the fast-fashion industry. H&M Group (2020) states that their mission is to only use recycled and other sustainable sourced materials by 2030. In 2019, the H&M Group collected 29.005 tons of textiles for reuse and recycling.
In 2020 the H&M Group was the 1st in the top 10 on the Fashion Transparency Index where 250 of the biggest fashion brands are analyzed and ranked corresponding to how much they reveal the social and environmental policies, practices and impacts. (Fashion Revolution, 2021) Furthermore, H&M Group has been on the top 10 on the Fashion Transparency Index since 2017, which means that they are doing a good job providing their policies and impacts, this way the customers can have a peek on the company’s goals. Transparency is necessary for brands because it provides insights to consumers, since the building which collapsed in 2013 (The Rana Plaza Collapse) in Bangladesh killing 1132 workers in the fashion industry, this event has brought concerns on the people’s work and safety measures, resulting in an accord on fire and building safety in Bangladesh. (Noble,2020) 
The fact that the COVID-19 pandemic has brought fear and uncertainty if well known worldwide and the fashion industry has suffered as well, the employees in the manufacturing have lost income, the brand themselves have lost orders and revenue and the buyers have lost work hours and they did not spend as much on luxuries such as clothing and makeup because most of the year 2020 people had to stay in the houses to reduce the spread of the virus which resulted in less stuff needed such as fancy clothing, gas, holidays etc. 
According to Fashion Revolution (2020) the pandemic has brought much loss in the fashion industry, the workers in less developed countries such as Bangladesh has lost nearly $3billion due to the virus, because many companies pay for their orders after they receive it, many orders have been cancelled or not paid which resulted in unpaid bills for people. If orders are cancelled or not paid the garments are burnt which results in more pollution. Some companies have responded publicly that they will honor the orders, either by paying for the products that were already made or by paying for orders already placed and, the H&M Group was one of the companies which confirmed that are going to pay.
Greenhouse Gas Emissions: H&M joined World Wildlife Foundation as a partner in Climate savers program in 2017, to reduce the CO2 emissions; Water usage: in 2013 H&M and WWF made a partnership for water stewardship to improve awareness of water use and encourage sustainable water practices; Use of sustainable materials: the target to use 100% sustainable cotton by 2020 and 100% recycled or sustainable materials by 2030; Garment recycling: the recycling initiative has brought tons of used clothing which 99% are now reworn. (AN,2017) H&M has a formal animal welfare policy with Five Freedoms and they are using wool from non-molested sheep and down certified by Responsible down standard. (Robertson,2020)
The fact that H&M is on a path to sustainability will give the brand more credibility and popularity towards people. The H&M Group is one of the biggest retailers at the moment and the fact that they are trying to provide more sustainable products, reduce the CO2 emissions, water usage etc. is really good, even though they promote that they don’t kill sheep’s for their wool, the brand still uses leather for some of their products.
The H&M Group states that they are recycling, but still is not enough for the amount of clothing that ends up in the landfill, recycling should be done at a bigger scale, additionally H&M could just produce less products, if they would increase their clothing quality and reduce the amount of pieces produced there would be a clearer path towards sustainability and avoiding pollution.

4. Conclusion

Overall, the H&M Group is trying to get better, in the past years their revenue increased, they expanded even more, and the pollution also increased, the fact that they are a fast-fashion brand is deteriorating the environment by bringing so many pieces regularly which will either end on the landfill or in bins after wearing them for a bit. Manufacturing clothing requires lots of water, chemicals, dyes and other resources, furthermore, cheap prices bring many customers, the consumers don’t think about the people who made their clothes or the impact on the environment. The recommendations for the H&M Group would be to continue their path to sustainability, achieve their goals toward waste reduction and produce less pieces but with better quality, these long- and short-term goals will help everybody from the factory workers to the consumers to the environment.
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