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A) environmental marketing analysis 

INTRODUTION
Marketing management practices of an organization is affected by different external and internal factors. It is crucial for a company to clearly analyze and determine various factors that will lead to affect functioning of business (Fowler and Thomas, 2023). External factors include all those elements which are related to outside environment of business. Internal factors consist of all those elements that are internally involved within organization. This report is based on H&M company. This is one of the well-known companies that is conducting its business practices in retail sector area. H&M first opened its doors in 1947, with Erling Persson as its founder. The company is performing its business operations in different part of organization and its head office is located in Stockholm, Sweden. This report includes analysis of macro environment to determine different favorable and unfavorable factors. In this Porters five force model has been determined to analyze high, medium and low forces. SWOT analysis is includes in this report along with segmentation, targeting and positioning of company. Apart from this marketing mix is determined in this report.
Macro environment 

Macro environment can be describe as the external factors that will directly and indirectly influence functioning of business operations. It is important for H&M company to analyse macro environment factors for identifying various favourable and unfavourable factors. In order to determine different external environmental factors PESTEL analysis in context of H&M is mention below –
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Figure 1PESTEL ANALYSIS
Source: Pestel analysis: A tool to understand the market. 2023
PESTEL Analysis
· Political Factor (Favourable) – H&M company gets its products through from Asian countries and it provides respective company an cost advantage. This factor will lead to have high impact on H&M functioning. The exit of Britain from the EU after the Brexit negotiate brings about the kind of an extensive duty (Jia, Zhang and Han, 2023). Political factor will be more favourable for H&M company because it would eliminate the funds saving benefit when the company offer its fashion products in the UK.

· Economic Factor (Unfavourable) – The endemic of covid-19, overall lockdown, the closing of stores, social removing, air boycott, and numerous different variables have caused questionable surroundings, higher unemployment rate, as well as lower purchase force of individuals. H&M is a fashion luxury brand, or persons have moved their attentiveness to the fundamental requirements. This force will lead to have lower influence on decision making of H&M company. This factor will have unfavourable influence as it will lead to reduce overall sales and revenues of business.
· Social factor (Favourable) – This factor will lead to have high impact on performance and productivity of organisation. The shopping pattern and mentality of clients are additionally evolving. H&M knows all about the clients' mentalities and developing patterns. It draws in the consideration of clients, and they request exactly the same thing. Social factor will have favourable impact on H&M organisation as it will help company in developing right quality products according to customer requirements. 
· Technological factor (Favourable) – A larger part of the total populace is utilizing the cell phones and web. Technological factor will have moderate impact on business functioning. The pandemic has pushed the method of life of online shopping during cell phone, work area program, or PC. H&M company customers can purchase anything online. The company has connected its online store with diverse local merchants and logistics offices. This factor will be favourable for respective company as modern technology will help in increasing effectiveness of organisation.
· Legal Factor (Favourable) – H&M is a worldwide brand and the company is functioning in fashion organisation in a variety of countries around the world. IPR (intellectual property rights) is a serious issue in the fashion organization (Akter and et.al., 2023). Many fashion creators and producers took opinion and plans from diverse specialists constantly. It seriously endangers the company's products and plans. This factor will have moderate influence on functioning and performance of business. Legal factor will have favourable impact operations of H&M company as it will help in protecting intellectual properly or brand products from other rival companies.
· Environmental factor (Unfavourable) – This external factor will have low impact on H&M business practices. Cotton manufacturing plants also contribute to air pollution, and several states have created restrictions addressing permissible levels of air pollution. H&M, on the other hand, is actively seeking to develop sustainable materials and incorporate renewable energy into its operations in order to lessen its environmental effect. This factor will have unfavourable influence on H&M company as it has to follow strict rules and guidelines of government for protecting environment.
Porters 5 Force

This is one of the most effective model to determine the impact of different factors on performance of business (Sleep, Gala, and Harrison, 2023). There are some advantages and disadvantages of Porters five force mode.

Advantages –

· This model helps in analysing the competitive forces in market area in order to make appropriate decision making with the motive of gaining edge over other rival companies. 

· The main advantage of this model is that it assists company to determine major corporate risk that could negatively affect business and its functioning.

Disadvantages –

· This model is only focusing on five factors and it does not includes various other crucial elements such as technology or business strategies.

· Porters five force model is not able to provide quantitative ideas or consequences that could affect capability and potential of business.
· Threat of New Entrants (Low)– This threat will lead to have high impact on H&M company as the barriers to entry are somewhat low. There is no crucial determine of technical knowledge is necessary, and with the increase of a few online stage like Amazon it is turning out to be more open and simpler to retail the item online. Due to this it is easy for other company to enter in retail market area.
· Threat of Substitutes (Medium) – This threat will lead to moderate impact on H&M as customer will generally shift to newer kinds of clothing in order pursue the most fashionable trend instructions. Subsequently in the event that H&M doesn't continually improve and pursue the fashion way, the threat of replacement increment.

· Bargaining Power of Customers (High) – This competitive force is somewhat on the higher as H&M company is focusing on attracting more customers towards business. The opponent is furious; the customer can without much of a extend change to the contender, the contact of the customers in this trade is fundamentally higher or subsequently the bargain power.

· Bargaining Power of Suppliers (Low) – H&M company has various number of suppliers that is providing high quality raw material for developing products (Lauzi and et.al., 2023). Due to high number of suppliers, bargaining power of suppliers reduces and it will lead to have low impact on organisation. 
· Competitive Rivalry (High) – This force will lead to have high impact on performance and functioning of business. The detail that they have a subject marketplace and are the predominant performer there, the clothing market is very competitive pr an exceptionally dynamic one. As currently referenced, the cost of moving in the clothing market is extremely low, the threat of competition is high.

SWOT Analysis
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Figure 2 SWOT ANALYSIS
Source: SWOT ANALYSIS

SWOT analysis the strengths, weaknesses, opportunities and threats of an organisation. It is crucial for H&M company to conduct SWOT analysis for identifying different factors which are strength and weakness for an organisation along with various opportunity and threat that will affect decision making. SWOT analysis of H&M company is mention below –
· Strength - To improve product turnover, fashion retail brands depend on strong sales methods. H&M adheres to the fast fashion business model, ensuring that their shops are supplied with the most recent fashion trends. (Dwivedi and et.al., 2023). Worldwide organization requires a proficient inventory network to successfully interface with provider and shoppers more.

· Weakness – Lack of effective decision for manufacturing of products can be consider as H&M major weakness. While this method has added to its wealth, it puts the company vulnerable before the supplier.

· Opportunity – Retail organizations often broaden their product offerings in order to retain or boost sales. H&M can cater to growing industry trends by expanding its product line to include activewear. When it comes to using the potential of online sales channels and producing money from e-commerce, H&M has yet to catch up. With an increasing number of people preferring to purchase online, the H&M will gain substantially by maximizing its usage of e-commerce.
· Threat – H&M is confront tough opposition from new or old brands as Zara's, Boohoo and so on  (Iglesias and et.al., 2023). Contenders are looking to increment piece of the pie and decrease awareness for H&M's products.
Segmentation targeting and positioning 

It is crucial for H&M company to properly conduct segmentation, targeting and positioning practices in order to identify right market or customer base as well as promoting products and services in effective manner. Segmentation targeting and positioning of H&M company is mention below in detail –

· Segmentation – This can be describe as the process of dividing large market area into smaller parts in order to identify the most accurate segment for targeting customers.  H&M involved the two Demographics and psychographic segmentation in arriving at their customers. In light of the company's effort universally, it should comprehend different societies, mentalities, convictions, religion, age bunches and so on. Segment segmentation implies fragmenting the market in view old enough, orientation, district, class, pay, and so on (Das and et.al., 2023). In general, the business offers stylish clothing at reasonable rates, mostly targeting middle-class individuals or students aged 15 to 30. Psychographic segmentation is the process of partitioning a market based on client interests, personality, lifestyle, social standing, and other factors. 
· Targeting – Once company has done segmentation process it is important to determine the proper target area for promoting its products and services. Targeting process help in identifying the right customers base who has potential to purchase products and services offer by company. H&M targets  clients who are interested in the current fashion trends and want to purchase attractive apparel and accessories at a low price. The brand generally targets effective class persons or school-age students aged 15 to 30 years. H&M segments the market depending on client interests, personality, lifestyle, and social standing, among other factors.

· H&M's prospective target market comprises both girls and boys who want fashionable fashion garments and accessories at a reasonable price. Women are an essential target audience for H&M since the brand offers items for  men, women and children often make purchase choices for their families. H&M has a distinct targeting approach by keeping manufacturing costs low and offering a diverse range of goods and services to targeted clients.
· Positioning – Positioning can be explained as the activity of developing positive image of company products and services in customer mind. It is very important for H&M company to have high brand values by providing high quality products and services that is able to meet with customers needs and wants. H&M is a quick fashion clothing retailer which fabricates products in their leased or claimed outlets and sells them around the world. It's tied in with knowing how a specific brand is situated in a market (Manis and Madhavaram, 2023). H&M has established itself as a brand that offers high-quality apparel at affordable prices. H&M company is known for its quality and fashionable products which is able to meet with the requirements of customers.
Marketing mix strategies
Marketing mix is an effective tool to develop accurate marketing strategies for company’s products and services. Marketing mix in context of H&M company is mention below –
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Figure 3Marketing mix
Source: Marketing Mix: The 4 Ps of Marketing and How to Use Them,2023
· Product strategy – product and services are very crucial and important part of an organisation as it leads to full filling customers’ needs. H&M product strategy is joined in with give great apparel as per the most fashionable trend at the most perfect price. The company keep four product stages-Initial, growth, mature and Decline phase. H&M company is focusing on developing high quality products for meet requirements of customers. H&M product range includes fashionable clothes, footwear and other accessories for men, women, children and teenagers. Its products strategy includes providing high quality products and services for meeting customer demand.
· Price Strategy – Price play significant role in sales and profitability of business. It is essential for H&M organisation to consider effective pricing strategy that helps in earning desired profits. H&M company is adopting affordable pricing strategy for attracting large number of customers towards business. Clothes by H&M cost a lot to secure as they give top notch fashion. While H&M focus to fulfill clients requirements with huge fashion at a low value by protective vehicle and work cost to their believable. H&M company price strategy is effective for overcoming cost occurred for development of products as well as earning profits.

· Promotion Strategy – Promotion play crucial role in attracting large number of customers towards company as well as influencing them to purchase products and services offered by organisation. To expand the brand's worldwide visibility, H&M devised a promotion plan that included several channels such as advertising, sales promotion, and online promotion. H&M company is considering both modern and traditional way of promoting for enhancing its sales and profitability.
· Place Strategy – This strategy helps company to correct place or supply products and services to potential customers. H&M lay out a dependable relationship amongst customers and the company, by claim outlets in different topographical places from one side of the globe to the other. H&M make their fundamental products in Asia, although high branded merchandise as well as offering its products to different part of world through online and offline stores.
CONCLUSION

From the above report it could be concluded that macro environment needs to be properly and accurately analysed by company for right decision making. There are number of factors which need to be identified by company so that effective strategies for growth and development could be developed. Porters five force model assist in analysing different forces which will affect business and influence its competitive edge in market area. Segmenting targeting and positioning helps organisation to identify right customer base that has potential or interest in purchasing products and services of company.  
B) Include recommendations for the future marketing strategies.
It is important for H&M company to develop effective future marketing strategies in order to increase sales and revenues of business. Ansoff matrix is appropriate tool in order to determine appropriate marketing strategy for respective company. There are some future marketing strategies that needs to be adopted by H&M company for enhance business practices.

· Product development–H&M company needs to focus on providing products and service which is a per the requirements of customers so it helps in create strong relationship. It is crucial for H&M company to create better and strong relationship with its customers. Company needs to conduct effective research for identifying needs and wants of customers. H&M company should develop a range of cosmetics and skin care products for attracting more customers.
· Market penetration – This is very effective marketing strategy as it will assist H&M company to focus on its current market area with is existing products and services. Respective organisation will be able to influence current customers with its existing products so that more and more customers purchase products. It includes discounts, sales, vouchers and so on. 
· Effective use of social media – social media is very useful future marketing strategy that will assist H&M company in enhancing awareness about products and services in market area. There are various social media marketing platforms to carry out marketing activities in better and effective manner.
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