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[bookmark: _Toc175304979]Introduction 
[bookmark: _Toc175304980]Background
Customer satisfaction is a critical determinant of business success, especially in the highly competitive retail industry. H&M, one of the world's leading fashion retailers, serves millions of customers across various regions, as of 2024, H&M operates in 77 markets with approximately 4,338 stores globally, demonstrating the brand’s vast customer base and the importance of maintaining high satisfaction levels (H&M Group, 2024) (Figure 1). Effective communication between a company and its customers is widely recognised as a key factor in enhancing customer satisfaction. Rane, Achari and Choudhary (2023) indicated that clear, consistent, and responsive communication can significantly improve customer experiences, leading to higher satisfaction rates, repeat business, and positive word-of-mouth marketing. For a company like H&M, which caters to a diverse and global audience, exploring strategies to enhance communication is essential to sustain its market position and customer loyalty.

[image: ]
Figure 1 - No. of stores in various regions, by 2024 (H&M Group, 2024)
[bookmark: _Toc175304981]Significance of the topic 
The significance of this topic lies in the direct correlation between effective communication and customer satisfaction. Rane, Achari and Choudhary (2023) reported that customers who receive timely, transparent, and empathetic communication are more likely to feel valued and understood, which in turn fosters loyalty. In the context of H&M, Mensah and Osman (2018) reported that effective communication is not only about promoting products but also about engaging with customers across multiple channels, addressing their concerns, and enhancing their overall shopping experience. This research will contribute to the existing body of knowledge by focusing on how tailored communication strategies can be employed by H&M to improve customer satisfaction, thus providing actionable insights for retail businesses operating in similar contexts.
[bookmark: _Toc175304982]Purpose of the research
The purpose of this research will be to explore how H&M can improve customer satisfaction through effective communication strategies. By examining the current communication practices and identifying gaps, this study will propose practical recommendations for enhancing customer engagement and satisfaction at H&M.
[bookmark: _Toc175304983]Proposed aim, objectives and research questions 
[bookmark: _Toc175304984]Aim
To investigate and recommend strategies for improving customer satisfaction at H&M through effective communication.
[bookmark: _Toc175304985]Objectives
1. To analyse the current communication strategies employed by H&M and their impact on customer satisfaction.
2. To identify the key factors that influence customer perceptions of communication at H&M.
3. To propose actionable communication strategies that can enhance customer satisfaction at H&M.
[bookmark: _Toc175304986]Research Questions
1. What are the current communication practices at H&M, and how do they affect customer satisfaction?
2. What factors influence customer perceptions of communication effectiveness at H&M?
3. What communication strategies can be recommended to improve customer satisfaction at H&M?
[bookmark: _Toc175304987]Literature Review 
Effective communication is essential in enhancing customer satisfaction, particularly in the retail industry. Kováčová and Drahotský (2022) defined effective communication in retail as the timely and accurate exchange of information between a company and its customers, essential for building trust and managing expectations. Delpechitre, Rutherford and Comer (2019) expanded on this by emphasising the emotional engagement aspect of communication, arguing that it involves creating a connection with customers through empathy and understanding their needs. Supporting this Šerić, Ozretić-Došen and Škare noted that effective communication must be clear, consistent, and tailored to customers' needs to positively impact their satisfaction.
The significance of communication in customer satisfaction is highlighted by the SERVQUAL model, developed by Parasuraman, Zeithaml, and Berry (1988, cited by Shrestha, 2018), which identified communication as a critical dimension of service quality affecting customer perceptions. Qasem and Alhakimi (2019) argued that effective communication reduces perceived risks in purchasing decisions, thereby enhancing satisfaction and loyalty. However, Adnan, Khan and Hayee (2021) cautioned that communication must be integrated with other marketing mix elements to achieve a holistic impact on customer satisfaction, as it alone cannot be sufficient if other aspects, such as product quality, are lacking.
Implementing effective communication strategies poses significant challenges. Abdulai, Ibrahim and Mohammed (2017) highlighted the difficulty of maintaining consistency across multiple channels, particularly in a global company, where cultural and language differences can lead to miscommunication. Veleva and Tsvetanova (2020) further pointed out that while digital communication offers convenience, it can result in depersonalisation, reducing the effectiveness of customer interactions.
The theoretical framework for this research is based on Schramm's (1954, cited by de Almeida, 2022) Interactional Model of Communication, which views communication as a two-way process involving feedback loops between the sender and receiver. This model is particularly relevant for H&M, emphasising the importance of not only delivering messages but also actively listening to and addressing customer feedback to enhance satisfaction. Hence, the literature underscored the importance of effective communication in improving customer satisfaction, while also highlighting the challenges in achieving it. This research will explore strategies for H&M to enhance customer satisfaction through improved communication.
[bookmark: _Toc175304988]Research Methodology
This research will utilise Saunders’ Research Onion model to systematically determine the methodological approach that will help in establishing how effective communication can improve customer satisfaction at H&M. 

[image: Saunders research onions]
Figure 2 - Saunder's Onion (Sahay, 2016)

[bookmark: _Toc175304989]Research Philosophy 
 The philosophy of this study will be interpretivism because the realities being researched are socially constructed such as customer satisfaction. This philosophy is useful when studying the participants’ subjective experiences and perceptions as pointed out by Pervin and Mokhtar (2022). Hence, it will enable the establishment of the extent to which communication strategies affect H&M satisfaction. 
[bookmark: _Toc175304990]Research Approach 
 This research will use an inductive research approach. The inductive approach is based on the generation of theories from the data collected, unlike the deductive approach which involves the testing of theories (Heller et al., 2022). This approach is consistent with the exploratory nature of the study and enables the development of new ideas about the best practices to use in the communication processes at H&M. 
[bookmark: _Toc175304991]Research Design 
 Qualitative research design will be used because it will help in exploring the personal and intricate experiences of the participants. Edwards (2020) has stated that qualitative research design is suitable for collecting descriptive data. This design will demonstrate how H&M’s communication approaches affect customers’ satisfaction, focusing on the depth rather than the width of data gathering. 
[bookmark: _Toc175304992]Time Horizon 
 In answering the research questions, the study will adopt a cross-sectional time horizon. A cross-section time horizon is defined as the collection of data at a given time only (Liu, Wang and Xu, 2024). This approach is also effective in providing a cross-sectional view of the current communication practices and customer satisfaction at H&M which is within the research period.
[bookmark: _Toc175304993]Data Collection Method 
 Data will be collected employing primary research methods such as semi-structured interviews with the customers of H&M and the communication managers. This method has the advantage of contacting directly from the source; at the same time, it guarantees that certain topics will be discussed in detail (Woodhull-Smith, 2024). In this study, interviews will enable the researcher to obtain different and detailed information from the source from the person with first-hand experience from the person directly involved with H&M’s communication practices. The participants will be purposively recruited from H&M since they are directly involved in the company’s communication practices and 10 of them will be selected. This method will help in ensuring that the data collected will be useful and detailed, helping in answering the research question (Campbell et al., 2020). 
[bookmark: _Toc175304994]Data Analysis 
 The interviews conducted will be analysed using thematic analysis, a technique that involves the identification of patterns in the data. This approach will align with the research methodology of the study as it will be inductive, enabling the identification of themes from the data collected which will be useful in the formulation of the recommendations for enhancing communication strategies at H&M. 
[bookmark: _Toc175304995]Ethical consideration 
 This research will follow ethical standards including respect for the rights of the participants and their identity will not be revealed. To ensure anonymity, all participants’ information will be removed from the identification details. All information that will be disclosed during the interviews will be kept confidential and only the researcher and supervisor will have access to it. Participants’ consent will be collected before the interview starts and they will be made aware of the purpose of the study, their rights and that they are under no obligation to participate in the study. Participants will be told that they have the option to with-draw the study at any time without any consequences. Permission to conduct the study will be sought before data collection through filling out an ethical clearance form.
[bookmark: _Toc175304996]Gantt chart
The research will be carried out for four months starting from September to December. The timeline is developed in such a way that all the phases of the research process are covered well and adequate time is provided for data collection, data analysis and the writing of the research paper. The main activities include a literature review, interviews, data analysis and finally the preparation of the research report.
Table 1 - Gantt Chart (September to December)
	Task
	September
	October
	November
	December

	Literature Review
	1st -15th 
	
	
	

	Finalising Research Methodology
	16th -30th 
	
	
	

	Designing Interview Guide
	
	1st -7th 
	
	

	Conducting Interviews
	
	8th -31st 
	1st -7th 
	

	Data Transcription
	
	
	8th -15th 
	

	Data Analysis (Thematic Analysis)
	
	
	16th -30th 
	

	Drafting Findings and Discussion
	
	
	
	1st -10th 

	Writing Final Report
	
	
	
	11th -20th 

	Review and Editing
	
	
	
	21st -31st 


The process will be divided into several stages, which will be characterised by certain activities that will help to advance to the next stage. The first month (September) will be dedicated to the finalisation of the literature review and the methodology. The second phase of the study will be in October when the interview guide will be designed and primary data will be collected through interviews. The transcribing and analysis of the data will be done in November and the writing of the findings, the final report, and the final reviews will be done in December. This timeline is structured in a way that all aspects of the research will be completed within the stipulated time, ending with a well-prepared final report.
[bookmark: _Toc175304997]Conclusion
This research will seek to identify the best ways through which H&M can enhance its customer satisfaction through communication. As the study will employ an interpretive philosophy and will use a qualitative approach, it will collect and analyse primary data to establish factors that determine customer satisfaction. The research timeline will help in achieving an organised approach and make recommendations that will be useful in improving the communication strategies of H&M, thus improving customer loyalty and satisfaction.
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