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[bookmark: _Toc113646718]Introduction 
Effective marketing strategy is a comprehensive plan formulated typically for attaining the marketing objective of the firm. According to Varadarajan (2015), the fundamental objective of marketing strategy is to attain and communicate a sustainable competitive benefit over competitive companies. In this context, through this report, the researcher will critically appraise the key marketing operations and the contributions of the marketing department to the firm. Further, the researcher will also critically analyse marketing management with a view to adding value. This report will consider the case of H&M, the leading fashion retail company to conduct a detailed environmental marketing analysis taking into consideration of various key external influencing factors along with the assessment of the internal environment and also the role that marketing plays within the firm. Based on the detailed analysis, the researcher will also include a recommendation for future marketing strategies for H&M. 
[bookmark: _Toc113646719]PESTEL Analysis 
A PESTEL analysis is generally a strategic framework often employed to examine a company's business environment (Pan et al., 2019). PESTEL analysis is the acronym for political, economic, social, technical, environmental, and legal. In this section, the PESTEL analysis of H&M in the UK market conduct for analysing the external macros factors affecting the firm.
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Figure 1: PESTEL analysis
Source: Zentner et al. (2020)
Political: Monitoring political risk is becoming increasingly crucial for H&M as a global brand with several stores worldwide (Thompson and McLarney, 2017). H&M has franchised stores in many increasingly politically unstable countries and markets, including Egypt, Turkey, and Egypt, and says that they closely scrutinise any changes and have contingency strategies to deal with political uncertainty as beneficially as possible for the company's stakeholders and the company itself (Fahy and Jobber, 2019). The Brexit has also outcomes in a difficult political scenario to work in. Thus, the H&M has franchises have unpredictable and unstable political climates in UK, thus the political factors are unfavourable for H&M in the UK market.
Economic: As with any other business, the Covid-19 pandemic has harmed the H&M group. Consumer purchasing behaviour has altered significantly since the Covid-19 pandemic period as supply chains have been severely disrupted. Because of this disease, the world faced an economic downturn (Grose, 2011). However, the H&M currently did perform it smart through emphasising intensively on online selling in the challenging times, which could not fully eradicate the loss however it set aside them on their bases. Despite the detrimental impacts that Brexit has had on currencies around Europe, H&M group reports that its June 2017 sales increased by 7% in local currency compared to June 2016 and by 10% when converted into Swedish currency, the Krona (Grose, 2011). Import inflation, duties, laws, and currency fluctuations in several nations lead to brand insecurity. H&M must be particularly careful with its pricing policies in each nation they operate to maintain a competitive advantage (Eisenberg, 2019). Thus, the economic factors are both favourable and unfavourable to H&M.
Social: Technological: H&M has a strong social media presence across all mainstream platforms, with different pages dedicated to each country in which it operates (Baines et al., 2013). H&M has handled to stay up with all of the most delinquent fashion and trends requirements to remain competitive. Moreover, the most remarkable thing about H&M is that it offers an economical alternative to several individuals who wish to look stylish on a tight budget (Grose, 2011). H&M group continues to build their application for mobile devices, most recently introducing the H&M club function, which enables customers to gather reward points from in-store and online purchases by adopting the application for mobile devices (Sutherland, and Figari, 2013). H&M's third-party logistics supplier in the UK, Hermes, has an excellent reputation for technological progress and a vast network of supply chain tools to monitor all logistics activities, enhancing the firm's service. Thus, the technological factors are highly favourable for H&M to remain its competitive position in the market.
Environmental: H&M intends to be 100% renewable and circular by 2030, which means that all items will be developed from old H&M products, and only durable and recycled materials will be employed for products (Nieman et al., 2018). In 2020, H&M were ranked sustainable customers goods brand and also ranked the third position in the cotton sustainability in the year 2020. Thus, it was evidenced that the environmental factors are fully favourable for H&M.
Legal: H&M has the finances to cover legal issues, and the company has implemented a strict risk management system to prevent disputes from recurring, considering how harmful it is to the company's brand (Baines et al., 2013). Intellectual property rights (IPR) are a severe problem in the fashion business. Several fashion manufacturers and designers routinely steal designs and concepts from other artists. It jeopardises the company's products and designs (Eisenberg, 2019). H&M have faith in in being transparent, they make several financial along with the performance reports to the customers, thus it evidenced that legal factors are favourable for H&M.

[bookmark: _Toc113646720]Porters Five Forces 
The Porters five fore tool analyse the competitive intensity and thus the attractiveness of the marketplace (Shokeen, 2016). In this section, the Porters five force model can be adopted to analyse the UK market in which H&M works, regarding of attractiveness through inherent revenue potential.
Rivalry Among Existing Firms (High): Rivalry is fierce as there are various common retailers, both small and large. Moreover, slow growth as an outcome of the economic downturn has reduced demand in the apparel industry, competitive pressures.
Threat of New Entrant (High): New entrants pose a significant threat Besides, approaching the fashion retail sector does not necessitate large capital investments, and so many individuals have the implies to launch their own clothing line. Furthermore, there are numerous manufacturing contractors obtainable, which probably contributed to the business being more welcoming to new entrants (Kumbara et al., 2020).
Bargaining Power of Buyers (High): Consumers have a lot of bargaining leverage because there are so many retailers in the present industry. Consumers incur minimal switching costs because switching from one company to another is completely free (Sandberg and Abrahamsson, 2022).
Bargaining Power of Suppliers (Low): Supplier bargaining power is low because there are numerous suppliers with hardly differentiation. The raised internationalisation, and therefore international trade, gives fashion retailers more opportunities to source from foreign manufacturers (Mo, 2015).
Threat of Substitute Products or Services (Low): Rivalry is fierce due to the number of related retailers, including both small and large companies. Moreover, slow development as a result of the recession has reduced demand in the apparel sector, competitive pressures (Ge and Li, 2019).
[bookmark: _Toc113646721]SWOT Analysis 
The SWOT analysis is a model adopted to analyse an organisation’s competitive position and to make a detailed strategic planning (Benzaghta et al., 2021).  In the opinion of Phadermrod et al. (2019) the SWOT analysis tool analyze the core strengths, opportunities, threats and weakness that lead to the fact-based analysis and innovative ideas. In this section, the SWOT analysis tool is adopted for analyzing the external and internal factors, along with the future and current potential of H&M in the UK market. 
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Table 1: SWOT analysis of H&M
Source: created by author
[bookmark: _Toc113646722]Segmentation Targeting and Positioning
Segmentation: H&M uses psychographic and demographic segmentation to reach all of its clients. H&M has stores all around the world. This signifies that the firm caters to a wide range of cultures, religions, and lifestyles (Uggla, 2017). This signifies that the firm caters to various cultures, religions, and lifestyles. As a result, its marketing must be done differently in various places.
Segments by class: H&M group's strategy is to provide fabulous fashion at affordable prices, mainly to the lower middle class, working class, and students (Åsberg and Uggla, 2019).
Segments by home: Women between the ages of 15 and 30 still residing at home, in their first residence, or in student dorms in an urban area are the most common segment (Saraswat, 2018).
Segments by age: The most common demographic is women aged 15 to 30 years old, generally referred to as generation Y, who are ambitious and have buying power (Jiang, 2020).
Segments by family life: Usually, college to graduate ladies lives at home alone, in dorms, or their first house, either alone or as a new couple without infants (Kaul, 2019).
Targeting: The selection of prospective clients to whom a company seeks to sell goods or services. H&M's target clients are fashionable customers who consider purchasing a social activity that gives enjoyment in their daily lives and wishes to follow fashion without spending huge money (Prasetya and Iskandar, 2014). H&M's target demographic is young people. Although H&M sells accessories and clothing for people of all ages, its target customer is women (Jiang, 2020).
Positioning: A positioning strategy is a promotional strategy that tries to place a brand in a distinct position relative to rival brands in the customer's mind. H&M strives to give customers stylish, high-quality goods at the lowest feasible price. They provide fast-fashion clothes and European-influenced apparel in the American market (Kaul, 2019). H&M sells clothing in various styles, such as men's business, women's casual, footwear, children's wear, and accessories. H&M is the world's second-largest clothes store, the biggest in Europe, and is heavily involved in E-commerce. H&M is environmentally, socially, and commercially sustainable (Uggla, 2015).
[bookmark: _Toc113646723]Marketing Mix 
The marketing strategy of H&M assess the brand with the marketing mix model which covers the 4Ps. There are many marketing strategies like pricing approach, product innovation and promotion planning etc. These trade strategies, with respect to H&M 4Ps marketing mix, aids the company succeed in the current competitive marketplace. 
Product: H&M's focus has been on quality along with the latest fashion at reasonable prices. Hence, they are capable of launching brand new product offerings regularly. At least 25 % of H&M's stock includes fast-fashion merchandise, and the younger generation discovers them to be reasonably priced and chic and trendy. As a result, they attract the younger population and increase product sales. The company's products are designed by a special design team (Lee et al., 2014). 
Price: H&M's price strategy is based on their consumer's needs, which are high fashion and low prices. H&M outsourced production to nations with much lower labour costs (Kim and Park, 2013). In addition, the H&M group provides various schemes and discounts on their fresh and core stocks. It is evident that the pricing for these items was economical and reasonable, and hence H&M was able to afford the discounted price (Abril and Rodriguez-Cánovas, 2016). This also enables the company to continuously restock its merchandise with the newest and most fashionable items. H&M group has been able to provide high-quality products at lower prices due to its strategy of eliminating the role of the intermediary in all transactions. H&M group has been able to provide high-quality products at lower prices due to its strategy of eliminating the role of the mediator in all transactions (Kim and Park, 2013). As compared to the rival brands, the H&M goods are prices lowers as part of its pricing strategy.
Promotion:  H&M group conducts a striking event promotion in which top and best fashion designers are invited to design and create clothing specifically for them. This approach enhances the product and brand image, making it more stylish and affluent (De Bruin-Reynolds et al., 2015). H&M group's target consumers include young women looking for more fashionable clothing at a low price. Youthful people have much information at their disposal (Kim and Park, 2013). H&M employed a multi-channel sales promotion strategy, including internet promotion, advertising, and sales promotion. H&M's exposure grows as a result of its multi-channel strategy.
Place:  According to Nam et al. (2015), the customers discover the H&M retail stores very convenient because they can shop for various products in one place. The firm has grown at a rapid rate in places that are both reasonably priced and easily accessible. Also, they have used the slowing economy to protect a few high-profile and beneficial places at very reasonable (prices HR and Aithal, 2020).
[bookmark: _Toc113646724]Conclusion and Recommendations 
Through conducting a detailed external and internal market analysis the researcher was capable to comprehend the strength, opportunities, weaknesses, and threats that affect H&M in the UK market. Furthermore, through this report, the significance of adopting different analysis tools to enhance the development and performance of the firm was analysed. By conducting different market analysis, the need for further market development for H&M was analysed. Based on the analysis it was evidenced that the Ansoff matrix is an effective tool for enhancing the marketing strategies of H&M. To begin relating the Ansoff matrix to H&M, consider Market Penetration. H&M should promote its existing customers to make additional purchases. H&M should bring new items on a regular basis to keep customers returning to see the new fashions. It should have a distinctive selling point for its goods that distinguishes it from other rival companies such as Zara and Gap.
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Figure 2: Ansoff matrix
Source: Hussain et al. (2013)
The competitive marketing tactics, existing goods, and existing markets call for the expansion strategy or else market penetration through an emphasis on the best customers, enhance cost position, the alternative focus for differentiae and strategically innovate to maintain a competitive position.
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strengths

+ HaM employs fast fashion models, supplying
designer type of tables with the most recent fashion
trends. This tactic enables merchandise to be
delivered quickly from designers tables to the store
shelf.

+ H&M sells its goods in 5,076 stores across 75
nations and online stores in 50 nations. The firm's
international operation decreases the risk and
enhances the stability and sustainability from
Europe to Asia, North America, Latin America and
Affica (Sanny, and Daulay, 2022). H&M would
intend to stick the business plan of enhancing the
total number of stores by 15% per years.

« Since the inception, the H&M brand has taken
customer-centric approach to the business
management. This has allowed the firm to establish
a valuable brand. Besides, it was ranked 28"
valuable brand in the world in the year 2022 (Sanny,
and Daulay, 2022).

« The overall product delivery time is low, and it takes
almost 12 weeks only for their goods to come from
the design phase to the retail phase.

« H&M brand has been maintaining the operating
cash flow stable i the range of SEK 20 billion and
SEK 29 bilion (Gandeloro, 2020).

Weakness

The majority of the H&M suppliers are in Asia
however, the majorities of their customers are in
the European market, thus making products
distribution more time consuming and expensive
Besides, the delay has an adverse impact on
H&M's ability to respond to market changes (San
Martin and Machin, 2021)

Since the year 2008, the profit margin of H&M has
been decreased from 17% to only 5.9% in the year
2019 (Sgp.et al 2019)
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Opportunities

« The emerging economies will aid H&M's market and
product expansion plans.

+ H&M has been adopting organic cotion for the
current years and it also invests in making organic
cotton. Besides, H&M involves in the international
project known as Cotton  Initiatives, which offer
effective techniques to cotton growers. The firm
inends at Zero waste through enhancing the
recycled materials presence in its goods (Kaner.
2021)

« Customers were always hesitant to purchase in-
person as stores gradually reopen around the world,
and new limitations imposed by the European
govemment authorities to combat the virus will
exacerbate the full recovery. H&M began a project to
incorporate the online service with stores some time
ago, and it now has new impetus as digital sales
performance account for 26% of revenue (Xugjie. et
al. 2019)

« In regards to e-commerce channel exploitation and
revenues and profis from online sales, H&M lags far
behind other fashion retailers such as Zara. As even
more people purchase online, the firm can profit from
the full potential of e-Commerce (Bonilla et al, 2019).

« Retall stores who sell a broad range of goods are
more reliable and make more money. H&M can boost
its profits through expanding its product line to also
include sportswear (ArTigo, 2018).

Threats.

« The latest business line of H&M, the home-ware
has failed to catch on in the European market,
resulting in lower sales performance (Putr et al
2022)

«  Inthe fashion retail industry, there is raising trade
inimitations and fakes. As counterfeiters improve,
the premium brands sales like H&M may suffers
significantly

«  H&M faces stiff competition from both new and
established brands such Boohoo, Gap, Macy's
and Zara. The rival companies are attempting to
gain market share while decreasing the demands
and need for H&M goods (Chen and Fang, 2019).

« The success and achievement of the global
corporations such as H&M connected with the
continuous flow of finished goods and raw
materials. However, the Covid-19 pandemic and
related quarantine and lockdowns could disrupt
the flow and also decrease the profits and sales of
H8M (Sanny and Daulay, 2022)





image5.png
MARKETS

Existing

New

PRODUCTS

Existing

Market

Penetration
Strategy

New

Product
Development
Strategy

Market

Development
Strategy

Diversification
Strategy





