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1. Introduction 

 

H&M, an abbreviation for Hennes & Mauritz, is a prominent 

and influential Swedish multinational fashion retailer that 

has established itself as a global leader in the fast-fashion 

industry. Founded in 1947 by Erling Persson in Västerås, 

Sweden, the brand has grown to become one of the most 

recognized and beloved names in the fashion world. 

H&M's mission revolves around making fashionable clothing and accessories accessible to a 

wide audience, regardless of age, gender, or personal style. The brand's overarching philosophy 

is to provide trendsetting fashion at affordable prices, allowing people to express their 

individuality and stay up to date with the latest styles without breaking the bank. 

Renowned for its rapid response to runway trends, H&M excels in capturing the essence of 

high fashion and making it accessible to the masses in a remarkably short period. This agility 

and ability to swiftly translate catwalk inspiration into affordable, ready-to-wear collections 

have earned H&M a devoted following among fashion enthusiasts and everyday consumers 

alike. 

What sets H&M apart is not just its ability to mimic high-end designs, but also its commitment 

to innovation and sustainability. The brand has consistently collaborated with renowned 

designers and celebrities, producing limited-edition collections that generate immense buzz 

and excitement in the fashion community. These collaborations have included partnerships 

with Karl Lagerfeld, Alexander Wang, Balmain, and many more, effectively blurring the line 

between high fashion and everyday wear. 

In recent years, H&M has also taken notable strides towards promoting sustainability and 

responsible fashion practices. The brand has implemented various initiatives to reduce its 

environmental footprint, such as promoting garment recycling through in-store drop-off points 

and using sustainable materials like organic cotton in their products. H&M's Conscious 

Collection exemplifies their dedication to ethical production, featuring pieces made from eco-

friendly fabrics and materials. 

With an extensive global presence encompassing numerous countries and continents, H&M 

has become a staple in the lives of millions. Its diverse range of offerings spans from women's, 

men's, and children's clothing to accessories, footwear, and even home goods. This 



comprehensive approach ensures that H&M caters to a broad spectrum of style preferences and 

needs. 

In conclusion, H&M has emerged as a powerhouse in the fashion industry, seamlessly blending 

high fashion with accessibility and sustainability. Its ability to interpret and deliver the latest 

trends, combined with a commitment to ethical and responsible practices, has solidified its 

position as a go-to destination for those seeking affordable yet stylish clothing that aligns with 

contemporary values. 

1.1 Mission and Vision Of H&M 

H&M's mission statement is to offer fashion and quality at the best price in a sustainable way. This 

reflects the brand's commitment to providing stylish and affordable clothing while also promoting 

sustainable practices in the fashion industry. 

Unfortunately, H&M's official vision statement isn't widely available, but their actions and initiatives 

indicate a focus on continuously innovating and evolving in the fashion landscape, all while 

emphasizing responsible and sustainable practices. 

1.2 Communication Channels at H&M 

H&M employs a variety of communication channels to interact with its customers and 

stakeholders. Some of the key communication channels used by H&M include: 

Physical Stores: H&M's brick-and-mortar stores serve as primary touchpoints for customers to 

experience the brand in person. These stores offer a direct and personal interaction between 

customers and the brand's products. 

Online Store: H&M's official website serves as an e-commerce platform, allowing customers 

to browse and purchase products online. The website also provides information about the 

brand, its collections, and sustainability initiatives. 

Social Media: H&M maintains active profiles on popular social media platforms such as 

Instagram, Facebook, Twitter, and Pinterest. These platforms are used to share images, videos, 

promotions, fashion inspiration, and engage with customers through comments and direct 

messages. 

Email Marketing: H&M communicates with its customers through email newsletters, 

informing them about new collections, special promotions, and events. This channel helps keep 

customers informed and engaged. 



Mobile App: H&M has a mobile app that provides users with a convenient way to shop, receive 

personalized recommendations, and stay updated on the latest trends and releases. 

Customer Service: H&M offers customer support through various channels, including phone, 

email, and live chat. This enables customers to seek assistance with their inquiries, orders, and 

concerns. 

Press Releases: H&M shares important announcements, updates, and information about 

collaborations through press releases, allowing the media and customers to stay informed about 

the brand's activities. 

In-Store Signage: Physical stores use signage and displays to communicate promotions, new 

arrivals, and information about the brand's sustainability efforts. 

Advertising Campaigns: H&M runs advertising campaigns through various mediums such as 

TV, print, online banners, and social media ads to reach a wider audience and promote their 

products. 

Sustainability Reports: H&M communicates its sustainability efforts and progress through 

annual sustainability reports, highlighting initiatives related to ethical sourcing, environmental 

impact, and more. 

Events and Partnerships: H&M collaborates with designers, celebrities, and organizations on 

events and partnerships. These collaborations often generate buzz and media coverage, 

expanding the brand's reach. 

1.3 Integrated Marketing Communication and Tools Used At H&M 

 



Integrated Marketing Communication (IMC) refers to the strategic coordination and integration 

of various marketing communication channels and tools to convey a consistent brand message 

to target audiences. H&M utilizes a range of IMC tools to effectively reach and engage its 

customers. Some of the IMC tools used by H&M include: 

Advertising: H&M employs advertising campaigns across multiple channels, including 

television, print media, online banners, and social media ads. These campaigns showcase the 

brand's latest collections, promotions, and collaborations. 

Social Media: H&M maintains active profiles on platforms like Instagram, Facebook, Twitter, 

and Pinterest. They share visually appealing content, such as images, videos, and stories, to 

engage and connect with their audience. Social media also enables real-time interaction with 

customers. 

Content Marketing: H&M creates valuable and relevant content related to fashion trends, 

styling tips, and sustainability on their website and blog. This content helps position the brand 

as an authority in the fashion industry. 

Email Marketing: Through email newsletters, H&M keeps customers informed about new 

arrivals, special offers, and events. Personalized emails cater to individual preferences and 

shopping habits, enhancing customer engagement. 

In-Store Experience: H&M ensures that its physical stores provide a cohesive brand 

experience. In-store signage, displays, and visual merchandising communicate the latest 

collections and promotions, enhancing the customer's journey. 

Mobile App: The H&M mobile app serves as a personalized shopping experience, offering 

recommendations based on user preferences and past purchases. It also notifies users about 

promotions and new arrivals. 

Public Relations: H&M collaborates with designers, celebrities, and partners to create 

buzzworthy events and collaborations. These partnerships garner media coverage and generate 

excitement among customers. 

Sustainability Initiatives: H&M emphasizes its commitment to sustainability through various 

channels. This includes publishing sustainability reports, communicating eco-friendly 

initiatives in-store, and featuring sustainable collections. 



Interactive Campaigns: H&M engages customers with interactive campaigns, such as 

contests and challenges on social media, encouraging user-generated content and participation. 

Brick-and-Mortar Events: H&M organizes in-store events, such as launch parties for new 

collections or sustainability initiatives, which foster a sense of community and loyalty among 

customers. 

Customer Service: Positive customer service experiences contribute to brand loyalty. H&M's 

customer service channels, including phone, email, and live chat, provide assistance and 

resolve queries. 

Loyalty Programs: H&M's loyalty program rewards frequent shoppers with exclusive 

discounts, early access to sales, and personalized offers, encouraging repeat business.  



2. Branding 

 

H&M, originally named Hennes, was founded in 

1947 in Västerås, Sweden. The brand's initial 

focus was on women's clothing, offering stylish 

and affordable options. In 1968, the company 

acquired the hunting and fishing equipment 

retailer Mauritz Widforss, which led to the 

expansion of its product offerings to include 

menswear. This merger also resulted in the name 

change to Hennes & Mauritz, or H&M. 

One of the key elements of H&M's branding is its commitment to providing fashionable 

clothing at affordable prices. The brand has positioned itself as a trendsetter, offering a wide 

variety of styles that cater to different tastes and preferences. By maintaining a rapid production 

cycle, H&M can quickly respond to fashion trends and provide new designs to its customers, 

reinforcing its image as a trendy and up-to-date brand. 

To maintain its appeal, H&M frequently collaborates with prominent designers, celebrities, and 

fashion houses. These collaborations generate excitement and buzz around the brand, making 

it seem more exclusive and high-end, despite its affordable price point. High-profile 

collaborations, such as those with Karl Lagerfeld, Versace, and Balmain, have helped H&M 

establish itself as a brand that offers accessible luxury. 

In recent years, H&M has also placed a strong emphasis on sustainability as part of its branding 

strategy. The fast fashion industry has faced criticism for its environmental impact, and H&M 

has responded by introducing initiatives to reduce its ecological footprint. The brand has 

introduced collections made from sustainable materials, launched recycling programs to 

encourage customers to donate old clothing, and set goals to use 100% sustainable or recycled 

materials by a certain year. 

By integrating sustainability into its branding, H&M aims to resonate with environmentally 

conscious consumers and position itself as a responsible and forward-thinking company. This 

move aligns with changing consumer preferences and the growing importance of ethical and 

eco-friendly practices in the fashion industry. 



In conclusion, H&M's branding revolves around offering fashionable and affordable clothing 

through a fast fashion model. The brand's collaborations with designers and celebrities add an 

air of exclusivity, while its sustainability initiatives demonstrate a commitment to responsible 

practices. H&M's ability to adapt to changing trends, provide accessible style, and address 

environmental concerns has contributed to its enduring popularity in the fashion industry. 

2.1 Brand Equity 

H&M, a well-known fashion retailer, has strong brand equity. It's recognized for its trendy and 

affordable clothing, global presence, and active marketing strategies that appeal to a wide range 

of consumers. However, brand perceptions can change over time due to factors like trends, 

social and economic shifts, and competition. For the most recent insights, I recommend 

checking up-to-date market research or news sources. 

2.2 Kellers Brand Equity Model 

Kevin Lane Keller created the Customer-Based Brand Equity (CBBE) model, which is another 

name for the Keller brand equity model. It highlights how crucial consumer perceptions and 

attitudes are to creating a powerful brand. The model entails four crucial steps: 

Brand Identity: Establishing a clear and unique brand identity that includes brand salience, 

which is how easily and often consumers think of the brand. 

Brand Meaning: Creating positive brand associations by focusing on attributes, benefits, and 

brand values that resonate with consumers. 

Brand Response: Cultivating positive consumer responses and attitudes towards the brand, 

including judgments about quality, credibility, and relevance. 

Brand Resonance: Achieving the highest level of brand loyalty and attachment, where 

customers have a strong emotional connection with the brand and become brand advocates. 

The CBBE model helps marketers understand how to shape and enhance brand perception, 

ultimately leading to increased customer loyalty and brand value. 

2.3 Advantages of Kellers Brand Equity Model For H&M  

Keller's Brand Equity Model offers several advantages for analysing the brand equity of H&M: 

Customer-Based Approach: Keller's model focuses on the perceptions and attitudes of 

customers towards the brand. This aligns well with understanding how H&M is perceived by 

its target audience. 



Building Blocks: The model's pyramid structure helps break down brand equity into specific 

components like brand awareness, brand associations, perceived quality, and brand loyalty. 

This facilitates a comprehensive assessment of H&M's brand strength. 

Sequential Process: The model suggests a sequential progression from brand awareness to 

brand resonance. This can guide H&M in creating a step-by-step strategy to enhance its brand 

equity. 

Measurable Metrics: The model provides tangible metrics like awareness levels, associations, 

and loyalty measures, making it easier to track changes in brand equity over time. 

Strategic Insights: By evaluating each level of the pyramid, H&M can gain insights into areas 

of improvement. For example, if brand awareness is low, the company can focus on increasing 

its visibility. 

Competitive Comparison: The model allows H&M to compare its brand equity with 

competitors using similar metrics, aiding in benchmarking, and identifying relative strengths 

and weaknesses. 

Long-Term Focus: Keller's model emphasizes building strong, lasting relationships with 

customers, which is crucial for sustaining H&M's success in the long run. 

Customizable: The model's flexibility enables H&M to adapt it to its specific industry, target 

audience, and business goals. 

Remember, while Keller's Brand Equity Model offers advantages, it's essential to consider its 

limitations and combine it with other models and strategies for a comprehensive analysis of 

H&M's brand equity. 

  



2.4 Disadvantages of Kellers Brand Equity Model For H&M 

Keller's Brand Equity Model focuses on four dimensions: brand awareness, brand associations, 

perceived quality, and brand loyalty. While it's a widely used framework, it might have some 

limitations when applied to H&M: 

Simplicity: Keller's model may oversimplify the complexities of a large and diverse brand like 

H&M, which offers a wide range of products, from clothing to accessories, across various 

demographics. 

Fashion Industry Challenges: The fashion industry is highly dynamic and trends change 

rapidly. Keller's model might not capture the fast-paced nature of this industry and the need for 

quick adjustments to stay relevant. 

Global Cultural Differences: H&M operates in various countries with distinct cultures. The 

model might not adequately account for how cultural nuances affect brand perception and 

loyalty. 

Digital Transformation: In today's digital age, online presence and social media play a crucial 

role. Keller's model may not fully address the impact of digital marketing and e-commerce on 

brand equity. 

Sustainability and Ethical Concerns: Consumers are becoming increasingly conscious of 

brands' ethical practices. Keller's model may not directly incorporate how H&M's efforts in 

sustainability and ethical sourcing influence brand equity. 

Competition and Differentiation: The model doesn't explicitly consider how H&M 

differentiates itself from competitors in a crowded market, which is vital for sustained brand 

equity. 

Short-Term vs. Long-Term Focus: The model might lean more towards measuring short-term 

brand effects rather than long-term strategic considerations. 

To fully assess H&M's brand equity, a combination of Keller's model along with industry-

specific insights and a broader understanding of contemporary marketing strategies would be 

more comprehensive. 

  



3. CUSTOMER JOURNEY MAPPING  

 

Awareness: 

Customer becomes aware of H&M through advertising, social media, word of mouth, or 

physical store presence. 

Research: 

Customer research H&M's offerings, including clothing styles, prices, and store locations, 

either online or by visiting a physical store. 

Consideration: 

Customer evaluates whether H&M's products align with their fashion preferences and budget. 

Purchase: 

Customer decides to make a purchase and chooses the items they want to buy. 

They can purchase in-store or online through H&M's website or app. 

Checkout: 

If purchasing online, the customer adds items to their cart, provides shipping and payment 

details, and confirms the order. 

Payment: 

Customer makes the payment using preferred payment methods like credit/debit card, mobile 

wallets, or other options. 

Delivery/Pickup: 

If ordered online, the customer awaits delivery of their items. They may track the shipment. 



Alternatively, if the customer chose in-store pickup, they visit the store to collect their items. 

Unboxing/In-Store Experience: 

The customer opens the package or visits the store to try on and examine the purchased items. 

Usage: 

Customer wears the clothing and enjoys the products they purchased. 

Post-Purchase Engagement: 

H&M may engage with the customer through email or app notifications, informing them of 

upcoming sales, new arrivals, or personalized recommendations. 

Feedback: 

The customer may leave reviews or provide feedback on their experience with the purchased 

products or overall shopping journey. 

Loyalty and Repeat Purchase: 

If satisfied, the customer may become a loyal shopper, returning to H&M for future purchases. 

Returns/Exchanges: 

If dissatisfied, the customer may need to initiate returns or exchanges, either online or at a 

physical store. 

Customer Service: 

Customer may reach out to H&M's customer service for assistance with orders, returns, or other 

inquiries. 

Continued Engagement: 

H&M continues to engage the customer through marketing campaigns, promotions, and 

personalized offers to maintain their interest and loyalty. 

Remember, each customer's journey can vary, and this map provides a general overview of the 

touchpoints and stages involved in the H&M customer experience. 

3.1 Different Types Of Customer Journey Used By H&M 

In-Store Shopping: Customers visit physical stores to browse and purchase clothing items. 

Online Shopping: Customers browse and buy products through H&M's website or app, 

benefiting from a wider range of options and convenient delivery. 

Click and Collect: Customers order online and pick up their purchases in a nearby store. 

Mobile App Experience: H&M's mobile app offers personalized recommendations, easy 

shopping, and exclusive deals. 

Membership Programs: Loyalty programs offer discounts, rewards, and early access to sales. 



Social Media Engagement: H&M engages customers through social media with fashion 

inspiration, style tips, and interactive content. 

Virtual Fitting Rooms: Some H&M stores offer virtual try-on experiences where customers 

can see how clothes fit using augmented reality technology. 

These journeys aim to provide seamless, personalized experiences across various touchpoints, 

catering to different customer preferences and needs. 

3.2 Advantages of Customer Journey Mapping 

Insight into Customer Experience: Mapping the customer journey helps identify touchpoints 

and interactions customers have with the brand, highlighting pain points and areas of delight. 

Enhanced Customer-Centric Approach: It allows H&M to understand the customer's 

perspective, enabling them to tailor their products, services, and communication to better meet 

customer needs. 

Process Improvement: By visualizing the journey, H&M can pinpoint bottlenecks, 

inefficiencies, or gaps in the customer experience and work to streamline processes. 

Informed Decision-Making: The map provides data-driven insights, helping H&M make 

informed decisions about resource allocation, marketing strategies, and investment in specific 

touchpoints. 

Consistency Across Channels: It helps ensure a consistent experience across various 

channels, such as in-store, online, mobile app, and social media, creating a cohesive brand 

image. 

Employee Training and Alignment: Customer journey maps can aid in employee training by 

providing a clear understanding of customer interactions and expectations, leading to improved 

customer service. 

Innovation Opportunities: Identifying pain points presents opportunities for innovation and 

differentiation, allowing H&M to create unique solutions that stand out in the market. 

Long-Term Relationship Building: A well-mapped journey can help build long-term 

relationships with customers, fostering loyalty and repeat business. 

Tracking Changes Over Time: Regularly updating the map lets H&M monitor changes in 

customer behaviour, adapt to market trends, and stay relevant. 



Collaboration and Communication: It serves as a visual tool that fosters collaboration among 

different departments, aligning everyone towards a common goal of enhancing customer 

experience. 

Remember, the effectiveness of customer journey mapping depends on the accuracy of data 

and the commitment to acting on the insights gained from the mapping process. 

3.3 Disadvantages of Customer Journey Mapping 

Complexity: H&M serves a wide range of customer segments and has a diverse product 

portfolio. Mapping every possible journey might become complex and time-consuming. 

Inaccuracy: Customer journeys are based on assumptions and generalizations. Actual 

individual experiences might vary significantly, leading to inaccuracies in the mapped 

journeys. 

Resource Intensive: Creating accurate customer journey maps requires extensive research, data 

collection, and analysis. This can consume resources and time that might not be readily 

available. 

Limited Perspective: Customer journey maps are often created from the company's viewpoint, 

which might not capture the true emotions and experiences of customers at different 

touchpoints. 

Static Representation: Customer journey maps are typically snapshots of a moment in time. 

They might not account for changes in customer behavior, market trends, or the company's 

strategies. 

Data Privacy Concerns: Collecting data to create accurate maps could raise privacy concerns 

if not handled appropriately, potentially damaging the company's reputation. 

Resistance to Change: Employees might resist changes suggested by customer journey maps, 

viewing them as an outsider's perspective that doesn't consider practical constraints. 

Lack of Action: Unless the insights from journey maps lead to actionable changes, they might 

not provide a meaningful return on investment. 

Remember, these disadvantages are not unique to H&M but could apply to any company 

implementing customer journey mapping. 



4. Total Engagement Model 

H&M's customer value proposition includes trendy and affordable fashion, a wide range of 

clothing styles, and a fast-paced turnover of collections to stay current with the latest trends. 

They offer a combination of fashion-forward designs and affordability, making it appealing to 

a broad audience seeking stylish clothing options. 

5. Recommendation and Conclusion 

Certainly, H&M is a well-known fashion brand that offers affordable and trendy clothing 

options. Their wide range of products appeals to various demographics and fashion 

preferences. However, like any brand, there are both positive and negative aspects to consider. 

Recommendation: If you're looking for budget-friendly and stylish clothing, H&M can be a 

good choice. Their frequent collaborations with designers and sustainability efforts might also 

align with your values. 

Conclusion: In conclusion, H&M is a popular brand with a diverse selection of clothing. Keep 

in mind factors such as quality, ethical considerations, and personal style when making your 

purchasing decision. 
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