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[bookmark: _Toc226471809][bookmark: _Toc58961819]1.0 Executive Summary

This assignment aims to provide a detailed and professional analysis of H&M, focusing on the strategic direction of a creative reshaping of the organisation, from which a way forward and future direction can be explored. Meanwhile, providing new customer care in the context of a global disease pandemic to keep the company afloat and sustainably competitive. This assignment uses the SWOT and PESTEL to carry out a detailed external and internal analysis, as well as Ansoff Matrix and Bowman’s Strategy Clock for providing the company with a critical and complete assessment of strategic options through which it hopes to achieve a more humane and personalised customer care.
[bookmark: _Hlk7906008][bookmark: _Toc226471814]The analysis shows that there are still opportunities for H&M in the post-epidemic era, but the SWOT analysis shows that there are also areas in which we can make improvements. Also, there are areas and areas where progress can be made at the level of customer care and management systems (H&M, 2020). 

[bookmark: _Toc58961820]2.0 Introduction

Founded in 1947, H&M is an international apparel brand and this report aims to reshape the strategic direction of the group in the context of the global COVID-19 pandemic, thus providing a new way forward, informing the delivery of innovative customer care to ensure future resilience and sustainable competitive advantage. 
Founded in 1947, H&M (Hennes & Mauritz) is an international clothing brand, founded by Erling Persson in Västerås, Sweden. H&M is headquartered in Stockholm and has 15 offices across the world, with 22 production offices to communicate with approximately 700 suppliers, of which 9 are in Europe, 11 in Asia, 1 in Central America, and 1 in Africa. In each market, H&M faces competition from international and domestic retailers, independent stores, and department stores. The company keeps a keen eye on its competitors, especially when it comes to price adjustments. More importantly, however, H&M pays close attention to its own internal operations and strives to make its products a favourite with local consumers (H&M, 2020).
Founded in Sweden in 1947 as a global company, H&M Group designs and retails apparel and other accessories. As of 2020, H&M has a presence in more than 60 countries with 4,455 stores, and a significant online presence with 51 online stores. H&M is the second-largest apparel retailer in the world and is renowned for its fast-fashion clothing (H&M, 2020).
In 1976, H&M opened its first store outside Scandinavia in London, and began retailing online in 1998. 281 H&M stores were opened in the UK alone in 2017. Currently, the H&M Group consists of nine clearly defined brands, namely H&M, COS, Monki, Weekday, & Other Stories, Cheap Monday, H&M Home, ARKET and Afound (H&M, 2020).
The assignment aims to accurately analyse the internal and external environment in which H&M operates and to creatively analyse the strategic direction of H&M to discover a viable way forward, conditions and circumstances that could be altered by the COVID-19 epidemic. The ultimate aim that the analysis hopes to achieve is to provide H&M with personalised and comprehensive customer care, which will be based on the previous analysis.

[bookmark: _Toc226471824][bookmark: _Toc58961821]3.0 Main findings of strategic analysis and critical evaluation of the strategic options

[bookmark: _Toc226471828]In this section, a SWOT analysis and a PESTEL analysis are used to investigate and improve the H&M company's strategy. H&M should recognise that the internal and external environment needs to be understood at the same time as the business strategy is defined, so in order to do this assignment uses two analytical tools to provide a comprehensive analysis of H&M's business environment and its potential. The analysis of these two approaches resulted in a comprehensive and solid business strategy, as it illustrates well the current positioning of Uniqlo and defines H&M's strategy for better customer care.

[bookmark: _Toc58961822]3.1 PESTEL Analysis

[bookmark: _Toc58961823]3.1.1 Political factors

Politics is probably the biggest source of uncertainty for H&M and the apparel industry as a whole; several geopolitical events between 2016 and 2019 have rocked the fashion industry, yet the COVID-19 pandemic at the end of 2019 has made this uncertainty still prevalent. The volatility caused by political factors is not unexpected. According to a McKinsey report on the fashion industry, "geopolitical instability, terrorism, Brexit and stalled trade agreements all add to the pervasive uncertainty in the global economy" (McK-BOF, 2017). H&M is faced with various political tensions other than terrorism, which continue to affect the world and increase the uncertainty before it. Ongoing political changes in the US and the UK will also affect H&M's investment and trade in both countries. And even as a fast-fashion brand it is acutely aware of and feels the challenges of Middle Eastern countries, where political instability and terrorism still pose a threat to business. Thus, the conclusion is that the higher the level of geopolitical instability, the higher the uncertainty in the fashion industry. In 2010, for example, the terrorist crisis in which a little girl's clothes were torn off in an H&M shop put the company in the crosshairs and exposed it to numerous accusations and criticisms (Coombs and Holladay, 2012).
Owning and operating several stores around the world, H&M's commitment to the political aspects of the business has become increasingly important. Therefore, when dealing with investments and contacts in countries that are experiencing political unrest or are temporarily unlicensed to operate, the company closely monitors the progress of all stages of the process and has detailed preparation and contingency plans in place to minimize its risk of loss and the damage and hardship of being amid political instability (Mitman, 2018).
The world is now experiencing an environment of political stability, with regional conflicts and geopolitics occurring in only a few regions. H&M's business is concentrated in East Asia, Europe, North America, and China, where political stability and legal systems are well established, ensuring that H&M is able to operate in a secure political environment.
Compliance with the regulations of different countries is a must, as H&M Fashion is a well-known company in Swedish multinational clothing retail. The company will be operating in the new Asian region, and each region in Asia has separate trade regulations and laws that the company needs to comply with. For example, Singapore has a 7% Goods and Services Tax (GST) and 99% of imported goods enter duty-free. Similarly, each country has different trade regulations that can affect the company's work and expansion plans (Export.gov., 2017).

[bookmark: _Toc58961824]3.1.2 Economic factors

Considering the negative impact of Brexit on currencies across Europe, however, H&M reported that its June 2017 sales increased by 7% in local currency and 10% when converted to the Swedish krona, compared to June 2016 (Botter, 2017). The ambiguity of a no-deal Brexit has hampered expatriation efforts and the international perception of companies in the UK has also been affected to some extent. Companies are unable to make detailed expatriation plans for the UK and can only adopt a wait-and-see attitude. It is therefore clear that the uncertainty surrounding Brexit negotiations and post-Brexit trade agreements has had a deterrent effect on the real sector, including H&M (Adelsburg, 2019).
The economic factors that profoundly affect apparel and fashion retailing are also extremely important to H&M. As H&M as an entity is itself part of the global economy, it is also subject to global economic fluctuations, which can affect sales and profits. For example, fluctuations in the Chinese market have had a profound effect on H&M, while economic fluctuations in other major economies such as Russia and demonetisation in India have had an impact on the company. As the recession has waned, the employment situation has improved globally, with the result that consumers' purchasing power has increased. However, H&M, as well as the fashion industry, has also added to the economy, so that the fashion industry affects and is affected by economic factors. The level of competition in the industry also affects the individual brands and their sales and profits (Michael and Siam, 2009).

[bookmark: _Toc58961825]3.1.3 Socio factors

The H&M Group has taken swift and decisive action to mitigate the effects of the COVID-19 epidemic, which is currently raging around the world, in all parts of its business. Approximately 80% of the Group's stores have been closed (Barua, 2020). Since the end of April/beginning of May, the Group has gradually been able to reopen stores as restrictions in various countries have been eased. At the end of the second quarter, on May 31, 1,328 stores were still temporarily closed and 978 stores have since reopened. Currently, 350 stores, or 7% of the Group's stores, are temporarily closed. For a large number of the Group's stores, there are still local restrictions and limited hours of operation. Consumer confidence was generally low at the beginning, but the speed of sales recovery varied considerably among companies in different markets. The H&M Group's online sales grew significantly while most of the stores were closed, and continued to be positive once the stores began to reopen (H&M, 2019).
Respecting the differences due to different cultures is something that H&M needs because different cultures have different perceptions and understandings of fashion. For example, European consumers like Sweden embrace "fast fashion," while Asian consumers like Singapore embrace slow fashion. To understand "local fashion," most companies rely on local designers or inside sales staff to stay abreast of the latest trends to redesign their products. As a global company, H&M also needs to respect the cultural and social factors of the markets in which it operates, as this is important for a company to grow across continents.
Sociocultural factors have played a major role in H&M's global expansion and sales growth. The last decade has witnessed major changes in the clothing industry, which have affected the demand for fashion products. Some of the changes on a sociocultural level have influenced the way people shop and the decisions they make, or the brands they prefer to shop for. Being in the millennium, convenience, quality, speed and high quality are not only in demand, people are looking for more. At the same time, due to the changing demographics of the world's population, this has affected the way marketing is done, as not only do options and opportunities have to be considered, but also new challenges have to be met (Bonilla, Arriaga and David, 2020).

[bookmark: _Toc58961826]3.1.4 Technological factors

On a technical level, H&M continues to develop mobile applications in multiple countries to meet the evolving needs of the Internet, and in 2017 launched the H&M Club feature, which allows consumers to collect rewards points for online and in-store purchases using applications on their mobile devices (H&M, 2017).
In the UK, H&M has developed and has an extensive network of supply chain technology to track all logistics operations, helping the company to provide a better and more accurate service, taking advantage of the technical aspects of the third-party logistics provider Hermes (H&M, 2017).
H&M's breakthrough in supply chain technology is one of its strengths. Green supply chain management is an increasingly popular concept in South East Asia, and the H&M Group has picked up on this idea and is gradually rationalising its supply chain systems to meet the green demand (Rao, 2005). H&M's strong focus on supply chain transformation technologies and on analysing data to improve efficiency, which shows that H&M has increased imports by 12.7 per cent year-on-year in 2019, including a period of supply chain streamlining (Panjiva, 2020).

[bookmark: _Toc58961827]3.1.5 Environmental factors

By setting the goal of upcycling and renewable clothing, H&M aims to realize the idea of transforming used clothing to produce a new one for all of its products, all of which will be made from recycled and durable materials (Grankvist, 2017).
The crisis brought on by climate change poses unprecedented challenges for all industries, including the apparel industry, and H&M seeks to develop an aggressive and ambitious response to achieve positive climate change by 2040. The company is committed to halving its carbon emissions every ten years and is aggressively implementing the plan to achieve the 2030 Plan, which includes Boost energy efficiency, Use renewables, Go circular, Use Al and AA Learn as we go. (H&M, 2020)
H&M hopes to contribute to the environment by adopting organic cotton, which is natural, renewable and biodegradable. One of the reasons organic cotton is not easy to grow is that yields are initially poor, so less than 1% of the world's cotton is organic. As a founding member of the OCA, an organisation working to make organic farming a viable choice for cotton growers. In India, H&M Group and OCA work directly with farmers, with projects in four states that provide training, access to seeds, preferential prices, and most importantly, guaranteed marketing of organic crops. In 2019, the program supported 6,854 farmers, a number that continues to grow, intending to achieve 100% sustainably sourced cotton by 2020.

[bookmark: _Toc58961828]3.1.6 Legal factors

On the legal front, there are certain pitfalls and disputes, and H&M has been entangled in several legal disputes regarding infringement by clothing retailers. In 2015, for example, H&M lost a multi-million-pound patent dispute with a British manufacturer over infringement of a Bras technology (Geoghegan, 2015). Although H&M has the funds to pay for such legal disputes, given the damage such disputes due to the company's reputation, the company now implements a strict risk management system that strives to avoid any legal disputes to prevent such disputes from happening repeatedly (H&M, 2017).
At the legal level, intellectual property rights are also a major issue. Because, suppose H&M produces and creates a new design, but if it is not registered as a patent or trademark, or protected by legal arms, it can be stolen by its competitors. The consequences of this are very serious, because a fast-fashion company without design and innovation will lose all its advantages in the market, so it is very important to have protection at the legal level.
Another example is India which has high degrees of non-transparency in terms of business regulations (Sheldon, Chow and McGuire, 2018). It implements largely protectionist policies while also demanding the local storage of all financial data from foreign companies, which is associated with substantially higher costs and the risks of corruption (Cid and Baum, 2019). Thus, H&M takes great care in expanding and operating in the country, avoiding legal sensitivities and policies to ensure the stability and liquidity of its operations and the proper functioning of the company in the country.

[bookmark: _Toc58961829]3.2 Environmental Analysis

[bookmark: _Toc58961830]3.2.1 COVID-19 Impact

The COVID-19 pandemic has led to a sharp shrinkage in both demand and production, of which the fashion industry has been hit the most heavily, according to a study by the United Nations Industrial Development Organisation, which will lead to a further crisis that will take place in three steps (UNIDO, 2020). For companies in the fashion industry, the outlook is challenging as to whether they will survive or disappear in a highly competitive market. The first phase is short term, and while the impact of an epidemic is short-lived, it can turn into temporary supply chain interruptions and losses of capacity. Preventing supply disruptions requires strong government support initiatives and some commitment from brands and retailers to protect suppliers, for example by limiting cancellations. And a second wave of sales shocks is expected to occur by the end of 2020. Linked to a crisis across the fashion value chain, the third wave is due to the financial and ecological shortcomings of existing business models, which are magnified by the impact of COVID-19 Pandemic (Ricchetti and De Palma, 2020). Therefore, Uniqlo should develop appropriate responses to accurately predict and defend against these three waves of impact, so as to be as risk-averse as possible.

[bookmark: _Toc58961831]3.2.2 Competition Environment

As an international brand, Uniqlo faces many external competitors, including many new entrants. According to H&M, its main competitors include INDITEX (ZARA), H&M, Gap, Limited Brands, PVH (Calvin Klein, Tommy Hilfiger), Ralph, Lauren, NEXT and so on. Among them, H&M, Zara, and Uniqlo are three international apparel retailers, each with more than 2,000 stores worldwide (PARIETTI, 2019). Competition is fiercest among competitive companies that target similar markets but use different strategies in their business models to manage the distribution of their product lines.

[bookmark: _Toc58961832]3.3 SWOT Analysis
[bookmark: _Toc58961833]
3.3.1 Strengths

Owing to the globalization process, H&M's strengths are its strong brand recognition and lower prices, which give the brand more creativity and greater labour attraction for its factory locations. At the same time, the company's second strength is its large number of outlets, which can be found in many large cities as well as small and medium-sized cities, further enhancing its global presence. Finally, cost-saving principles and management practices were applied to the company, which was accompanied by lower prices and a wider target crowd (Lund, 2018). 
Furthermore, H&M's unique design philosophy is another strength: H&M has created its design awards, and since the inaugural H&M Design Award in 2012, 4,000 applications have been received and more than 100 graduates have participated in it. In 2005, H&M invited Karl Lagerfeld, a leading designer in the fashion industry, to collaborate with H&M, and their collaboration sparked a huge response in the fashion industry. H&M made its master designs available at affordable prices so that young people could wear clothes with the Karl Lagerfeld For H&M logo on them. After Karl Lagerfeld, H&M invited the star designer Stella McCartney and the talented fashion duo Viktor & Rolf to launch a limited-edition collection that was like haute couture, where consumers could see a lot of exquisite detailing and treatment, a little more pop sense than their namesake brand, and a wide range of collections. The collection is a bit more pop than their namesake brand, and the collection is quite extensive, triggering fans to line up all night and sell out in one day. This was a spectacular experience. This business experience has since been applied by major fast-moving brands.
Surrounded by celebrity advantage is a major part of H&M's style, and H&M has always represented its products to the public through various celebrities and their star power, whether in advertising or at the company's annual meetings. According to (Guinebault, 2014), H&M has attended Lady Gaga's concert to play and entertain at their grand release. Lana Del Ray and David Beckham some of the celebrities that the company have used in their advertisements, with their fashion style, they draw the celebrities' interest as well as the general public (Alexander, 2016). Meanwhile, H&M continues to build on its star power behind the critically acclaimed styles used in hit movies like Black Panther, with the creative launch of a new H&M limited edition clothing line. H&M is one of the latest apparel companies to collaborate with prominent black celebrities on a fashion line, but it is far from the first (Alcorn, 2020).

[bookmark: _Toc58961834]3.3.2 Weaknesses

Since the cost-saving strategy was adopted at H&M, the speed of delivery has been criticized and the time it takes to deliver a product to a location is generally longer. Secondly, since most of the budget is spent on product design, marketing tools, and network construction, H&M needs to maintain a large number of suppliers around the world to cut costs, but since H&M's production units adding up, controlling these units requires significant resources and management. This situation could lead to failure if H&M could not maintain its efficient organizational structure.
H&M relies heavily on third-party suppliers and therefore maintains extremely close relationships with outside suppliers. This is a double-edged sword, for, on the one facet, H&M has the advantage of increasing its own production and cutting costs by producing its products through 800 independent suppliers, but on the other facet, the company has less control over its production and is unable to accurately and precisely control virtually quality detail from third-party suppliers. Brand image, any problem in any part of the process can affect the reputation of that company. For example, what happened at one of H&M's supplier factories when workers sabotaged the factory in search of better conditions and benefits (Lee and Ringstrom, 2017). This case would give H&M a bad reputation, even though they did not own the factory, they were seen as being involved in the problem (Grainger, 2018).

[bookmark: _Toc58961835]3.3.3 Opportunities

The opportunity for H&M exists in several ways. The first is that in response to the growth of the Internet economy, H&M began to expand its online sales channels. Beginning in 2011, H&M launched a new H&M online store in the markets it offered (Yu et al., 2018). At the same time, the company started selling online in the United States in 2010, as the United States is the largest country in the global online market. 
Besides, as a result of economic globalization and the financial crisis, which has also been affected by the epidemic, the market has begun to shrink and people's incomes have fallen, so the pursuit of cheap and fashionable clothing has increased, which H&M can take advantage of to turn the epidemic crisis into an opportunity.
As a double-edged sword, the Internet also presents an opportunity for H&M in e-commerce in different markets, i.e., rapid online expansion, and H&M is aggressively expanding its footprint in terms of e-commerce platforms, as e-commerce is most likely the future of the apparel industry and any business. And H&M must seize this opportunity to continue to expand its strength in online retail and to reach more places with its products online. According to its annual report, H&M has 47 online markets (Kawa and Maryniak, 2019), and in 2019 it will open two new online markets in Mexico and Egypt. This expansion will help the group to improve its performance and be able to compete in the market. 
Maintaining continuity and sustainability in the marketplace is also an opportunity for the company, which was founded in 1986 and has seen its leadership in the marketplace over the past few years as it has moved up the ranks of the world's most sustainable companies. Furthermore, H&M has made sustainability one of its corporate development strategies through which it hopes to outperform many of the companies in the front of the list, such as Tesla, Patagonia, and Unilever (Grankvist, 2017). For investors, the sustainability of a company is extremely important, as it is the ability to cope with risk, reduce investment costs, and grow steadily, thus attracting more quality resources that are sensitive to lower risk premiums, which H&M is able to meet.

[bookmark: _Toc58961836]3.3.4 Threats

The threat to H&M is mainly from the increasing number of challenges and competitors on a global scale. The process of globalization is equal for every company, giving equal opportunity to all to compete. As a result, the last 10 years have witnessed the emergence of many companies that overlap with H&M's business and brand, and these competitors are generally aggressive. This explains why H&M is committed to maintaining a relentless effort at differentiation.
H&M also faces impacts from e-commerce that also come from new challengers and start-ups since e-commerce allows new entrants and becomes more important for most trading companies for being able to reduce marketing costs such as advertising and will also help to reach a large number of target customers (Cao, 2018). And since e-commerce allows new brands to be listed on the same platform as well-known brands, newbies may affect the business of big brands like H&M.
Another layer of threat is the rising costs, especially labour costs. Although H&M has made every effort to locate third-party manufacturers in developing countries, mainly in Bangladesh, India, Vietnam, Cambodia, Kenya and China, because of their low labour costs. Affordability is one of H&M's main advantages. However, these can be affected by changes in production costs, such as increases in labour costs. These cost increases can affect the profitability of a company. For example, many Chinese manufacturing companies have shifted to Bangladesh to manufacture garments because the average wage in China has risen considerably over the past few years, and these are threats that H&M is facing (Anbarasan, 2012).

[bookmark: _Toc58961837]3.4 Ansoff Matrix for H&M

[bookmark: _Toc58961838]3.4.1 Market Penetration

H&M has adopted a variety of strategies to gain more market share and customer favour. In terms of market capture, a business model known as 'fast fashion' has been applied to H&M's strategic deployment, where the time taken for a fashion design to be produced by a designer to be transferred to a shop is minimal. The main key to this business model is to provide customers with affordable fashion at lightning speed. Towards this goal, H&M follows a unique business model in which it does not produce any of its products in-house, but rather outsources production to many developing countries (Bonilla et al., 2019).
H&M, which originated in Sweden, has increased its market share by 0.5% in the last nine years, from 0.9% in 2008 to 1.4% in 2017, and its market share is on an upward trend every year (RIAÑO, 2020). Furthermore, H&M is expanding its commercial footprint, opening shops and distributors around the world, benefiting from its fast-fashion based outsourcing strategy.

[bookmark: _Toc58961839]3.4.2 Market Development

As for market development, H&M's first strategy is to enter different geographical markets first, so that it can capture the market territory, expand its user base and occupy labour resources, which can be achieved in two ways (Deeny, 2020). The first way is to enter new markets where the company has not yet opened a shop. The second strategy is to establish new points of sale in markets already entered or served, thus increasing access to consumers. When H&M enters a new market, a lot of marketing is spent to raise awareness among consumers. Such marketing exists in physical retail and also online sales in various countries as a new distribution channel. H&M has also created different pricing policies to target specific market segments. These include low-cost products for specific social segments or high-end products. Each market development plan plays an important role in the success of the organisation (Ha, 2018){Ha, 2018 #10}.

[bookmark: _Toc58961840]3.4.3 Product Development

For a fast fashion company such as H & M, it is extremely important to develop new products and to have a grasp of fashion style, and H & M does this in several ways. The first strategy is to constantly create new products, all of which are based on user preferences and the latest fashion trends, including new designs and colours, accompanied by a massive marketing campaign to promote these new designs (Abaño, 2020). The second strategy is consumer feedback-based design, in other words customer-centric design, where each new design is based on customer feedback, consumer needs and market trends. In this way, existing products can be improved as they should be and designers can design drafts based on market preferences and the real needs of customers, reflecting due customer care (H&M, 2020).

[bookmark: _Toc58961841]3.4.4 Diversification

H&M has also employed certain strategies to maintain the company's high growth in order to meet the increasing demand of consumers and to cope with the decline in sales generated by people's aesthetic fatigue (Segura, 2020). Firstly, unlike many uniformed fast fashion companies, H&M has developed a segmentation strategy, focusing on multiple segments to address different incomes, genders, styles, sizes or categories (e.g. beauty, homeware). H&M has several sub-brands, each with different current customers and market segments, for example, the Weekday brand is a fashion brand focused on fashion influenced by youth culture and street style (Weekday, 2020). And the second strategy is to decorate the style brand uniformly and differentiate it from the other brands (DECORUM, 2020). All H&M shops are highly visible and their bright red logos always stand out in the most prominent locations in the mall or shopping area, which certainly creates a different effect for customers and this branding strategy makes the H&M brand easily recognisable everywhere.

[bookmark: _Toc58961842]3.5 Bowman’s Strategy Clock of H&M

Baumann's strategic clock focuses on defining market positioning in the face of competition. This is closely related to H&M's strategic deployment. The model's strategic clock involves a variety of factors such as low price, low value-added, monopoly pricing, concentrated differentiation and level of risk. Furthermore, Bowman's eight strategies show the challenges faced by different levels of product value including blending, price increases and [image: ]risk levels.

The hybrid strategy was adopted for the H&M Group's strategic choices, which allowed customers to perceive that they were buying products of high value at low prices. This strategy combines a cost leadership strategy with a product differentiation strategy. The objective of the hybrid strategy is to persuade consumers that there is good added value (Marci, 2020). This positioning strategy is difficult to achieve, but it is achieved very well in the operations of H&M, where customers often perceive that they are buying good value for money and H&M has tried this year to offer its customers a wide range of products at the lowest possible prices.
This strategy attempts to maximise consumer surplus at the expense of reducing profitability. This is in the best interest of the consumer. And the reason why this strategy has been adopted by H&M is because it has better sales than its competitors and can maintain attractive margins by reducing costs.

[bookmark: _Toc226471833][bookmark: _Toc58961843]4.0 Conclusion

[bookmark: _Toc58961844]4.1 Conclusion of PESTEL
[bookmark: _Toc226471840]
At the political level, H&M has to deal with unstable geopolitics, terrorism and stagnant trade, as well as the constraints of national regulations. Economically, Brexit has had an impact on its UK and European markets and is subject to economic volatility. From a social point of view, H&M is actively restoring shop openings and company operations in the post-epidemic era, while respecting local traditions and cultures in different societies. While the focus has shifted to technological factors, many efforts have been invested by H&M in developing clubs, rewards points and cooperation in third-party logistics, while H&M has made some breakthroughs in the supply chain, particularly in green supply chain management. On an environmental level, the reuse of renewable and recycled materials is an ongoing philosophy at H&M, and H&M has invested heavily in increasing the use of organic cotton, all for the betterment of our shared planet. Finally, regarding the legal factor, H&M has encountered disputes over patented technology and copyrights, so it has increased its protection on a legal level and, in some legally sensitive countries, it has also increased its legal input to maintain overall operational stability.

[bookmark: _Toc58961845]4.2 Conclusion of SWOT 

The results of the SWOT analysis show that a formidable and dynamic competitive advantage has been created for H&M, making it the leader in the fashion retail market. However, a few weaknesses remain, and the company has made up for them in the course of its business, learning from its mistakes, facing problems with an open mind, and making wise decisions.

[bookmark: _Toc226471841][bookmark: _Toc58961846]5.0 Recommendations

[bookmark: _Toc58961847]5.1 Customer care 

Customer care employees (CCEs) are a completely new concept that offers a new and powerful service concept for the target customer. This approach is achieved by providing a service to numerous customers, from which patterns can be seen in underserved and underserved needs (Malhotra, Arvind, et al, 2020). Firstly, to provide a new world of customer care, H&M should continue to promote its products based on the principle of low and affordable prices, for example through advertising to attract customers, including the celebrity strategy mentioned above, so that H&M's product information is pushed to more households. Secondly, sales should be made through multiple channels, with chain shops and other models being developed on the basis of the supply chain and multiple shops already in place, which can also be combined with the development of e-commerce and the strengthening of new marketing models such as online shopping, mail order and catalogue sales around the world.
Meanwhile, in order to strengthen ties with customers, when opening a new chain shop or directly-managed shop, H&M and its team should take into account local decorating styles, consumer habits, clothing styles, etc., as well as strengthening legal awareness in order to avoid legal disputes and problems. When choosing a location, a densely populated downtown area with high spending power is the first choice, because of the high volume of commercial activity and traffic, thus capturing the attention of mobile customers and prompting them to buy our products and ensure a certain amount of turnover.
H&M companies should adopt a membership-based approach to maintain good relations with their target and potential target customers. In the most heavily trafficked and highly visible streets, which are heavily influenced by traffic flow and accessibility, the use of open-air advertising should be increased to increase brand awareness and enable more people to buy what they need close to home. H&M should focus more on the fitting rooms when decorating the environment, as this is where customers make most of their purchases and a clean, tidy, and spacious, bright fitting room will contribute to the overall strategy.

[bookmark: _Toc58961848]5.2 Management 

First of all, the foregoing analysis suggests that H&M should further strengthen the management and planning of its suppliers, and that H&M has the same obligations and responsibilities towards the employees and customers employed by its suppliers and other partners, because, as a global company, the stability and reliability of its suppliers is crucial.
Besides, the early warning principle should be used in H&M's environmental work and future planning, as well as in preventive work related to the replacement of hazardous chemicals, including the replacement of organic cotton, which H&M is already doing, and much more. H&M strives to make efficient use of resources and to reduce waste wherever possible. By adopting new technologies, H&M can reduce its environmental impact by choosing the right materials and advanced production processes as part of its prevention efforts. H&M must continually review the company's purpose and strategy to reduce the company's negative impact on the climate (Javed et al., 2020).
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