Porters Five forces of H&M
I will be analysing Porter’s five forces on H&M, I will outline each aspect of the five forces and give relative information to back it up. Porter suggested that five main forces shape competition at the level of strategic and business units. 
Who are H&M? they are a well-established clothes store that is known globally. On the about us page they say: 
“The H&M group is a global fashion and design company – with the brands H&M and H&M Home, COS, & Other Stories, Monki, Weekday Cheap Monday and ARKET. Each with its own unique identity, all our brands are united by a passion for fashion, design and quality and the drive to dress customers in a sustainable way” (Erling Persson, 1998)
This is a company which takes pride in trying to make sure they appeal to males, females and teenagers in the fashion industry but they also try to branch out and appeal to other target audiences with the other companies. H&M have sworn that they will try to provide the best quality of clothing within an acceptable price. Therefore, this then appeals to a lot of people meaning they will generate a lot of money because they will have a wide range of customers purchasing the clothes from various stores and online. 

Threat of substitutes 
“New entrants may use the existing technology of the industry, or they may attempt to revolutionise the market through leapfrogging” (Graham Hooley, 2012, p. 69). Where H&M are a globally recognised clothing store it is easy enough for other existing clothing stores to steal marketing strategies and ideas from them. With regards to the substitutes of H&M there are no direct ones that can be found in the clothing industry but there are plenty in the sense of the retail industry such as: Top Shop, River island, Next, Zara and lastly new look. These stores have similar values such as Zara have said
 “The customer is at the heart of our unique business model, which includes design, production, distribution and sales through our extensive retail network” (Zara , 2018). 
Zara and H&M are very known in the fashion industry but as for their values they’re very similar both making the customer their focus and aim. H&M utilise their websites very well because it means they can be very accessible to the customers and means they are able to make 24hr sales. 

Threats of New entrants
H&M is a fashion industry so there are plenty of threats to them due to it not being too expensive to enter the clothing industry, it is all about finding the gap in the market “Spotting a gap in the market is how we all think about business success. This is one of the classic key success factors in business, and often the way to have a successful business is to spot a gap in the market” (The Joysof Business , 2018). This outlines that it is easy to enter the fashion market all you need to do is find the gap, therefore H&M need to ensure that even though they are a well-established company they are looking at new ideas and being innovative within their market so that they aren’t overshadowed by new competitors. Found on the “inside H&M” page it says, “Yet again the non-profit H&M Foundation is calling for you to send in your most cutting-edge ideas” (H&M, 2018). This is the third year of them doing this therefore they are always striving for new ideas, these challenges that are set out to public are innovative and smart ideas because they can get a sense of what the public are wanting in fashion in the modern market. The CEO of H&M has said “I’m really curious to see what disruptive innovations we will receive this time” (Karl – Johan 2017). 

Bargaining Power of Suppliers
“The balance of power between the members of an industry, its suppliers and its customers can significantly affect the level of competitiveness” (Hooley, et al., 2012) The bargaining power for H&M is very low due to them having a high amount of supplies this means there aren’t any forwards because the products come straight to them from the supplies meaning there is no middle process which cuts a lot of costs out. H&M has suppliers all over the world ranging from Great Britain to Thailand.  H&M’s switching costs will be low due to the vast amount of supplies they can switch to any because they have a lot at their disposal. This is a big benefit for H&M because it means they can get their supplies from all over the world. 

Bargaining power of Buyers 
The buyer power within H&M is very high due to them having multiple retail stores globally. But the buyer power is very high within the retail market because there is such a wide spread of fashion retail stores that the customers can easily switch from store to store with ease and not have to worry about any repercussions because the buyer will always look for the best quality of clothing at the most affordable price. H&M say, “We want to make sustainable, good-quality fashion accessible to as many people as possible” (H&M, 2018). This shows that H&M always want to make the good quality of clothing, so that the loyal customers come back to them time and time again. Also with building up loyal customer base they will help generate sales for the company in the sense of wearing the clothes and telling other about the clothes.

Industry Rivals
The threat of rivals is very high within the retail and fashion industry due to their being such a high amount of them. There are plenty of clothing stores out there such as: JD, Urban outfitters, Jack wills and Footasylum. There are plenty of shops to choose from which makes standing out from all the competitors that bit harder. H&M need to ensure they are at the peak of the fashion industry and are no late on any fashion trends because if this happens they could suffer a serious blow to sales and lose a lot of customers. Therefore, market research is very important within H&M.  
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