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INTRODUCTION
This report will look at how the fashion label H&M works as a marketer in a competitive setting. The outside consultant's view will be used to evaluate H&M's internal setting and marketing function, as well as the external factors that have the most impact on the company's marketing strategy (Afanaseva, 2020). Based on the outcomes of the study, the report will suggest ways for H&M to improve its position in the market. The study will help the company come up with a good advertising plan by talking about things like supply chain optimization, sustainability, technology, and different kinds of products.
EXTERNAL ANALYSIS

PESTLE Analysis

Political Factors 
H&M is a global company that runs its business in many different countries with different political and legal systems. Putting fresh laws into place could affect different parts of the supply chain, marketing strategies, and the way a business runs as a whole. Since H&M depends on third-party providers, its supply chain can be affected by politics in a bad way. 
Economic Factors
Factors-The desire for H&M's products is affected by things outside of the company. The macroeconomic situation is a good example of this. H&M faces a lot of competition in a market where price is a big factor in most people's buying choices (Kurdi, et. al., 2022). Retail prices are going up because of inflationary forces, which are caused by higher production costs. 
Social Factors 
Changes in consumers' tastes, behaviours, and cultural values could hurt the demand for H&M's goods. For H&M's marketing approach to keep working, it needs to keep changing to match the changing tastes of its customers (Aktar, et. al, 2021). Since it's always looking for new trends, the fashion business is better at listening to what customers say. Sustainability is important to H&M because more and more of its customers care about the world. The company has made it a priority to use methods that are good for the earth in both its manufacturing and advertising. 
Technological Factors 
The widespread use of e-commerce and social media has had a big impact on the fashion industry and changed the way people act in noticeable ways. H&M should think about changing its marketing strategy to keep up with the way digital media is always changing and to connect with its target audience effectively across all online platforms (Tabuena, et. al., 2022)..
Legal Factors
Changes in government policies and laws can affect the cost of making things and the amount of raw materials that are available. The company's competitive edges depends on how well it can keep track of government changes and adjust its supply chain accordingly.
Environmental Factors 
In its supply chain processes, H&M is accused of doing things that hurt the environment and take advantage of workers. The company has made a sustainability strategy that gives priority to ethical behaviour at work and ethical sourcing as ways to deal with these problems. H&M wants to reach its goal of getting rid of all items that aren't good for the environment by 2030. 
Porters Five Forces Model

Bargaining Power of Suppliers
In relation to the market, the suppliers' bargaining power ranges between moderate and high. With roughly 700 suppliers, H&M is constantly under duress (Bonilla et al. 2019). The average duration of H&M's supplier relationships is six years, with the oldest lasting for twenty-five years. H&M must collaborate with numerous suppliers. Given the importance of the supply chain in this industry, it is crucial that it be correctly maintained.
Bargaining Power of Buyers
Since switching costs are minimal to non-existent and competition is intense, the customer's bargaining position is relatively strong. Due to the ease with which a customer can transfer to a competitor, the customers' influence in this industry is significantly greater, and their bargaining power is also significantly greater.
Threats of Substitutes
By adhering to the most recent fashion trends, individuals have a tendency to adopt newer types of apparel. Consequently, substitution threat is minimal for H&M, as consumers tend to transition to newer kinds of clothing in accordance with current fashion trends. However, the substitution threat grows if H&M does not reliably innovate and adhere to the prevailing fashion.
Threats of New Entrants
The garment industry is susceptible to new entrants due to the relatively low barriers to entry, the absence of a significant amount of needed technical expertise, as well as the proliferation of different internet platforms, such as Amazon, which make it easier and more nearby to sell the goods online (Chen and Fang, 2019).
Present Competitive Rivalry
Although they have a niche market and are the dominant player there, the clothing market is extremely dynamic and competitive. In spite of having a niche market as well as being the dominant force there, H&M faces fierce competition for its business. Although competition in the apparel industry poses a significant threat, the costs related with switching are relatively low.
INTERNAL ANALYSIS

SWOT Analysis

Strengths: 
In order to obtain higher levels of merchandise turnover, the success of a retail fashion company depends on the application of efficient selling techniques. The "fast fashion" business model utilised by H&M ensures that its designer tables are always stocked with the newest fashion trends. Using this procedure, the merchandise can be fastly moved from the designer's table to the outlets's sales floor. H&M sells its products in a total of 5,076 locations located in 74 markets that are spread across all six continents.
Weaknesses: 
The preponderance of H&M's manufacturing is contracted out to a network of over 900 independent suppliers located in Europe as well as Asia (Kurdi et al. 2022). Despite the significance of this strategy to the company's growth, it leaves the company dependent on its suppliers. The issue with H&M's fast fashion strategy is its reliance on fashion patterns established by main designer brands. This is a main defect given that fashionistas are more interested in innovative and daring ideas than in established fashion trends.
Opportunities: 
H&M trails significantly behind other fashion retailers like Zara in context of e-Commerce channel utilisation and online sales revenue. As an increasing number of customers purchase online, the company stands to benefit the most from its efforts to maximise e-Commerce. Mergers and acquisitions are frequently used as a strategy to overcome barriers that prevent companies from penetrating certain markets.
Threats: 
H&M faces intense competition from both established and emerging companies, including Zara, Macy's, Gap, as well as Boohoo, among others. All of H&M's competitors are striving to increase their market share while concurrently decreasing consumer demand for H&M products. The fashion industry produces the highest amount of counterfeit goods.
ROLE OF MARKETING IN H&M
Segmentation

Hennes & Mauritz, also known by its acronym H&M, is one of the world's most successful clothing retailers. The age range of their target market is between 0 and 40 years old, with the most success occurring between 15 and 30 years old. Customers presume that the company's mission is to provide fashionable clothing at reasonable prices based on the company's stellar reputation. 
Targeting

The H&M Group adheres to certain standards when it comes to the marketing of their children's collections (Hossain, 2021). Children are never the intended audience; rather, parents, teachers, and other adults are, and we never position adverts in material that is directed specifically towards children. The participation of children in our campaigns requires that they do it of their own free will.
Positioning

Brand positioning is an indispensable component of brand strategy. It refers to customers' perceptions of the company and its products. It is the point at which they differentiate themselves from their competitors and demonstrate to their target consumers precisely what their fashion brand represents and what they believe in. H&M is all about affordable clothing that helps individuals stand out and make a statement. 
Marketing Mix

Product 
H&M is widely regarded as one of the most successful apparel brands in the fast fashion industry, owing to its extensive selection of options for men, women, children, and adolescents. Young women and style-conscious young adults searching for fashionable clothing and everyday essentials respectively enjoy shopping there because it carries high-quality garments from a variety of clothing designers, making it a favourite among these customers.
Price
In order to charge reasonable prices for its products, the company ensures that its manufacturing and shipping expenses are kept to a minimum by taking the necessary steps to reduce these expenses. As a result, the company's distribution strategy is centred on establishing an efficient and high-quality supply chain, with the aim of reducing the amount of money spent on production and transportation so that the products can be sold at reasonable prices.
Place
The fast fashion brand has expanded its product footprint to 75 countries and now operates 4,801 exclusive boutiques strategically located in desirable areas (Chan et al. 2020). In year 1947, in the Swedish city of Vasteras, the first of numerous fashion retail establishments opened. This store specialised in the sale of clothing for adolescent women. Even Cheap Monday, which is one of its concept stores and is sold by a number of retailers worldwide.

Promotion
The core of both H&M's marketing strategy and marketing combination is a multichannel promotional strategy. This is because the company's extensive product catalogue serves a variety of distinct markets within the industry. These techniques guarantee viable customer engagement, promote brand image, and assist businesses in reaching their objectives.
FUTURE RECOMMENDATIONS FOR H&M
From the analysis of Ansoff Matrix it has been analysed that a possible plan for advertising the business. Among the many changes that have been suggested are ones that would increase the number of products, improve technology, encourage environmentally friendly business practices, and make the transportation system more reliable. H&M must put sustainability at the top of their business plan (Chan, et. al., 2020). 
· As part of its marketing, H&M might push for the use of sustainable materials and ways of production. This will make the company stand out from its competitors and attract people who care about the environment. This Report study shows that H&M could improve its marketing efforts by investing in technology (Lau, 2020). 
· Digital advertising has become more important than ever because of the rise of social media and online shopping. H&M could use Instagram and Facebook to promote its products and get to know its users. By using cutting-edge VR and AR technology, H&M can give customers a better shopping experience by letting them try on a range of clothes virtually. The second suggestion is that H&M sell new kinds of goods. 
the market cannot generate itself. Although the dimensions and limits of state intervention 

have always been a matter of debate, it is indisputable that certain rules need to be 

implemented for an economy to function properly and contribute to the common good. 

Consequently, many theories of society assume that these rules will be created and enforced 
by national states. In this scenario the state determines formal regulations and delineates the 

sphere of private freedom within which individual citizens and private businesses are entitled 

to conclude contracts and pursue their private interests.

CONCLUSION
The report has benefitted in concluding about how H&M's marketing is shaped by both internal and external factors. In order for a company in the garment business to stay competitive, the study showed how important supply chain optimisation, product diversification, technology, and sustainability are. The research and suggestions in the report will help H&M decide how to advertise in the future. H&M can increase the value of its brand, customer loyalty, and sales by using cutting-edge technology, putting in place sustainable business practices, and reacting quickly to new fashion trends. With these suggestions, H&M will be able to keep its place as the leader in the fashion retail business.
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