The Global Business Environment
Environmental Analysis of an industry






[image: ]

Module code: LCCB4005 
Lecturer Name: Dr Rexon Nting 
Student Name: Tsvetelin Emilov Brankov

Table of Contents
Introduction	3
H&M	3
History and Innovations	3
Company’s Sustainability	4
Value Chain Impact	4
Engaging with Stakeholders	6
SWOT Analysis	7
Conclusion	8
References	9


[bookmark: _Toc71329085]Introduction
In an age in which a number of global problems are occurring that threaten people around the world and the beginning of the new decade was accompanied by a global pandemic that more or less managed to become the center of our lives. Due to this virus that affects millions, the focus was on it and a number of important issues remained in the background and were not talked about in the news. Examples of such are the global pollution and exploitation of labor by organizations and companies, and in particular the fashion industry.
The effects of the garment industry have just recently come under public attention, and reliable evidence on it is still tough to come by. Also, sector experts claim that the ongoing policy discourse is muddled by untrustworthy and exaggerated statements, as well as a lack of academic analysis. This is due to the globalization of apparel supply chains and the traditionally low priority given to life-cycle management problems in this field in comparison to many other industries. The market, in its current dominant shape, is the total opposite of a "circular economy," and does not increases the provided service by its resource and energy flows, but also is not limiting the flows of what nature tolerates. On the opposite, fast expansion in fashion and footwear demand, propelled by rising wealth and usage in the developed countries, is a result of their conscious embrace of “fast fashion,” which has been described as a marketing strategy focused on giving customers regular novelty in the form of cheap, trend-led products (Peters, et al., 2021).
This report will look at the world-famous company HM and look at how it deals with the problems mentioned above. It operates in more than 74 countries around the world and has 5,000 stores in its name. HM ranks among the most famous clothing companies in the forefront is only Zara that one place above, and that’s one of its many competitors in the market. (Vinge, et al., 2020)
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[bookmark: _Toc71329087]    History and Innovations

H&M have a long history starting from 1946 when young and motivated entrepreneur from Sweden, Erling Persson travels to the USA to find new markets and there he found the idea of selling fashion clothes for women which at that time he found a new way of doing it. The following year Persson opens a new shop for womenswear in the city Vasters, Sweden and he named it Hennes which translated from Swedish means Her. Soon the company opens a store in the capital of Sweden, Stockholm and even then, the demand of womenswear is still at an all-time high from that we can assume that the company had a great start on the market. During the 80s when the global expansion occurs the company expand its market overseas to Netherlands and Germany. Later on, even before the word "e-commerce" was used as a term the H&M apparel moved into customers' households by the ownership of one of the Swedish mail order firm Rowell at that time that was a step ahead of the new face of the fashion industry marketing and selling. After a long period of time Persson steps out the position of CEO and his son takes the lead from 1982. A couple of years later the H&M fashion becomes available online for the first time. (Group, 2020)
 Nowadays H&M is well known company around the globe it is one of the first firms to introduce a fashion line made exclusively of recycled materials, with several more sustainable projects to come. Since the beginning of the new decade, HM presents various projects related to the reduction of harmful emissions in nature. The idea of recycling old clothes and textile and to be reused is also presented and this is introduced in stores around the world. Even the company invents a special award to encourage the invention of new innovations to help the environment and to make the company switch from its previous working method to the circular fashion industry, the award is called The Global Change Award. Also, the company introduced a couple of new brands under the wing of H&M. The company is the world's first major retail brand to offer comprehensive details on products and the supply chain at the product level. H&M Group is expanding its stake in one of the major e-commerce platforms for used goods and it is called Sellpy, currently, H&M Group is the sole owner of it and this is another example of how the company is trying to reduce environmental pollution and solve the problem with the oversaturation with textile products that are not used and the company, through this move helps to solve this problem. (Vinge, et al., 2020)
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[bookmark: _Toc71329089]     Value Chain Impact 

As an international retail and design firm, H&M's value chain has an important and far-reaching effect on individuals, cultures, markets, and environments. The company collaborate with its vendors and other allies to address these challenges and expand the social impact by making conscious choices in the supply chain. Looking at the graphics below we can observe three things about the company’s impact on the environment and those are: the social impact, climate impact and water impact they are connected to the resources that are used in the clothing manufacturing. The social impact is the contribution to the H&M group's identification of key human rights and challenges, as well as the commitment to a positive effect on people around the value chain from job growth, new and creative goods and services, how the members and the company collaborate with each other’s or with suppliers, and how the business model is made. Climate impact is one of the most observed problems in any aspect of the company and they focus on the emissions of greenhouse gas, the amount they use for energy and they are looking for ways to reduces the usage of that type of energy and to achieve the goal of better climate and less pollution. And lastly the water impact H&M are taking account of how much sources of water they use also, the quality and methods of recycling and less pollution. (Troberg & Söderlund, 2021).
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Figures 1, 2: H&M GROUP VALUE CHAIN
Source: (Troberg & Söderlund, 2021)


The emphasis on inexpensive and fast shipping has lived side by side with a lack of attention on social impacts in the value chain, leading to disasters such as the Bangladesh collapse from 2013. It can also be noted that the separation has had considerable economic and job gains for the countries that have expanded demand, but it has also had significant additional consequences in terms of resource use. This is due to the fact that the retail and footwear industries “fashion industry” and the “economic sectors” are also resource-intensive. In reality, the majority of the general fashion consumption demands are used before customers acquire their clothes. Clothing consumption in Sweden, and since that country is dependent on globalized supply chains, the relative proportions are likely to be largely reflective of demand in other high-wage countries where fast fashion is common. It suggests that approximately three fourth of the energy demand during the garment life cycle arises prior to retail selling. The transportation of the production of the garment industries is not that significant when it comes to pollution compared to the other processes such as manufacture of fiber and textile, fabric weaving or those that observe the heating of the water or its vaporizing examples of those processes could be the wet treatments of the clothes like bleaching and dyeing them which is very dangerous because of the chemicals used during the process and this could be unhealthy for the labor there if they don’t use or have any protection.  (Peters, et al., 2021)

[bookmark: _Toc71329090]Engaging with Stakeholders

H&M divides its stakeholders into four groups of what they bring when it comes to working and adapting, and what importance or value they bring into the company. Making surveys to see what people that are invested in the company are thinking or want to suggest is common practice. The four groups are Experts, business partners, members of the company and finally the customers. According to H&M, when people work together, they can make a difference and lead them to success, stakeholders play important roles both inside and outside the ecosystem of the fashion industry. Achieving sustainable fashion is done with the efforts of both parties as well as working in partnership. Challenges, the challenging and listening to stakeholders are the steps a company must take to achieve real cooperation and to meet its own needs as well as the needs of its stakeholders. Working with experts they gave the company typically base on raising expectations, generating solutions, and addressing regional or global issues they give the rational ideas and usually they are innovators, new policy makers and academics united in the idea of changing and developing new business. Business partners or providers of commercial and noncommercial products and services, business partners, and online service networks are a key component of the supply chain. With them to consider the issues and problems expectancy, collaborate on innovative solutions and opportunities, and improve industry-wide standards. Members of the company they are the working force and also, they present the company to the customers they have a diverse set of skills and expertise that leads to product creativity and inclusivity. The employees of the H&M Group have an important part in making the company better, and it is the firms’ duty to enable them to be who they want to be and to create a place where everyone is treated the same without any racial discrimination. Lastly the customers they are the critical point of the company’s products or services. They are the biggest stakeholder when it comes to numbers in order to satisfy their needs a good company listens to the opinions and critics of the public. H&M is doing so and is trying to lower the harmful emissions caused by the production, also the prices the company is trying to make its prices affordable for all the customers (Troberg & Söderlund, 2021).
In the last years annual perception survey for stakeholders 96 of the key partners participated and the company marked higher positive reviews and according to them people trust the company more regarding the changes and the positive impact they want to made. According to the information of the survey 76 percent think the company is one of the leading retailers in the fashion industry and 92 percent of the stakeholders think that the company is good at adapting by listening of the people’s opinion. (Vinge, et al., 2020)
[bookmark: _Toc71329091]SWOT Analysis

SWOT analysis offers a general overview of the Strengths and Weaknesses explored in an analysis of tools and capacities, as well as the Opportunities and Threats explored in an analysis of the environment. This research will also be used to provide policy solutions and evaluate potential courses of action. The aim is to determine the degree to which one's strengths and weaknesses are important to, or capable of coping with, shifts in the market climate. (JOHNSON, et al., 2017)
H&M strengths could be described with the strengths can be focused on the measures that the company takes to deal with environmental pollution and the innovations that it imposes in this direction. This can be said to be an advantage over its other competitors and thus it earns the trust of people. With its policy of fairness to its employees, it also shows that this is its strong quality, which allows it to remain stable in the market by adapting prices to people and their capabilities. (Vinge, et al., 2020)
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This study gave me the opportunity to understand the structure of the Swedish company H&M and to understand how it copes with some of the most important problems for a global brand. Her models and methods of operation were also presented. A point of view on pollution was also presented and a number of questions were asked about how to deal with them. Finally, this company has been one of the most popular brands in the world for decades and this is due to its ideology, adaptability and following and setting new trends.
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