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Executive summary
Marketing is the process of attracting valuable clients and customers towards a business by offering products or services they need. Marketing is a huge topic that incorporates many functions. In basic words, marketing helps a business to share the knowledge of their product with the customers. Marketing helps to attract and grow the customer base of a business thus offering the chance to establish a brand name in the competitive business market. The report will discuss this important business function with the aim to help a multinational brand to pursue their business in a post-pandemic situation. 
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[bookmark: _tt2l7so6941x][bookmark: _Toc88856079]1. Introduction
Marketing is an important function that helps to share the knowledge of a company's product with its potential customers. This helps to grow the company by enhancing its sales percentage. Marketing is not a single function, it consists of other activities likewise advertising, selling and distributing products. The recent pandemic situation has damaged the business industry catastrophically. In order to recover from its effects Swedish multinational company H&M has decided to focus on their marketing operation to attract more customers towards the brand. The researcher thus helps the organisation define the stages of marketing followed by the stages of marketing. The role of the marketing environment will be analysed and a proper framework will be added to this report to analyse the internal and external business environment. The market segmentation, targeted customer analysis and position analysis will be done by the researcher for the H&M brand. 
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[bookmark: _Toc88856080]2.  The processes and stages of marketing for H&M
[bookmark: _dsec0028enpe][bookmark: _Toc88856081]2.1 The process of marketing for marketing in H&M

	Marketing processes 
	Discussion 

	Strategic marketing analysis 
	In order to proceed with the marketing process successfully, H&M needs to analyse in the first place. Analysing the market contents of different stages likewise in the segmentation stage H&M needs to identify the customers for whom they will prepare the product. Then comes the niche marketing process which tells about the subsection of the targeted customers (Hodgkins et al, 2019). In order to create value for the individuals, H&M will follow the marketing for individuals. 


	Marketing mix planning 
	The next vital stage after analysing the market is preparing the marketing mix. In this stage of marketing, H&M will prepare their resources like deciding the product they are going to sell, preparing a strategy for the price, deciding the places where they will sell their products and developing their promotional strategy (Hodgkins et al, 2019). Preparing the marketing mix is especially vital to cover up with the loss that H&M have faced during the pandemic situation. 

	Marketing implementation 
	Implementing marketing has significant importance as it helps to send a clear message from the company to its customers. H&M could take the help of different advertising agencies in the UK in this aspect. However, it might create confusion if the marketing mixes are not coordinately arranged together (Hodgkins et al, 2019). Additionally, the brand needs to go for proper marketing communication to better allocate the promotion expenditure. 

	Marketing control
	There are different types of marketing control strategies available. As an example, the annual plan control. It will help H&M to set specific sales goals or portability goals (Coschedule, 2021). The profitability control will help the brand to keep a close eye on the income and expander of the brand. The efficiency control will make H&M able to do the micro-level analysis. Strategic control will help the brand to evaluate its market strategies for the long run.

	Market audit
	The market audit is a process where H&M will check their strength in comparison with the current market situation. It will cover all the aspects of the marketing climate that including the marketing strategy, marketing productivity, marketing strategy (Coschedule, 2021). H&M needs to keep one thing in mind that the marketing audit process for the band must be followed through a systematic process in order to achieve the most feasible solution. 

	Marketing actors 
	The marketing actors are the vital forces that play an important role in the entire marketing process. The marketing actors can be subdivided into three different categories that are customers, distributors and facilitators. These three elements must interact with one another in order to make a marketing process effective. In order to understand the customer H&M needs to understand the customers' culture, their buying habits, brand differences, purchase capability (Coschedule, 2021). H&M as a brand directly sells their product to the users thus they don't need the distribution channels. But after the pandemic situation, the distributor in the business may help this brand to grow their business. Finally, as business marketing facilitators the company will choose advertising agencies, marketing research firms, whole-selling firms, transportation firms that will contribute to their business. 



Table 1: The process of marketing 
(Source: Author)
[bookmark: _w3cdnlpdob8s][bookmark: _Toc88856082]2.2 The stages of marketing in H&M

	Processes 
	Description 

	Marketing segment
	The aim of every business foundation is to earn profit by delivering the products according to customer’s needs. H&M is not an exception to that. In order to do that the brand needs to identify the people for whom they will create products and their needs. Peoples are different and similarly, their preferences vary with their personalities (Britannica, 2021). As an example, a bright colour cloth may be preferred by young people which might not be preferred by the aged people. That will affect the profit percentage of H&M. Thus they need to choose a particular market segment whom they can target for their profitability (Hm, 2021). 

	Market niches
	The segmented group can be subdivided into smaller segments which are called niches. The segment H&M has targeted needs to be subdivided into different parameters like social classes, earning amount, purchasing capability and many others. Without considering this process of marketing H&M will not get the desired outcome from their marketing process as all the people who belong to the same group do not have the same capability of buying products at the same rate (Britannica, 2021). Additionally, the covid-19 pandemic has changed people's perception as the liquid many has been reduced. That makes this niche marketing process more significant. 

	Marketing to individuals
	H&M considers each of their customers as an important part of their business and due to that, the need for marketing to individuals have been felt (Laer and Lurie, 2018). Every single customer is investing their hard-earned money to purchase products from the brand. The brand H&M understands that and thus they provide value to everyone so that no one feels unattended. The competition in the business market is too high as the competitors like Levi's, NEXT, George is working tirelessly to cover up the loss of the pandemic situation. It enhances the chance that H&M may lose their potential customers. 

	Preparing the marketing mix 
	After developing a marketing strategy H&M needs to decide on marketing tactics. It involves creating a marketing mix. According to Išoraitė (2016, p.25), a marketing mix is a tool that helps a company with strategic marketing elements like product, price, promotion and place to enhance the sales of the company. H&M in this section needs to concentrate on their product as it is a product-oriented company. Additionally, other marketing mixes need to be controlled effectively so that people after the covid-19 pandemic could be attracted to buy their products. 


[bookmark: _7vfhfxtk4gp4][bookmark: _Toc88856083]Table 2: The stages of marketing
(Source: Author)
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[bookmark: _1iihyd4j31zx][bookmark: _Toc88856085]3.1 The role of the marketing environment in H&M business 
Understanding the role of the marketing environment is very important to analyse the external and internal market opportunities for a business (Feedough, 2021). In terms of H&M, it helps the business to make essential planning for the business which will help H&M to reach a large number of customers. Additionally, having an idea about the market environment will help the brand to understand the customer's perspective and their needs. Besides that the potential threats and opportunities of H&M could be accessed by the marketing team at the same time they will recognise the competitors of the business.
[bookmark: _r73o42di6ajr][bookmark: _Toc88856086]3.2 PESTEL analysis for H&M
	PESTLE Factors
	Description
	Impacts

	Political
	The Brexit situation has created trading restrictions, tariffs, import-export tax increments.
The Brexit situation has created business hindrances between the EU and the UK ‌(The British Academy, 2021).
According to Soutter and Mottus (2020, p. 69), the US-China trade is delaying the transportation of raw materials and supplies from Asian countries. 
	The increasing tax, cost of labour and salary increment according to employment law in the UK is forcing H&M to reinforce and modify salary structure, operational optimisation and shift to new trade relations (BBC News, 2021)‌. 

	Economic
	The GDP of the UK is reduced by 9.79% (£1.96 trillion) in the 2020 global pandemic (Bankofengland.co.uk, 2020)‌. 
The country is facing an immense economic crisis for the average 15% salary reduction and employment situation in the country (Bankofengland.co.uk, 2020)‌.
	The revenue of H&M decreased by 15.42% which formerly was £20.735 billion in 2019. Moreover, the net income has reduced by £0.344 million and the company was forced to cut more than 16,000 jobs worldwide (BBC News, 2021)‌. 

	Social
	The social trends are changing according to the CoVID 19 norms with social distancing and sanitisation standards. 
The gender pay gap is becoming more crucial than before, the UK has an average of 7.11% gender pay gap.
	The social distancing norms are changing employee accommodation and the in-store purchasing process. H&M is changing the gender pay gap structure by changing workforce planning and providing equal responsibilities to people of every gender. 

	Technological
	According to Soutter and Mottus (2020, p. 69), the Ecommerce industry is taking on the offline or in-store purchasing process.
Implementation of BI and personalised marketing is substituting the face-to-face employee relation strategy (Bankofengland.co.uk, 2020)‌.
Information technology is further changing the internal business process and supply management accuracy. 
	H&M is shifting most of its retail operations online.
The company is associated with domestic e-commerce websites in different countries. 
H&M is implementing internal operational software for a better-communicated system.

	Legal
	The UK Employment Law, safety law and Discrimination law are changing for the respective legislative process after the 2020 global pandemic (BBC News, 2021)‌. 
The pollution law is restricting frequent transportation and transportation limits for raw material supply. 
	H&M is changing its manufacturing business in different regions. The company is associating with local suppliers and manufacturers for less transportation cost and customer relations. 

	Environmental
	The Environmental Protection Act 1990's subsection was changed in the current parliamentary meeting of the house of lords in April 2021 (DeAcetis, 2021)‌. 
The net-zero target and sustainable energy proposition are being instructed to all operating businesses in the UK. 
	H&M has currently changed its global net-zero standards from 20% energy sustainability to 30% energy sustainability by 2027 ‌(The British Academy, 2021). The company has also changed its target of reducing its carbon footprint by 55% before 2030 (DeAcetis, 2021)‌. 


Table 4: PESTLE Analysis of Hennes & Mauritz (H&M)
(Source: Author)

[bookmark: _8yjxifdyunle][bookmark: _Toc88856087]3.3 SWOT analysis for H&M


	Strength 
	Opportunity 

	· The brand has a wide range of products (Bstrategyhub, 2021).
· H&M sells their products through their different brands. 
· H&M has a strong and diversified presence in the UK. 
· H&M has a strong financial performance.
	· The brand focuses on improving product quality constantly.
· The brand identity makes its presence stronger (Brandingexperts, 2021). 
· Emerging markets possess great potential.
· The purchasing power and lifestyle of people are improving in a post-pandemic situation. 

	Weakness 
	Threats 

	· H & M excessively depend on third party suppliers. 
· The market competition is too high as there is a huge number of competitors (GURL, 2017, p.5).
· Online presence is not measurable.
	· High competition affects the profit percentage of this brand. 
· New entrants enjoy better market opportunities due to their excellent technical knowledge (Namugenyi et al, 2019, p.1150). 


Table 5: SWOT analysis 
(Source: Author)
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Customer segmentation 
	Customer segmentation 
	Description 

	Demographic 
	H&M is especially known for its slothing segments among its customers. The bright colourful and trendy clothes are especially loved by young and adult-aged people. Thus the company will target the people belonging to the age between 6 months - 45 years regardless of their age, sex or religion (Hm, 2021). The company will target both the joint and the nuclear family in this segment. Additionally, people who belong from the medium to higher class in the society will be a part of this segment. 

	Geographic 
	According to Hmgroup  (2021), H&M has more than 250 stores in different locations in the UK. It proves that the brand is popular in the country and due to that H&M will cover the suburban areas and the outskirts of the UK. Besides that after the pandemic situation the brand has concentrated on enhancing its global presence thus it can work to make a strong presence in the African and Asian continent.

	Psychographic 
	Due to their quality products, the brand's items are a little difficult to afford by every economic class (Hm, 2021). Thus this brand has targeted people with higher buying power. The people who like to go with the trend have also been targeted in this segment. Additionally, people with more open and friendly personalities are targeted by the H&M brand. 

	Behavioural 
	People who frequently buy appeals from both digital and traditional platforms will be targeted by H & M (Hm, 2021). In addition, the people who are loyal and provide suggestions to help the brand will be categorised here. The people with a positive attitude and have the perception to attract other customers will be targeted by H&M in their new market segment. 


Table 5: Segmentation analysis
(Source: Author)
Targeted customers of H&M 

	[image: ]

Description: Jessica Roberts is a freelance artist living in Edinburg. She is an artist by profession and earns £3650 per month.  It has been observed by her web activity that she frequently buys clothes from different online brands based on online platforms. She belongs to hire social status and have a positive attitude. H&M needs to offer attractive discounts through different online media platforms to engage her with the brand. 


Table 6: Target customer profile 
(Source: Author)
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Description: Mark Anderson is a business management student who lives in Glasgow. Besides that, he works as a barista in a local coffee shop on a part-time basis. Mark belongs to established family background and believes in earning for your own strategy. He earns £1650 per month and spends most of his earnings on branded clothes. He buys stylish shoes more often. Additionally, this customer is open-minded and friendly in nature. H&M needs to attract this customer by enhancing their range of products for the customers. Additionally, the brand can attract this customer by offering extra discounts through their loyalty program. 


Table 7: Target customer profile 
(Source: Author)


Position analysis for H&M
The brand H&M follows a fair, equal and renewable clothing strategy to reach its customers. However, the brand is not technologically sound now and that is the biggest drawback for H & M (Edited, 2021). In order to attract more customers especially after this pandemic situation, it has become the utmost necessity for the brand to adapt online promotion and selling strategies. All though they try to maintain a significant price range the price of their products are constantly increasing over the last three years. Recently the biggest competitor of this brand Zara has dropped their prices by 15% and in order to cope up with that H&M needs to manage their products' prices as soon as possible. 
[bookmark: _cwagdk3iya8a][bookmark: _Toc88856090]4.2 The marketing mix strategies for H&M

	Marketing mix 
	Description 
	Strategy 

	Product 
	H&M is a popular clothing brand in the UK. The brand is primarily known for its dresses, jeans, vests, cardigans and other apparel. The primary focus of this brand is the quality and the market trend. 
	In order to attract customers towards their brand, H&M needs to focus on the renewable clotting segment as people nowadays are attracted towards the companies because of their CSR strategies (Adnyana and Darma, 2015, p.105). 

	Price 
	The brand tries to maintain the quality of their product and that makes the pricing of their product a little high. Due to that, people from every economic background are unable to afford this brand's clothing. Additionally, the inflation rate of the country enhances the price range of their product. 
	The post-pandemic situation has changed people's perspective of shopping as they do not want to invest in costly clothes. The brand needs to maintain a competitive pricing range for their product in order to achieve a competitive advantage in the business market (Fan et al, 2015, p.30). 

	Place 
	The brand is popular among the UK people because of its presence through 294 stores in the UK. The consumers of this brand find one of its shops in the prime locations of the nation. Its head office in Sweden manages all its operations throughout the world.  
	After the pandemic situation, the brand needs to focus on improving its online sales habit. In order to attract online-based customers, the brand can offer special discounts for online shoppers (Hm, 2021). Apart from that, the brand could be in collaboration with the E-commerce business Amazon to reach every single doorstep. 

	Promotion 
	H&M utilises the offline media channels effectively to promote their products. They publish newspaper advertisements, leaflet distribution, and radio channels to promote their products. Additionally, the brand has worked with celebrity designers like David Beckham, Jimmy Choo to attract customers. 
	The intimate based media channels are very effective nowadays in order to attract huge customers the brand could use SEO marketing m social media marketing, content market strategies (Brosan, 2012, p.156). 


Table 8: Marketing mix and marketing strategies 
(Source: Author)
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[bookmark: _Toc88856091]5. Conclusion 
The report has aimed to help H&M with the marketing strategy to successfully manage their business in a post-pandemic situation. In order to do that, the researcher described the marketing process. Additionally, the different stages of marketing have also been added to this report.  The researcher has analysed the marketing environment. The PESTLE analysis and SWOT analysis has been done to understand the external and internal environment of the H&M brand. Afterwards, the researcher has presented the segmentation, target marketing and position analysis for the brand. Finally, the marketing mix and marketing mix strategies have been revealed to help H&M.
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