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Introduction
In this report will be discussed what are the challenges that businesses have because of the post pandemic challenges and how marketing and global environment are impacted because of the post pandemic challenges for this report will be using H and M as an example of international business.
 H&M, also known as Hennes & Mauritz AB, is a Swedish multinational fashion retailer that was founded in 1947 by Erling Persson. The first store was opened in Västerås, Sweden, and initially, the company sold only women's clothing. The name Hennes means "hers" in Swedish, reflecting the company's focus on women's clothing.
In 1968, Persson acquired the hunting apparel and fishing equipment retailer Mauritz Widforss, and the brand Hennes & Mauritz (H&M) was born. The company started to expand internationally in the 1970s with the launch of its first store outside of Sweden in Norway in 1964. 
The 1980s and 1990s were a period of rapid expansion for H&M. The company opened stores in other parts of Europe, as well as in North America, Asia, and the Middle East. The brand offered affordable and trendy fashion to customers of all ages and became a popular choice for fast-fashion. 
In the early 2000s, H&M continued to expand its operations, acquiring the mail-order company Rowells in the UK and launching its online store in 2010. They expanded their product offerings to include men's, children's, and home decor collections. They also launched several sustainable initiatives, such as their Conscious and Conscious Exclusive collections, which feature sustainable materials and production methods.
Today, H&M has over 5,000 stores in more than 70 countries worldwide, with around 171,000 employed people. H&M has also expanded into other brands, such as COS, Weekday, Monki, and ARKET. The company is committed to sustainability, continually working towards more sustainable practices in its operations and product offerings (H&M Group, 2022).
Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large. This definition comes from Chartered Institute of Marketing (CIM) and American Marketing Association (AMA) both. The marketing process is a series of activities and actions that need to be undertaken. 
Both CIM and AMA emphasize the importance of understanding customer wants and needs for effective marketing. Additionally, generating profits through marketing activities is essential, which is highlighted in both definitions. 
The marketing strategy stage involves understanding customer preferences, desires, and pain points. CIM and AMA acknowledge the importance of considering both products and services in the marketing context. To achieve sustainable business growth and profitability, the exchange of value between the marketer and customer is key. 
Market research, segmentation, targeting, positioning, and the use of various marketing tactics and channels to reach customers effectively are also highlighted in both CIM and AMA definitions. 
Furthermore, the marketing mix continues to evolve. Both CIM and AMA acknowledge the shift from the traditional 4Ps (Product, Price, Place, Promotion) to an expanded view that includes additional elements like People, Process, and Physical Evidence. This comprehensive approach recognizes the importance of considering both products and services in the marketing context  (The Economic Times, n.d.).
Globalisation refers to the process of international integration that results from the exchange of products, services, ideas, and technology across borders. Internalisation refers to the process of a company expanding its operations into new markets, either domestically or internationally. Both globalisation and internalisation are driven by the need for businesses to grow and expand their customer base.
The business environment is made up of various factors that impact a company's operations. These factors can be classified as either micro or macro. Micro factors refer to the internal factors within a company, such as its employees, suppliers, and customers. Macro factors, on the other hand, are external factors that are beyond a company's control, such as economic conditions, political stability, and regulatory environment. 

In the marketing process, it is essential to conduct a Situational Analysis at the beginning of the process to understand each business environment of each country we operate in. This analysis involves examining internal and external factors and assessing the strengths, weaknesses, opportunities, and threats for the company.
Understanding the needs and wants of customers in every country is crucial for providing them with value and receiving value back in exchange. Marketing strategies need to be customized to suit the needs of each market, considering different cultural, economic, and social factors (Lee, 2022).


Marketing functions
Marketing is the process of creating, promoting, and distributing products or services to meet the needs and preferences of consumers. The four main components of marketing are product development, pricing, distribution, and promotion. Companies use market research to identify what consumers want and need, and then create and develop products that meet those needs. Pricing is set to attract customers and generate profit, while distribution determines the best channels to make products available to consumers. Promotion is used to raise awareness, generate interest, and encourage sales. Marketing also includes activities such as market research, branding, and customer relationship management to build brand awareness and loyalty and maintain customer satisfaction.

Overall, marketing plays a critical role in the success of any business. By effectively managing product, price, distribution, and promotion, companies can create products that meet consumer needs and generate demand. This results in profitable sales and loyal customers who are more likely to return in the future. Marketing also helps businesses understand their audience better, build brand awareness, and maintain a solid reputation. All of these factors contribute to the growth and long-term profitability of a company (Zigu, 2011).

Post pandemic challenges
The supply chain of H&M, the global fashion brand, has been greatly affected by the post-pandemic challenges. The widespread lockdowns, restrictions on travel, and disruptions in global trade have caused significant delays and shortages in the supply chain of the company. 
H&M operates globally with a supply chain that includes a vast network of suppliers across the world. The pandemic caused a widespread disruption to the fashion industry, with retail stores closing down globally and customers opting for more comfortable and relaxed clothing. Due to the pandemic, H&M has experienced a decline in sales, leading to overstocked products and resulting in delayed payments to suppliers and order cancellations.
The delay in payments meant that several suppliers were forced to halt their production, leading to a severe shortage of several raw materials, fabrics, and products. H&M relies on large suppliers who specialize in a particular product or material which allows them access to economies of scale and better negotiations. However, when several such suppliers were unable to continue production, H&M experienced significant production delays, causing a ripple effect across the global fashion industry.
The pandemic's impact on the logistics and transportation industries has also affected H&M's supply chain, creating further delays in the company's shipping schedules and delivery times. The additional costs incurred in the transportation of shipments along with the delayed delivery of orders caused a loss of revenue for the company. 
H&M has responded by working closely with suppliers to plan and reduce inventory levels, optimize the production process, and focus on more significant markets. The company has also adapted to the changing consumer behaviour and increased its investments in its digital channels, emphasizing e-commerce, which has become even more critical during the pandemic.

For example, H&M has announced that it will be investing in digital innovations, including the expansion of the use of Artificial Intelligence in the supply chain, which will help suppliers forecast their inventory and demand more accurately. By implementing such technologies, H&M aims to improve order prediction, which will ultimately reduce overstocking in the future.
The pandemic has disrupted supply chains for many companies, including H&M, requiring swift adaptation to remain competitive. H&M's ability to navigate these changes has been unique, and its response to the crisis has provided a model for other companies affected by the pandemic (Nazir, 2022).
Exchange of value
H&M, like any other company, operates in a market that involves the exchange of value. The value H&M provides to the customers is in the form of quality clothing and accessories. The customers, in turn, exchange value in the form of money to purchase these goods. This exchange of value forms the basis of the objective of marketing, which is to identify, create, communicate and deliver value to customers in a profitable way.
Objectivity is crucial in the exchange of value. H&M needs to objectively identify the needs and preferences of its customers, provide goods or services that meet those needs, and ensure that the customers are satisfied with their purchases. Therefore, H&M must maintain objectivity throughout its marketing function to ensure that it continues to provide its customers with products that satisfy their needs.
Profitability is a central concept in the definition of marketing, which implies that every function in the organization must contribute to the profitability of the company. The marketing function must, therefore, ensure that every activity it undertakes contributes to the bottom line of the company. H&M must deliver value to its customers in a way that is profitable, which involves minimizing costs while maintaining quality and satisfying customer needs.
Control is crucial in ensuring that H&M exchanges value effectively. The company must monitor its value exchange carefully to ensure that its marketing initiatives are effective and contribute to the company's growth and profitability. This control function involves measuring and analyzing marketing results, making adjustments to strategies, monitoring customer feedback, and analyzing the competition.
H&M operates in a market that involves the exchange of value, and its marketing function needs to ensure that the exchange of value is objective, profitable, and under control. By ensuring that their marketing initiatives are effective and contribute to the company's growth and profitability, H&M can continue to meet the needs of their customers and maintain their position in the market (dma.org.uk, n.d.). 

Marketing strategy
The post-pandemic challenges have impacted the supply chain of H&M, which has resulted in the company reevaluating its marketing strategy. To overcome these challenges, H&M has incorporated several marketing strategies, which have helped the company adjust to the new market conditions.

One of the marketing strategies that H&M adopted post-pandemic is to focus more on e-commerce. With customers opting for online shopping due to lockdowns and restrictions, H&M had to shift its focus to digitized sales channels to reach customers effectively. The company has invested heavily in its e-commerce platform, enabling it to meet the needs of its customers who prefer to shop online. Through these efforts, H&M can continue to meet its sales targets and maintain its financial performance.
H&M has also looked to optimize its product lines, reducing its overstock and focusing more on demand forecasting. As a result, the company has been able to increase its product turnover while reducing its inventory surplus. H&M has concentrated on providing customers with relevant products in a timely fashion, which has helped the company maintain customer loyalty while also reducing costs.
Additionally, H&M has made efforts to support sustainability by marketing sustainable fashion initiatives. The company pledged to use 100% sustainable materials by 2030, and it has taken strides to reduce its environmental impacts. These efforts have received positive feedback, as customers are becoming more conscious of their environmental impacts and are willing to pay for sustainable products.
The post-pandemic challenges that affected H&M's supply chain has prompted the company to adapt its marketing strategy. H&M has focused on digital channels, product optimization, and sustainability initiatives. Through these efforts, the company is well-positioned to continue meeting customer needs and market demands while also delivering value to stakeholders (Nazir, 2022).

Competition/ competitiveness
The post-pandemic challenges have impacted the competitiveness of H&M due to several factors. The fashion industry is highly competitive, and the pandemic-related challenges have made it more difficult for H&M to compete effectively. (Abeshouse, 2021) 
One of the main challenges faced by H&M is the increasing competition from online retail giants such as Amazon and Zara, which are gaining market share due to their focus on online sales channels. These companies have developed strong e-commerce capabilities, which have helped them reach customers effectively during the pandemic. As a result, H&M has had to compete more aggressively to maintain its market position. (Leonard, 2021)
Another factor that affected H&M's competition is the shift in consumer demand trends. Due to the pandemic, many consumers have reduced their spending and are opting for more affordable options. This has led to increased competition in the fast-fashion segment, where H&M primarily operates. As a result, H&M has had to adjust its pricing strategy to remain competitive, which has affected its profit margins. (Cannon, 2021)
The supply chain disruptions caused by the pandemic have also impacted the competitiveness of H&M. With many factories closed or operating on limited capacity, H&M has faced challenges in maintaining its product pipeline. This has affected the availability of products, leading to delays in delivery and reduced sales figures. (Morris, 2020)
Furthermore, the pandemic's impact on the global economy has led to decreased consumer spending in many regions, resulting in more significant competition for a smaller market. This has made it more difficult for H&M to maintain its market position, especially in regions where disposable incomes have been impacted severely. (Taran, 2021)
The post-pandemic challenges have made it more difficult for H&M to compete effectively, affecting its competitiveness in the fashion industry (Abeshouse, 2021). The company has had to adapt and adjust its marketing strategies to remain competitive, which has led to increased costs and reduced profit margins (Cannon, 2021). Despite these challenges, H&M remains a strong, well-established brand with a loyal customer base, and its continued focus on sustainable practices should help it differentiate itself from competitors in the long run. (Taran, 2021)

Stakeholders
Stakeholders are individuals or groups that have an interest or concern in the activities of an organization (Freeman, 1984). H&M's stakeholders can have a significant impact on the company's business operations and success. One of the key stakeholder groups is customers. H&M's customers are the ones who purchase the fashion products that generate revenue for the company. As such, customer satisfaction and loyalty are crucial elements of H&M's success (Munro, 2020).
Employees are another important stakeholder group for H&M. The company employs thousands of individuals globally, and these employees play a crucial role in its operations. H&M's employees help design and manufacture fashion products, run stores, manage supply chains, and conduct marketing and sales activities. As a result, the company's success depends on the satisfaction and engagement of its employees (Munro, 2020).
Shareholders are investors who have financial stakes in the company and have an interest in H&M's profitability. Shareholders own shares in the company and benefit when H&M's share price rises or when it pays dividends. As such, H&M must satisfy the expectations of its shareholders and deliver returns on their investment. Regular communication and transparency with shareholders are crucial to maintaining their support (H&M Group, 2021).
Suppliers are a key stakeholder group for H&M as they provide the raw materials needed to manufacture the fashion products sold by the company. H&M sources materials from suppliers globally, and it must maintain good relationships with its suppliers to ensure a stable and reliable supply chain. The company works with suppliers to ensure ethical production practices and to minimize environmental impacts (Munro, 2020).
Finally, communities are another key stakeholder group for H&M. The company operates in many different countries and communities, and these communities can either support or oppose the company's activities. H&M must engage with communities to understand their social and environmental concerns and to address them through its operations. The company strives to conduct its business in a responsible and sustainable way, with a focus on reducing its environmental impact and promoting fair labor practices (H&M Group, 2021).





Marketing strategies recommendations
Firstly, H&M needs to emphasize eCommerce in order to reach more customers and increase sales. Due to the pandemic, online shopping rose considerably and this trend is expected to continue. Therefore, H&M can offer more online-exclusive deals, promotions, and personalized experiences for shoppers.
Secondly, social media platforms like Instagram, Facebook, and Twitter present opportunities for H&M to engage with customers and promote their brand. H&M can create more interactive campaigns such as contests, quizzes, and polls to generate user-generated content and build customer loyalty.
Thirdly, the post-pandemic world will see customers placing even more emphasis on ethical and sustainable shopping. Therefore, H&M needs to expand its sustainability initiatives such as the Conscious Collection and recycling programs to differentiate itself from competitors.
Fourthly, H&M can benefit from adapting its product offerings to meet customers' post-pandemic needs. For instance, as consumers start returning to workplaces, the demand for affordable but stylish workwear may increase. H&M can also develop collections to meet the new demand for loungewear which is expected to continue even after the pandemic.
Lastly, H&M can make the shopping experience more personalized by using customer data to provide recommendations and suggestions based on shoppers' preferences and purchasing history. This can help H&M create targeted promotions and rewards programs to increase customer loyalty. 
By implementing these marketing strategies, H&M can overcome post-pandemic challenges and continue to grow its business in the rapidly changing retail environment.

Conclusion
In conclusion, H&M, like many other businesses, has faced significant post-pandemic challenges that have impacted its marketing and global environment. The disruptions in the supply chain, changes in consumer behavior, and increased competition have called for a reevaluation of the company's marketing strategy.

As the fashion industry continues to evolve rapidly, H&M has implemented several marketing strategies to adapt and remain competitive. One of the first strategies is focusing more on e-commerce to reach more customers and increase sales. Due to the pandemic, online shopping has increased significantly, and H&M can offer more online-exclusive deals, promotions, and personalized experiences for shoppers.

Another marketing strategy adopted by H&M is using social media platforms to engage with customers and promote its brand. The company can create more interactive campaigns such as contests, quizzes, and polls to generate user-generated content and build customer loyalty.

The company has also increased its focus on ethical and sustainable shopping, an area where it has been putting more effort in recent years. H&M has expanded its sustainability initiatives, such as the Conscious Collection and recycling programs, to differentiate itself from competitors. This is crucial as customers are placing even more emphasis on sustainability post-pandemic.

H&M has also adapted its product offerings to meet customers' post-pandemic needs. For instance, as consumers start returning to workplaces, the demand for affordable but stylish workwear may increase. H&M can also develop collections to meet the new demand for loungewear which is expected to continue even after the pandemic.

Lastly, H&M can make the shopping experience more personalized by using customer data to provide recommendations and suggestions based on shoppers' preferences and purchasing history. This can help H&M create targeted promotions and rewards programs to increase customer loyalty.
H&M's ability to navigate the post-pandemic challenges by adapting its marketing strategies has provided a model for other companies facing similar challenges. While the fashion industry remains highly competitive, the company's focus on sustainability and continued growth demonstrates its commitment to meeting stakeholders' expectations.
The success of H&M's marketing strategy depends on its ability to meet customer needs, maintain strong relationships with stakeholders, and remain competitive in the evolving retail landscape. By implementing the above-mentioned strategies, the company can overcome the post-pandemic challenges and continue to grow its business in the rapidly changing retail environment.
Moreover, it is important to understand that marketing is essential to the success of any business. By effectively managing the product, price, distribution, and promotion, companies can create products that meet consumer needs and generate demand, resulting in profitable sales and loyal customers who are more likely to return in the future. Marketing also helps businesses understand their audience better, build brand awareness, and maintain a solid reputation. All of these factors contribute to the growth and long-term profitability of a company.
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