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[bookmark: _Toc69405210]INTRODUCTION
	Fashion plays an important role in depicting an individual’s mind, culture, and background. The fashion industry is a changing trend, making new trends, evolving according to the demands of customers, and has faced many challenges and complexities because of this. Hennes and Mauritz commonly known as H&M is a multination fashion retail company (Arrigo, 2018). It provides fast fashion for all, men, women, and kids. H&M offers a wide range of fashion products for its customers. They provide the best quality product in the best price range in a sustainable way. The company is a main competitor in the UK clothing industry, its business model has made them adapt to changes and outperform its competitors. In the UK, the fashion industry holds a major part of the country’s economic growth. 
	

[bookmark: _Toc69405211]MAIN BODY
	The fashion retail industry is one of the fastest-growing industries. Various reasons leading to its growth are the use of technologies has helped the company so much by making the manufacturing and production easy, people are more for high-quality lifestyles which have impacted the fashion industry positively, increased the use of e-commerce sites have helped the companies in by increasing its sales and profits and have even made shopping easy for people (Attaran and Attaran,  2019). The industry has to face many challenges as it is continuously changing according to customer’s needs. H&M has to adapt to these alterations and change its business model to keep running in for the top position. 

[bookmark: _Toc69405212]PESTEL analysis
	Political Factors: H&M is an international company and therefore the company has to face many political risks as it has to work in different jurisdictions. The company has to follow UK’s legislation and customer protection policies to avoid any conflicts with the national government and work legit. The company has to face consequences with international politics because of Brexit. The exchange rates and trading prices have increased the company’s expenses within the UK. The trade relations with Europe are on the urge of disappearing and because of this industries have to pay more for the same type of material (Helmold, 2019). Besides, there are several groups and associations like PETA that are boycotting the organizations that are using or harming animals in any form, whether in the manufacturing process or during experiments on them or selling animal skin like in form of leather. In response to that H&M announced that it will stop using cashmere and will ban alpaca and mohair products to give a stop to animal cruelty. H&M has released statements in favor of PETA saying there should not be any animal to suffer in the name of fashion and even political figures can be an influence on people (Berisha-Qehaja, Kutllovci, and Shiroka-Pula, 2017). H&M has provided many such similar styles to their customers. 
	Economical Factors: Brexit has affected H&M as it resulted in increased import taxes making the company’s product a little too expensive for a group of markets. It has suffered many losses from inflation costs and heavy interest rates in many cities. The company has to face these economical obstacles while maintaining a competitive price strategy. Changes in import laws have made it difficult for the company to have a stable pricing strategy and making it difficult to work as a multinational brand. Labour laws are different everywhere, developing cities have low labor costs, and setting up a manufacturing plan at such places helps cut costs and the company results coming out to be more profitable. H&M is trying to overcome economic challenges by having effective management of the supply chain, supporting them on their stable pricing strategy. The company always looks for buying raw materials in bulk and at the best rates. 
	Social Factors: Customers are interested in knowing how the company produces and manufactures its products which they are interested in buying. They want to know the nature of the business in which they are ready to invest. H&M is attracting its customers by conducting many social and corporate events. The company has provided clean drinking water at many needed places. The entity is also promoting a clean and recycled environment by producing clothes from recycling unwanted materials. H&M is also concerned with how media influences people in today’s world of being digital. People are very much influenced by celebrities and famous people. They want to look like them and wear what these celebrities are promoting. H&M has taken this factor very seriously and as a result, they promote their products with the help of social media and stars (Gunasekaran, Subramanian, and Papadopoulos, 2017). The company has also signed for much more collaboration with influencers. This all helps in creating buzz among the people and making them buy products from H&M.
	Technological Factors: Just like for any other activity or business - technology is required; the same is the case in the fashion industry too. H&M has embraced the use of technology for its business. The company has made e-commerce online shopping available for its targeted audience. This approach has resulted in a drastic change in their sales and marketing graph. By online shopping, they supply their services to everyone from different parts of the world. The company has even made its mobile application so that customers can shop and earn reward points from using it (Islam, 2020). Not just for shopping purposes, but the company also uses technology from its operational processes. It has outsourced the logistic services from a third party leading to an effective and strong technological supply chain. This has helped the company to keep up with customer demands. Artificial intelligence and data analytics can be used for designing purposes and observe customer perspectives closely, giving them the best services and making them committed to the brand. 
	Environmental Factors: The fashion industry is a major factor contributing to pollution. Textile industries pollute water bodies that affect marine life and humans living in the nearby areas with some very serious problems and deadly diseases. They are also responsible for the emission of greenhouse gases (Jamshidi, 2019). Many people buy clothes that they never wear. Even H&M’s unwanted materials were thrown away resulting in environmental pollution. On the positive side, the company has started recycling these unwanted or old materials. The company’s objective is to make a hundred percent use of these recycled materials in their production. Because of following these steps, the company is trying its best to avoid conflicts with the government, society, and many environmental protection bodies. Demand for eco-friendly products has risen from the customer’s side too. There is more need for sustainable products than ever before because even customers are aware of the fact how much damage fast fashion is causing to the environment and hence, H&M designing are aiming to design a product that is ethical and environmentally safe. 
	Legal Factors: H&M has evolved in many legal disputes. The company has lost loads of money in a dispute with UK infringement manufacture for coveted technology. The company can handle any legal matter but is now focusing more on risk management mechanisms to avoid them in the first place as they would not impact the company’s profits but will surely destroy its reputation (Larson, 2020). H&M follows the national rules and regulations properly to avoid any legal problems. The company work with proper safety requirements and they implement equal employment policies as well as there is no type of discrimination on any basis. H&M has given women equal chances to show their talents. The company has also joined the international labor organization in account to improve the working conditions, offering better pay-scale to its employees. The company makes sure that workers' rights are not exploited in any case. 

[bookmark: _Toc69405213]Competitive advantage
	Competitive advantage helps companies to perform better than others and reach the desired aims and objectives and produce a label value for its products. In the process of achieving its goals, the company must follow some steps like; Company must have a bulk stock of natural and organic resources which is different to access by their competitors (Javed and et.al., 2020). Employees make the company successful. They must be skilled and have knowledge of what they are doing, they should be efficient and dedicated to work for the company’s goal. The company should be located in an area that is user-friendly and unique. H&M offers budget-friendly services and high-quality products to its customers and that gives a competitive advantage over its competitors. A good reputation of the company and making it a brand before its customers is an important step to sustain in the competitive market. Porter’s five forces for H&M are explained below:
	Threat of new entrants: H&M works in an industry where every day there is a new retail company launch. Through cost-efficient and economical strategies, the company outperforms itself from newcomers. By using a creative and innovative approach, H&M lunches a unique marketing strategy and also focuses on customer retention. H&M products and services have won the hearts of its customers, thus they tend to stay loyal to the brand. The production costs are very much for these new entrants (Pandey, and et.al., 2020). Entering an industry, where there are companies like H&M could be difficult. Hence, the pressure of new recruiters is low for a company like H&M. 
	Bargaining power of suppliers: The suppliers in the clothing business are more than the consumers. And because of this, the distributors have slighter power over the price of  the products and less bargaining power. The providers offer standard and fair prices and the cost for switching is also less. This makes buying easy and less costly for companies like H&M. Suppliers do not show any kind of threat to H&M as they are important customers to them. H&M buys raw materials at low costs from the suppliers and if they are asking for high prices then the company switches its suppliers or they can even have multiple suppliers at a single time, depending on the geographical locations (Perera, 2017). The company can even benefit by having close relations with the suppliers. This process helps in building a cost-effective business and its supply chain management. 
	Bargaining power of buyers: Product differentiation is high among the companies. However, this becomes hard for a buyer to find an alternative firm making the products they need. This makes the power of bargaining by the buyers a less threat to companies like H&M. Income of the buyers is very less in this industry which makes them price-sensitive and looking for low rate purchase (Voetmann, and et.al., 2018). By providing creative and unique, good quality products H&M aims to build loyalty points for the brand making their customers stay with the company. 
	Threat of substitute products: H&M's central point is offering a variety of products with good quality at low prices making them a better option to pick overall other competitive brands. With the help of its pricing strategies and customer-centric business, H&M outmatches its competitors. 
	Rivalry among existing firms: H&M has always offered products that are distinguished from other brands and therefore has more effect on customers than other companies. H&M manages to stay with the old customers while focusing on new ones. The company could bear market research to recognize the seeking and supply conditions from the customer's side and prevent overproduction. 

[bookmark: _Toc69405214]Recommendations
· The Company needs to introduce more innovative and creative ideas to their designs keeping in mind the latest fashion trends. 
They should provide 24/7 customer services and warranty with their products to listen to customers' feedbacks and help them with any problems related to products. This helps in maintaining the brand reputation (Uzun, 2020). 
· H&M should provide their customers with more discounts, allowances, and rewards to keep them attracted to the brand. 
· When introducing new products, they should sell them initially at lower prices hence helps them gain a competitive advantage. 
· Using social media to sell and promote their products will result in more sales and profits. Selling to large retailers can also help in increasing the sales graph. 




[bookmark: _Toc69405215]CONCLUSION
	H&M is one of the biggest clothing retail companies operating around the world. It is constantly evolving and expanding. The company is committed to producing sustainable and ethical designs and fashion trends at affordable prices. They have build loyalty from the customers, which creates a highly reputed brand. The company is still lacking some marketing strategy in order to reach out to more and more people, take full control over production instead of outsourcing ad relying on a third party. 
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