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[bookmark: _heading=h.awlpmqqabp08]This report reviewed the scenario of H&M in the Indian denim market and suggested ideas to bolster their competitive edge. The particular focus is given on the operational aspect of H&M in the competitive Indian market. The Indian denim market offers considerable potential for the companies of H&M in adopting a differentiation strategy to capitalize on this opportunity. In this regard, PESTEL analysis has been performed that provided a detailed insight into the macro environment affecting the business of H&M in the Indian context, followed by SWOT and VRIO analysis helping to assess the internal environment. The benefits of circular economy projects generate sustainable competitive advantages that rival companies struggle to duplicate. Strategic choices and ways of implementation are then discussed in depth. Strategic goals of H&M are backed by a business model that includes agile product development, global sourcing, economies of scale and omnichannel selling, in which the integration of RFID technology helps to maintain flexible accessibility of its products to meet the consumer trends. The last section of the study has included a reflective account with the use of the Gibbs' reflective cycle. 
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[bookmark: _Toc236916727]Section 1: Report
[bookmark: _Toc236916728]1. Organisational Context and Overview 
[bookmark: _heading=h.4yqesx1lf9lk][bookmark: _Toc236916729]1.1 Organisational summary of H&M
As one of the leading Swedish companies, H&M (Hennes & Mauritz AB), was founded by Erling Persson in 1947 in the town of Västerås, Sweden, especially as a womenswear store. In the recent age, H&M is also leading with the companies which are recognised as the largest fast-fashion retailers in the world and operating its business in over 70 physical markets and in 60 online markets (Statista, 2026a). It was founded as Hennes but was extended to men’s and children’s clothing when it acquired Mauritz Widforss in 1968 and became Hennes & Mauritz (H&M) (H&M Group, 2026a). As one of the fast fashion business models, H&M’s core mission is to “liberate fashion for the many”, along with its vision to “lead the change towards circular and renewable fashion while maintaining its accessibility and availability” (H&M Group, 2026a; H&M Group, 2025). 
[bookmark: _heading=h.5exp1rpxmzwl][bookmark: _Toc236916730]1.2 The industry in which H&M operating its business in India
H&M debuted in India in 2015, with its first flagship store in New Delhi. Since then, it expanded in the country with its 66 stores across 30 cities as well as online reach via its website and major e-commerce platforms (India Retailing, 2025). The study will provide particular focus towards H&M’s Denim Jeans collection, which targets the fashion-forward market along with affordable and eco-friendly clothing. The rapid growth of the Indian apparel market is influenced by the swift urbanisation, e-commerce and a youthful consumer base. Revenue of this particular market is projected to reach US$115.00bn in this year (2026). It is further estimated to grow at 3.11% CAGR in between 2026-2030 (Statista, 2026b). In this regard, along with its flagship stores, the company made a strong partnership with e-commerce (Indian Retailer, 2026). However, with the strong heritage of leading denim brands like Levi’s and Pepe Jeans, the Indian denim market has been experiencing an explosive growth that is estimated to reach US $9.15 billion by 2026 (Sharma,2024). Thus, the situation is influencing continued product innovation and localisation to strengthen H&M’s competitive advantage in the Indian market.

[bookmark: _Toc236916731]2. External and Internal Analysis 
[bookmark: _heading=h.kk3rust2vrbb][bookmark: _Toc236916732]2.1 External environment analysis using PESTEL 
The chosen product category of the denim jeans segment comes under the wider clothing division of H&M, in which the brand is competing in the Indian premium mass-market segments, focusing on urban middle consumers through its omnichannel retail strategy. 
Political factor: The political landscape in India is relatively stable, which helps in attracting foreign investment and promoting industrial growth, thus providing a conducive environment for H&M's expansion. The Government allows 100% Foreign Direct Investment (FDI) in single-brand retail, which will help H&M expand its retail network and omnichannel business (PIB, 2019). Furthermore, the Make in India, PM MITRA Parks, and Production Linked Incentive (PLI) scheme boosts competitiveness of the textile industry, thereby attracting foreign investments. India's textile and apparel sector accounts for around 2% of the country's GDP, 10% of industrial output and 8.21% of its exports (Statista, 2026b; PIB, 2025). This market is expected to grow to US$115 billion by 2026 (Statista, 2026b). Such scopes can provide opportunities for H&M to enhance local sourcing and lower procurement costs. However, Narang (2026) argued that changing customs duties, labour laws, sustainability demands and geopolitical risks could make compliance more complicated and supply chain riskier. 
Economic: The robust economic growth of India poses a great opportunity to the Denim Jeans business of H&M. With the rapid rate of urbanisation, a rising middle class and an increase in disposable income, the economy of the country is projected to grow by 6.6% in FY2027 (World Bank, 2026). This has led to the growing size of the fashion industry in India, which has boosted the demand for apparel in the country, while the denim industry accounted for 2.9% of the global denim industry in 2025 and is projected to reach US$9.15 billion by 2026 (Sharma, 2024; Grand View Research, 2026). On the contrary, inflation continues to cut into H&M's bottom line (4.38% in 2026) and consumers' budgets, along with the volatility of exchange rates and raw-material prices (Reuters, 2026). 
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[bookmark: _heading=h.mwj4k7ooeh42]Figure 1: Indian denim jeans market
(Source: Grand View Research, 2026)
Social: One of the youngest populations in the world with growing fashion consciousness, a high preference towards the western casual wear has been followed in India (Sharma, 2024). Among urban peoples, denim jeans are now a part of the essentials within their wardrobe due to their versatility and adaptability to modern life (Sharma, 2024). This aspect is also influenced by the high adoption rate of digital technologies and social media platforms which establishes a strong base for the highly recognised brand and lifestyle alignment regarding their clothing design. In addition, Zhao et al. (2021) found that attitudes and perceptions of Indian consumers are shifting in the recent age. Thus, the government research data revealed that there is an increasing demand for sustainable textiles and recycled clothes in the country which is highlighted by the demand for reused and retailed products estimated as Rs.37,000/- crores in 2024 (PIB, 2026a). However, this shows a long-term growth potential for H&M’s circular denim industry in accordance with the Jeans Redesign project of the company.
Technological: Dutta and Sandhane (2022) stated that the speed of the digital revolution has dramatically transformed the retail landscape in the apparel business in India, in which the rapid adoption of smartphones, digital payments opportunities and a new trend of omnichannel shopping have been driving online fashion purchases. In this regard, H&M has solidified its competitive position by combining physical retail with digital channels, allowing the brand to offer click and collect services, personalised recommendations and seamless shopping experiences (Retail Insight Network, 2019). In addition, the evolution of AI-driven technologies and data-driven stock management further enhance demand forecasting, minimizing stock waste and helping brands to respond towards the fast-fashion aspect. However, technological progress also influences intense competition with the existing giants which are already leveraging the power of digital investments to its business.
Legal factor: India has comprehensive laws for consumer protection, product labelling, taxation, labour laws and environmental compliance, in which H&M needs to meet these regulations and fulfil an ever-tightening international sustainability reporting framework that affects its activities worldwide. On the contrary, while strong adherence provides consumers’ confidence, it adds to the administrative burden, whereas tax changes that impact the prices of denim apparel can impact demand for mid-priced denim and make domestic brands more attractive (Kalra, 2025). 
Environmental: Sustainability is one of the strategic goals for regulators and customers in the denim segment of the fashion industry, which uses a significant quantity of chemicals in its processes and consumes a vast amount of energy in its operation. In this regard, H&M has made a great step towards its sustainability goals where 89% of materials being recycled or sustainably sourced in 2024, including its compliance with The Jeans Redesign guidelines for a minimum of 20% recycled content that generally comes from either production waste or waste from used textiles (H&M Group, 2025; H&M Group, 2026c). These efforts reinforce H&M's brand image and their growing market appeal of fashion with a conscience in India. Furthermore, the increasing policy focus on circular textiles and recycling in India can open new pathways for H&M's garment collection programs as well as for sustainable denims (Press Information Bureau, 2026b).
[bookmark: _heading=h.d20mrhbixfw9][bookmark: _Toc236916733]2.2 Assess the organisation’s internal environment using VRIO
As defined by Alifia and Dalimunthe (2024), the VRIO framework is used to determine the sustained competitive advantage that H&M have over the Indian Denim Market. This is based on the four elements, such as Value, Rarity, Imitability and Organisation. 
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[bookmark: _heading=h.j3g0uxcuz2tu]Figure 2: VRIO framework
(Source: Messineo, 2026)
Value: H&M's strong brand equity captivating the young Indian as well as the fashion-conscious consumers who are looking for affordable international fashion trends. Due to its reputation for contemporary design and competitive pricing, the brand is likely to attract and retain more customers, thereby boosting its market share. This aspect is highlighted through the global net sales of the H&M Group amounted to about 228 billion Swedish kronor in 2025 (Statista, 2026c). Since its journey in India from 2015, H&M has developed 66 stores in 30 cities and strengthened its online platforms, including HM.com, Myntra and Ajio which influenced its reach to shoppers in hundreds of towns across India (India Retailing, 2025). However, the annual report of the company also highlighted that the brand equity does not give an advantage over the competition, it only gives parity while global players are playing an important role to increase its competition (Xie and Yang, 2023; H&M Group, 2026d). 
Rarity: Instead of owning manufacturing facilities, H&M is working with about 554 commercial product suppliers worldwide, in which omnichannel hubs for both customer experience and order fulfilment is recognised as the hybrid business model that H&M implemented in India (H&M Group, 2026b; India Retailing, 2025). This aspect helps the brand quickly adapt to new consumer preferences as well as provide high accessibility in the diverse market base. However, the company's focus on sustainability and ethical production practices can also be considered as rare in the fast fashion industry, making the brand temporarily competitive. India has a detailed consumer protection, product labelling, tax laws, labour laws and environmental compliance (BK et al., 2026). It is, therefore, essential for H&M to comply with the laws and regulations and meet an increasingly restrictive international sustainability reporting system that has an impact on its operations across the globe (Akther, 2025). Quite to the contrary, although high compliance gives the consumers’ confidence, it further increases the administrative load, and tax adjustments that affect the prices of denim clothing may influence the demand of the middle-priced denim garments and make the domestic brands more appealing.
Imitability: regardless of H&M's long-standing supplier relationship and its innovative business model which aims to deliver simple and modern fashion at best price, distinctive ability has been followed within its denim innovation with sustainability focused approach. As reported, 89% of the company's total materials used in 2024 were recycled or sustainably sourced, with 29.5% of that total being recycled materials (H&M Group, 2025). While competitors are also pursuing similar strategies, H&M's long-term investment, supplier relationships and circular fashion programmes provides the brand a greater source of competitive advantage as it is relatively hard to imitate (Akther, 2025).
Organisation: As per the findings of ZHANG (2024), H&M is well placed to take advantage of these resources, with its omnichannel approach, sophisticated use of digital platforms, inventory management system and its decentralised sourcing system. These capabilities help H&M to stay agile in understanding the consumer preferences, optimize operations and bolster its market leadership to compete in the price-sensitive market of India. However, the ongoing localisation and product development are still essential to make these useful resources into a long-term competitive edge over smarter domestic and international competitors (World Bank, 2026). 
[bookmark: _heading=h.q6w9gw7wlqbc][bookmark: _Toc236916734]2.3 SWOT analysis of the organisation in India
	Strength 
· Strong omnichannel presence with high recognition.
· Sustainability focus business model (H&M Group, 2025)
· Accessibility and affordability.
· Global sourcing (H&M Group, 2026b)
	Weaknesses 
· Limited localisation of its product portfolio (Fortune India, 2026)
· High dependency on global sourcing
· Premium pricing compared to domestic brands

	Opportunities 
· Rapid growth of the Indian denim market, reaching to USD 1.2 Billion in 2025 (IMARC Group, 2026)
· Rapid consciousness towards sustainable fashion
· Growth of digital selling proportion
· Rising urbanisation and eco-conscious initiatives like Loop (H&M Foundation, 2025)
	Threats
· Intense competition from Zara, Uniqlo, Levi' and others (Saraswathy, 2024)
· Financial uncertainty and geo-political issues (Reuters, 2026)
· Rapid evaluation of policies
· Climate-based supply-chain disruptions


Table 1: SWOT Analysis
(Source: Self-Developed)
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[bookmark: _heading=h.xuqavjhbcyry]Figure 3: Indian Denim Market forecast
(Source: IMARC Group, 2026)
From the SWOT analysis, it has been evaluated that the external competitive pressure in India is high for H&M’s clothing segment in which the existence of global and domestic denim jeans brands also influencing its pressure in the Indian context.  Regarding the internal capabilities of the company, the greatest assets of H&M are its well-known brand, its global supply chain and its efforts to give customers a price they can afford. Therefore, to grab the growing denim segment of the country, which is expected to reach USD 1.9 Billion by 2034, effective collaboration with the online business platforms is essential (IMARC Group, 2026). Collaborating with Myntra, Ajio and Jabong would help H&M to focus on price-conscious middle-income consumers. It will also allow it to compete directly with competitive brands like Zara, Levi's, Indian Terrain, Killer and Spykar. Furthermore, it focuses towards the in-store garment collecting program such as LOOP helps to comply with its Jeans Redesign project for recycled and sustainable sourced materials. It strengthens brand image among the environmentally conscious Indian customers and sustains its competitive edge in the future. 
On the contrary, the weakness of H&M limits their efforts to gain maximum market share in which global designs and fittings of the clothes are too generic which create hurdles to cope with different body types, local demands and fashion tastes (Fortune India, 2026). In addition, the existence of giant brands like Uniqlo, Spykar and Levi’ have gained more popularity in the denim jeans segment of India due to their branded products with the similar pricing strategy of H&M which drops the sales rates of the company by 40% in 2023 (Saraswathy, 2024). 
However, there are huge opportunities for H&M to enhance their clothing business by particularly focusing on the denim segment by leveraging the rising urbanization and the rapid growth of e-commerce. Improved customer satisfaction and repeat purchases can be achieved through product design localisation, sustainable collections, and digital personalisation (Fortune India, 2026). However, these opportunities might be offset by high competition, inflationary pressures and climate change issues in the value chain (Reuters, 2026). Thus, it is essential for H&M to strengthen its localisation and sustainability-driven approach that focuses on innovation of the product and the incorporation of digital features to grab India's fast-changing denim landscape.

[bookmark: _Toc236916735]3. Comprehensive and Holistic View of the Organisation
[bookmark: _Toc236916736]3.1 Corporate Social Responsibility (CSR) Strategy
CSR is at the heart of H&M's corporate strategy and contributes to the company's mission to build a more sustainable and circular fashion industry and make fashion accessible. In the Indian denim market, CSR builds customer loyalty and the brand's reputation, as well as fostering long-term competitiveness. In this view, Galica (2022) added that CSR has become an even more crucial image-building mechanism for fast-fashion brands, as ethical and sustainable practices are becoming more central in consumer values. H&M aligns its CSR initiatives with its business objectives by way of responsible sourcing, circular fashion and environmental sustainability. In 2025, H&M Group donated 24,000 tonnes of unwanted textiles globally in accordance with the company's actions to reduce waste and textile recycling (H&M Group, 2026d). Such projects improve customer engagement and cut down on the environment's footprint. By incorporating sustainability into their operations, fast-fashion companies can gain environmental and business advantages (Tomaszewska, 2021). 
An additional key part of H&M's CSR efforts is sustainable supply chain management. López et al. (2022) documented the impacts of digital value chain restructuring on enhanced supplier transparency and operational efficiencies, while H&M engaging in sustainable sourcing and collaborative efforts with suppliers in Bangladesh. Moreover, employee development via continuous training is crucial for innovation and the qualification of customer service, while ethical leadership can play a significant role in environmental governance, especially in water management (Tolstoy et al., 2023). Despite all these efforts, H&M has still received backlash from greenwashing and sourcing controversies. Transparency needs to be invested in to better sustain stakeholder trust. On the contrary, Mani et al. (2022) illustrated how sourcing disputes with cotton generated reputational issues. Hence, CSR must remain continuously growing as tangible results of sustainability and through transparent reporting. As stated by Goyal (2025), CSR is no longer an ethical responsibility in current times, but a vital necessity to be a part of the strategy.
[bookmark: _Toc236916737]3.2 Balanced Scorecard Analysis
The Balanced Scorecard is a framework that allows H&M to assess performance in 4 dimensions.
	Perspective
	Objectives
	KPIs
	Targets
	Initiatives

	Financial
	Increase profit
	Margin, sales
	+10% margin
	AI forecasting

	Customer
	Improve satisfaction
	CSAT, NPS
	CSAT >85%
	Personalisation

	Internal Processes
	Improve efficiency
	Inventory, suppliers
	Accuracy >95%
	RFID, recycling

	Learning & Growth
	Build skills
	Training, engagement
	30 hrs/year
	Staff development


Table 2: H&M Balanced Scorecard
(Source: Self-Developed)
Financial Perspective: H&M wants to work towards sustainable profitability, leverage inventory efficiency and digital sales and operational cost management. AI-driven demand forecasting and supply chain optimisation contribute to these goals (Bafna, 2023). Relevant KPIs are operating margin, digital sales growth, and inventory turnover.
Customer Perspective: Satisfying customers is still crucial for India's competitive fashion market. Rezaei (2025) demonstrated how personalisation enhances the online shopping experience using the power of AI, augmented reality and big data. Some of the important KPIs are customer satisfaction, repeat purchasing rates, Net Promoter Score, and online conversion rate.
Internal Business Process Perspective: Álvarez (2023) states that RFID technology, supplier collaboration and sustainable production can improve operational efficiency for H&M. Examples of relevant key performance indicators are supplier compliance, inventory accuracy and Order Fulfilment time.
Learning and Growth Perspective: It is employee capability and innovation that will keep the business competitive in the long-term. Training employees as a continuous effort is crucial to ensure service quality (Wadia, 2022). Employee engagement, training hours, staff retention and implementation of innovation measures could be listed as KPIs.
[bookmark: _Toc236916738]3.3 Summary of Holistic Analysis
The Balanced Scorecard showed that the financial success of H&M is related to customer satisfaction, efficient operations and ongoing organisational learning. Based on the holistic analysis, H&M's competitive capabilities are found to be strong in regards to sustainability, digital transformation and responsible supply chain management. The Balanced Scorecard emphasizes the need for a financial scorecard in conjunction with customer satisfaction, operational excellence, and employee development; CSR initiatives build brand reputation. Nevertheless, rising localisation challenges and competitiveness have made it imperative for H&M to follow a stronger differentiation policy by combining sustainability with innovation through digital.

[bookmark: _Toc236916739]4. Strategic Choices and Implementation
[bookmark: _Toc236916740]4.1 Business-Level Strategic Choices
H&M is in a highly competitive fast fashion business which competes on price, innovation and sustainability. Porter's Generic Strategies indicate that H&M is presently in a hybrid stage, regarding its pricing point to be efficient and affordable, yet its fashion ability regarding the product design. Ullah (2021) asserts that the competitive edge of H&M does not only lie in low prices, but that they manage to balance it with sustainability. Given that global sourcing and economies of scale bode well for cost leadership, this is hard to sustain in the face of growing competition from other Indian brands in the market (López et al., 2022). Differentiation offers a better opportunity for longer-term potential. The main idea of circular economy business is to deliver more value than competition through business model innovation and digitalisation (Ly, 2021). Teece (2022) states that innovation and digital transformation are key for the creation of dynamic capabilities by the multinationals in order to ensure a continuous business cycle. Therefore, H&M needs to reinforce its differentiation strategy in terms of sustainable fashion, product localisation and digital customer experiences. This strategy would allow the company to better address evolving consumer preferences while maintaining a strong competitive position in India's growing denim market.
[bookmark: _Toc236916741]4.2 Evaluation of Strategic Options
H&M has multiple strategic alternatives, for example, market penetration, product development and differentiation to make a difference and increase its position in the Indian denim market. The Ansoff Matrix helps to assess these options. Market penetration is all about selling more denim items, targeting digital marketing platforms, loyalty programmes and omni-channelization. This is relatively low risk, but there is low potential for sustainable growth, as this segment is highly competitive with rival brands Zara, Levi's and domestic brands (Ullah, 2021). Product development offers more opportunities by launching specific denim collections that cater to Indian consumers. Supply chain flex is the ability to adapt rapidly to consumer preferences, which will aid fast-fashion companies in making fast decisions. Rezaei (2025) states that AI and big data can be used to enhance personalised products and the customer experience. Localised sizes, climate-friendly fabrics and eco denim options would thus better match the Indian consumer and improve customer loyalty. Sustainability, innovation and digital transformation are best realised by applying differentiation strategically. Likewise, Teece (2022) stated that a firm gains a competitive edge with changes in the market environment by inventing dynamic capabilities. H&M thus relies on responsible sourcing, digital retailing and circular fashion as a greater foundation for competitiveness than winning by price competition. For this, a product development strategy with differentiation would be the best strategic choice for H&M.
[bookmark: _Toc236916742]4.3 Recommended Strategy
In the Indian denim market, the strategy will be aligned with three priorities: localisation, sustainability and digital innovation. First, H&M requires to increase the range of Indian men's denims, which should fit on their part, colour and season accordingly. This will address one of the firm's primary weaknesses mentioned in the SWOT analysis, namely limited localisation. Secondly, the competitive advantage must also be sustainability in order to improve the collection of recycled denim, garment recycling programmes and responsible sourcing (Tanha, 2025). These initiatives would enhance H&M's CSR goals in addition to building customer trust. Thirdly, there will be greater investments required in AI-powered recommendations, virtual fitting technologies, and targeted digital marketing strategies. These will enhance customer interactions and drive sales growth online. The campaign also supports H&M's Mission to provide sustainable fashion to all and to enable H&M to have the ability to continue to be an innovator, grower, long-term improver, and not only a price competitor. Furthermore, increased sustainable differentiation will reduce competition among international and domestic fashion brands.
[bookmark: _Toc236916743]4.4 Strategy Implementation
It requires a combination of marketing, operations management, human resources and supply chain management efforts to achieve success. Regarding operations, H&M should have deeper relations with Indian suppliers, increase the localisation of the supplier and reduce the supply chain lead time. It is stated by Álvarez (2023) that AI forecasting and RFID inventory systems should keep optimising stock management and product availability. Such actions would lower the risks associated with holding stock, and promote better responsiveness to higher consumer demand. Digital campaigns, social media influencers and loyalty programmes addressing eco-minded shoppers should be used to market sustainable denim collections. Product transparency should also be enhanced and include disclosing information about recycled materials and ethical sourcing, thus deepening a consumer's trust (Galica, 2022). Combined with the skills and abilities of employees, that have to be trained, enhanced and developed continuously in sustainability and digital skills. Wadia (2022) underlines the significance of employee development in the provision of quality and performance of customer services. The success of implementing the clear performance indicators (level of customer satisfaction, suppliers compliance, re-using materials and digital sales growth) should be monitored using the Balanced Scorecard.
[bookmark: _Toc236916744]4.5 Implementation Challenges and Mitigation
There may be several factors that would impede implementation. The first way is being up against healthy foreign and local fashion houses that sell fashion products at an affordable price. Apart from the pricing strategies, there are better ways for H&M to fight this, such as a more sustainable product differentiation, better customer experience by digital channels and localised collections. Secondly, there may be interruptions in the supply chain and geographical factors to consider in sourcing and production. A strong supply chain network and digital supply chain monitoring improve operational resilience (López et al., 2022). It is also important to make the use of regional procurement sources a priority so that imports could be further reduced. Third, the very significant risk can also have direct consequences on consumers' confidence. Martin and Demren (2024) agreed that the transparency of sustainability reporting is of utmost importance to the stakeholders' trust. H&M therefore has a higher need for independent verification of statements on sustainability and transparency on sourcing, recycling performance and the environmental impacts. Finally, there is ongoing change in consumers' preferences, which means ongoing innovation. The implementation of AI in consumer analytics, customer feedback systems, and market research will enable H&M to remain competitive and responsive to evolving fashion trends.

[bookmark: _Toc236916745]5. Conclusion
The conclusion is that H&M has strong strategic capabilities by leveraging its brand and sustainability efforts and through their digital transformation. Competition in the Indian denim market has increased, which necessitates the firm to build up its differentiation strategy rather than a cost strategy only. Product localisation, sustainable innovation and innovative digital technologies are the most suitable means to improve the competitive advantage. With proper implementation, employee development and clear CSR action, the proposed solution will help H&M build a more loyal customer base, enhance operational efficiency and sustain its growth in the long run in India.
[bookmark: _Toc236916746]Section 2: Reflection
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Figure 4: Gibbs Reflective Cycle
(Source: RT, 2026)
[bookmark: _Toc236916747]1. Description
The focus of the assignment was to apply strategic approaches like PESTEL, VRIO, SWOT, Balanced Scorecard and Ansoff Matrix to analyse H&M's CSR and business-level strategic decisions. Academic research and company reports were also used to evaluate the internal capacity, external environment and strategic direction of the company using a critical lens. Evaluating my learning experience and identifying opportunities for future academic and professional growth used Gibbs' Reflective Cycle, which gave a logical and structured approach to the process (Galli and New, 2022).
[bookmark: _Toc236916748]2. Feelings
Initially, I was confident using strategic management theories in the assignment and not so sure about using more than one theory in the same framework of analysis. The initial difficulties in accessing academic literature and company publications arose from their diversity, specifically when it entered the sphere of sustainability, competitive edge and digital transformation. On the other hand, as I advanced my course, gaining more confidence and insights into how to apply theory in action to business decisions. My favourite was analysing H&M's sustainability efforts as it illustrated how CSR can affect future competitiveness. Those feelings enlightened me to the fact that the confidence was gradual. As inspired by the ideas of Galli and New (2022), the feelings built upon the research, critical thinking, and continuous evaluation are highlighted using the Gibbs' reflective process.
[bookmark: _Toc236916749]3. Evaluation
In general, this assignment was a learning opportunity for me as a student and professional. The most important strength that I could report is my ability to combine strategy and frame theoretical work with the evidence of H&M's annual reports and literature in the academic world. This deepened my knowledge about the relationship of sustainability, digitalisation and competitive strategy in international companies. In addition, using several sources to find information allowed me to improve my skills in information analysis and referencing. However, I faced challenges in being critical of a lot of information and choosing just the most pertinent information without making myself a description of it. Sometimes, it was hard to reconcile the business information and scholarly research. Nevertheless, by constant reflection, I enhanced my critical analysis. Similarly, using reflective practice with feedback can improve the ability of students to critically assess their learning, as I did during this task (Pieper et al., 2021).
[bookmark: _Toc236916750]4. Analysis
This report has enhanced my skills and knowledge of strategic management and the application of business theories appreciatively. I found out that it is important for organisations to take into account both the resource and the market conditions when making a strategic decision. Based on the analysis of H&M, sustainable competitive advantage is not just about acting efficiently; it is about being inventive, managing stakeholders and being responsible in the eyes of the business. I also improved my transferable skills through the reflective process, such as critical thinking, problem solving, academic writing and evidence-based decision making. Mello and Wattret (2021) cited studies that support the use of structured reflection to build transferable skills and improve learning outcomes as well as future job prospects. This assignment enhanced my securing of business information, analyse other options in strategic decision-making, and confidently give solutions and practical recommendations based on academic evidence. Additionally, composing this reflection helped me reflect on my communication and analytical skills healthily. Furthermore, Ahmadpour et al. (2025) claimed that reflective writing based on Gibbs' model fosters deeper self-assessment, promotes understanding, and boosts communication and empathy skills. Positive thinking about who I am and what I'm good at and bad at helped me to understand that I need to work on some things and learn more about others.
[bookmark: _Toc236916751]5. Conclusion
It has helped me to strengthen not only my theoretical knowledge of strategic management but also my practical knowledge. I have learned how organisations like H&M embed sustainability, digital transformation, and competition to find success in the long-term. As inspired by Ocampo et al. (2025), the most significant thing was that I realised that it is necessary to critique rather than compare business functions with the view to conducting effective strategic analysis. The focus was also on structured self-assessment as an element to enhance students' learning outcomes and professional skills. Using Gibbs' Reflective Cycle, I realized that my strengths were evident and I knew I needed to develop stronger communication skills and my ability to ask questions and listen to others.
[bookmark: _Toc236916752]6. Action Plan
I will take a number of steps to further develop my strategic management skills. Therefore, I will enhance critical analysis skills by reading more strategic management journals which are peer-reviewed and by practising applying business models to different industries. Second, it will help me to improve my academic writing skills because feedback has been recognised as improving reflective learning and analytical thinking (Pieper et al. 2021). Thirdly, I will develop the capability to use business intelligence tools, like Power BI and advanced Excel, and develop evidence-based decision-making. Lastly, as part of ongoing professional development and to track my development during future academic projects, I will extend the use of Gibbs' Reflective Cycle. I want to be a better strategic management specialist, one who can think through and make decisions that are ethical and sustainable for my business in the future through these actions.
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