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Blogging to communicate 
Assessment 1
Blogging to communicate - AVision and Mission
The aim of H&M has been to drive positive changes that will be long lasting as well will improve the living conditions with better investment resources. There is an involvement of the communities and the people so that innovative ideas can be fostered. The main purpose behind H&M operations have been to democratising fashion and thus making it all the more sustainable. H&M belonging from the fast fashion industry has set the trend mark where sustainable operations are the key outlook of the people. Circular and renewable fashion change has been the motto of the organization to be incurred.


H&M Spirit
[image: ]  Its all about the people and for the people. Our values are being known as the "H&M Spirit". It is being known that the company works by its value right from the ancestral period.
The Company
H&M as one of the renowned company operating in across 74 countries has remarkably created their own strategies and pathways to lead the fast fashion industry. It has a confidence in dealing with around 5,000 stores that too with about 126,000 full time workers. Recently, in the company there have been massive changes that have been seen in order to incorporate sustainability and as well make strategic presence. 
H&M believes that the people are its source of success. The company has been constantly committed in making sure that its internal elements are strong enough to enhance the brand reputation. H&M has the culture of working as teams and also being culturally driven. The people being engaged in the company have been regarded as the ambassador of the company. Internally and externally, the company has been transparent.


Innovation has found a new platform in H&M thus fostering major changes that are good and attractive for the people. The company has its historical performance with the solid foundations and business concept. The value of the organization has been “Fashion and quality at the best price”. It is the fundamental belief that guides the people and the company to embed in its policy. Looking back at the history, the company was founded by Erling Persson in 1947 and this has been beholden from than as the "H&M Spirit". In the 2020, H&M has been operating as one of the global brand serving millions of customers all across the world. Different backgrounds are being encouraged to take part in the firm and work as one spirit. Every day, there are new recruitment so that the search for the new talent is not forgotten. H&M has been value driven and mostly known to be customers focused and being responsible for the actions. The term fashion has a different meaning where fun and action are equally important. The company operates with its "H&M way". The journey has been like a never ending passion as focused by the founder Persson. It is a belief that the common values in H&M have the potentiality of creating energy.  From the performance of the company, its value and energetic sensations are being felt.
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It’s the new H&M way of recycling the boxes of the different clothing stores across the world. Textiles of different kinds are welcome so as to enhance the condition of the brand. It is a routine job where the unwanted textiles are being dropped down just next to the cash desks. With the boxes, recycles materials are created that H&M has targeted to have sustainable product. Conscious products are being sold by the company where it has been estimated that at least 50% of the sustainable products are being made out of materials. For example, the sustainable materials include organic cotton and the recycled polyster. Right from the men shoes, women jackets to accessories, H&M have mastered almost the fast fashion industry in its own way of performance. It has its innovation incurred in the retail business where there are different products being manufactured and sold regularly. The latest fashion products are being incurred by the organization keeping the sustainability in the mind. There are eight defined brands such as Monki, Weekday Cheap Monday, H&M Home, Arket and COS. The different brands have been a sign of sustainability in the products. In the 21st century, H&M has focused only in sustainable manufacturing techniques. 
Our Product
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Psychological pricing has been all about making the people go and meet their needs in the stores and through online platforms. H&M through this adoption of the pricing strategy has explored bew grounds where the brand has targeted the niche market as well. Through touching the sentiment of the people, it has been found that H&M has made the most out of its profit margin by meeting the needs understanding the sentiments and background income of the people. It has been found that there are major classifications made in the product categories but the company has always met the expectation of the people to a great extent. Low Price and High Quality has been the essence of the brand that has made H&M go famous all across the globe.
H&M always believed in the concept that customers are the first priority when it comes to delivery of the products. It has kept its strategy of delivering fashion at low price and high quality that has lured many customers all across the world. This is in fact regarded as one of the biggest challenge for H&M where the company has to perform in a way that strategic experience is gained. It has been outshined that the brands have been noticed by delegates as well and it is the quality that makes the people go awestruck with its products. Now seeing the demand of the people for fast fashion, H&M has concentrated on the pricing strategy to be psychological by emotionally connecting with the people. Based on the customers’ needs, the products are being tagged with different prices. It is thus being found that H&M has created its own prolific entrance into the market world without taking any hard steps.
Price Strategy of H&M
Dynamic performance has led H&M even though giving best quality stay humble to the people and knows their essential needs without compromising in any way. It has been working on its own philosophy of ruling the fast fashion with new trends but without changing the pricing decision at any costs. This has allowed the firm to stay connected to the people and increase the sales volume. From the very history, H&M has been serving with efficiency and creating its own standard and landmark known in the sector spreading rapidly like the sector ‘FAST FASHION’. 
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Goods are offered based on the current condition of the demographic situation


From the distribution, it has been evident that the organization has been keen enough to geographically expand and make its own path in different ways. Globally, now H&M has been servicing with its innovative products and creating new dimension for high performance.
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Based on its target customers Women, Men, Young Children, Future Mothers, H&M has been selling its product wider network in 74 countries. Online shopping with H&M has been one of the common trend in fast fashion that has sustained the impression of the customers.
The Brand
H&M has been offering homogeneous brands to all the shopping segments in across 74 countries. H&M in order to have a strong existence in the fast fashion world has been dominating the kingdom with Omni-channel performance. Omni-Channel performance indicates that the products are being sold in huge volume through different stores being located in different geographical locations. It has been identified that many companies fail to sustain the interests of the audiences but H&M has maintained this with consistency.
It has been found that with wider distribution network, H&M has attracted many segments and now ruling the fast fashion world through dynamic mission statement and delivering A grade services. There are online channels through which H&M is currently distributing the products. 
Our Place/Distribution
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The definition for fashion has taken another step forward driving the people to know of what is exactly needed. In addition to the sustainable services, H&M has focused on establishing green quality that has enabled to influence green marketing strategy. H&M has been able to obtain multiple environmental protection certifications that have improved its corporate image. The Conscious Collection has been the main motto of the organization that has created a unique platform. In the aura, it has been recognized that H&M has created its own historical presence without any deviation. 
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WHO we are

We are a value-driven, customer-focused, creative and responsible
fashion company. For us, fashion, fun and action are essential. We are
defined by “the H&M way’ our culture, values and guidelines
which reflect the heart and soul of HEM.

“The H&M way” defines who we are, what we do and how we do it.
1t’s like @ framework through which we can continuously manage our
performance, work together and encourage new talents as they
arow and develon.
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Teamwork is
essential for us
and a natural part
of our culture 99
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Total Number of HeM Stores Worldwide
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Our Promotion    
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The title itself "Long Live Fashion" has indicated that H&M has been moving  in a strategic direction to understand  the way, it will influence sustainability.  H&M has launched its first promotional campaign to make an awareness of  the sustainable actions that are taken by the organization customizing the  needs of the customers. The initiative of recycling the clothes ha s been one  of the unique approach that H&M has now incorporated in its business  strategy. Clothes Recycling Scheme has been introduced that will make the  people be more interested to know what exactly has been happening.  Shoppers will be more encouraged to   donate the unwanted items of  clothing. The advertisement has been run in The Evening Standard and  Metro Today that focused on H&M being conscious. 53 markets have been  targeted to make the campaign run in different regions and have the  confidence of the p eople. This has been the first step in ensuring that proper  communication for the service is done through print campaign.    
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