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[bookmark: _Toc133786465]Introduction
Digital marketing has grown in importance over the past several years for companies trying to connect with and engage with consumers. One of the biggest fashion stores in the world, H&M has led the way in using digital marketing techniques to increase sales, brand recognition, and consumer interaction. The digital marketing initiatives of H&M will be examined in this study, and their success in fulfilling the company's goals will be assessed. We will specifically look at H&M's use of social media, email marketing initiatives, and website layout and functioning. We'll offer insights into how H&M is using digital channels to connect and interact with its target audience by examining three crucial facets of the company's digital marketing strategy. This research intends to give a thorough analysis of H&M's digital marketing initiatives and offer suggestions for new tactics to promote sustained development and success.
[bookmark: _Toc133786466]Client 
Global apparel company H&M has recently experienced a digital makeover. The organization has adjusted its business strategy in response to the movement in customer behavior toward digital marketing venues. The goal of H&M's marketing plan is to assist and motivate clients in locating the ideal in-person and online apparel (H&M, 2019).
H&M's marketing strategy, according to a case study by IIDE, H&M's marketing strategy involves market research and solutions to thoroughly examine the brand's marketing approach (Dishika Sopariya, 2021). H&M employs celebrities, the media, and bloggers to spread its advertising message. It also uses social media, video, print, and print media to increase the visibility of its products and services.
[bookmark: _Toc133786467]Analysis of the Global Market
With more than 5,000 locations in more than 70 nations, H&M has a significant presence in the global market. The company's annual report for 2020 states that H&M had total revenues of SEK 187,040 million, or around USD 21.5 billion. Globally speaking, the business has been growing, with a concentration on developing nations like China, India, and Russia. H&M reports significant growth in several markets, indicating that the expansion plan has been effective.
The capacity of H&M to offer fashionable items at reasonable prices is one of the key elements in the retailer's success in the international market. The company's global success has been substantially influenced by its brand reputation and client loyalty. Additionally, H&M has expanded its consumer base internationally thanks to its online presence and digital marketing approach.
[bookmark: _Toc133786468]Presence by country 
[image: ]
(H&M Group, 2022)
[bookmark: _Toc133786469]Revenue of H & M 
Revenue of H&M is steady for a couple of years, The good part is in COVID, H&M doesn’t hit the bottom in sales. 
[image: ]
Revenue (P. Smith, 2023)
[image: ]
Sales per region (H & M , 2021)
[bookmark: _Toc133786470]ERP System 
An ERP system is a sort of computer program created to control and automate an organization's key business procedures, including finance, accounting, human resources, inventory control, and supply chain management. It unifies all of these processes into a single system, giving an organization a unified view of its data and procedures, enabling more efficient operations and lower costs. A centralized database and modules or apps that support particular business processes are often part of an ERP system (Klaus, Rosemann, and Gable, 2000). 

[image: ](Jankowska and Kurbel, 2005)
H & M have implemented the H & M system of LS One (H & M, 2023). 
[bookmark: _Toc133786471]Digital Assets 
Any type of information or material that exists in electronic form and has value to its owner, whether it is monetary or not, is referred to as a digital asset. Data of all kinds, including photographs, movies, audio files, papers, software, social network profiles, cryptocurrencies, and more, can be included in digital assets. These assets are important and appealing to both individuals and organizations because they can be quickly reproduced, disseminated, and stored across many digital platforms and devices. Intellectual property regulations, such as copyright, patent, or trademark laws, often safeguard the ownership and use rights of digital assets. In the digital era, managing and preserving digital assets is crucial as people and organizations try to secure their intellectual property and maintain the value of their digital assets (Austerberry, 2004).

[bookmark: _Toc133786472]Marketing Information Systems
A system called a marketing information system (MIS) gathers, evaluates, and disseminates data on a company's marketing initiatives. The technology enables businesses to make data-driven marketing decisions that can enhance the efficacy of their marketing initiatives and boost client engagement (Usmani, 2022). 

[image: marketing information system]
(business Jargon , 2015)
Below four elements comprise a typical marketing information system:
[bookmark: _Toc133786473]Internal Records: 
GBC AB or a neighbourhood partner. To improve user experience and deliver requested services, personal data is handled. Your name, address, phone number, email address, payment data, and purchase order could be included in this. Your nation or another country outside the EU/EEA may keep data. If required, H&M may divulge information to other businesses or other sources. Through their account pages, where they may also deactivate their account, customers have the right to access, correct, remove, or consult their data (H & M, 2023). 
[bookmark: _Toc133786474]Marketing research: 
H & M collects data from the customer, and website visitors and uses google analytics to analyze the data. 
[bookmark: _Toc133786475]Marketing intelligence: 
More than 200 data scientists are employed by the Swedish fashion giant H&M to identify and forecast trends. Its AI algorithms collect data from blogs and search engines to determine fashion trends. Everything that customers buy, when they buy it, and where it should be positioned in the store is based on this information (Nikolopoulos, 2022).  
[bookmark: _Toc133786476]Marketing decision support:
This entails analyzing the data gathered from the other components using data analytics tools and methodologies in order to provide insights that guide marketing choices.
[bookmark: _Toc133786477]H & M Social media insights 
Website: http://www.hm.com/
Facebook: https://www.facebook.com/hm
Instagram: https://www.instagram.com/hm/
Twitter: https://twitter.com/hm/
Pinterest: https://www.pinterest.co.uk/hm/
LinkedIn: https://www.linkedin.com/company/5328/
[bookmark: _Toc133786478]H & M Website audit 

[image: ]
(Similarweb , 2023)
H&M has the highest number of visitors from Facebook compared to other social media platforms. 

[image: ]
(Similarweb , 2023)
Top referrals are the fashion and apparel category which is driving traffic to the H&M website. 
[image: ]
(Similarweb , 2023)
From the keyword analysis, the top traffic comes from the below keyword which is hm, h&m, h and m, hym, h. This instinct that the brand value is there of the company and people tend to search by the company name. 

[image: ]







(Similarweb , 2023)
H&M does not require paid search traffic as the company is getting visitors directly on the website by organic search. The social media contributions and store contributions are nearly 3%. 
[image: ]
(Similarweb , 2023)
The age group H&M should target is from 18 to 34, from where they have most of the buyers. 
[image: ]
(Similarweb , 2023)
The most traffic of H&M comes from the United States and Poland. 
[image: ]
(Similarweb , 2023)
[image: ]
(Similarweb , 2023)
By the audit the website bounce rate is high and total visits are also outnumbered but compared to other retailers it is low. H&M still has to long way to go for competing with ZARA and Adidas. 
[bookmark: _Toc133786479]SEO tools and reports 
Search engine optimization, or SEO. It is the practice of improving the ranking of a website or online piece of content in search engine results pages (SERPs). Increasing both the volume and quality of organic (unpaid) visitors to a website is the aim of SEO.
Because it may make a website or online content more visible and accessible to potential buyers or users, SEO is significant. High SERP rankings improve the likelihood that visitors will click on a website or piece of content, which increases traffic, engagement, and maybe conversions (Chaffey and Ellis-Chadwick, 2019b).

The SEO of a website or piece of content can be impacted by a variety of variables, such as:
[bookmark: _Toc133786480]Keywords: 
Utilizing pertinent keywords and phrases in the content, meta tags, and URLs can assist search engines in deciphering the material's topic and assigning it a suitable position in search results.
[bookmark: _Toc133786481]material quality: 
Producing excellent, educational, and interesting material will help draw in and keep readers while also boosting search engine results.
[bookmark: _Toc133786482]User experience: 
You may enhance user experience and search engine rankings by making sure the website or content is simple to navigate, loads fast, and is compatible with mobile devices.
[bookmark: _Toc133786483]Backlinks: 
Getting other trustworthy websites to link to your material may increase its authority and trustworthiness. It can also help your content rank higher in search results.
SEO platforms (Self-sourced)
1. MOZ
2. SEMRUSH
3. SEOptimer 
[bookmark: _Toc133786484]Digital marketing structure flow  
A company's strategy for leveraging digital channels to sell its goods, services, or brand is referred to as its "digital marketing flow." It includes formulating a plan, making the website more efficient, producing and disseminating content, and gauging the effectiveness of the campaigns. The digital marketing flow is an ongoing process that aids companies in achieving their marketing goals and strengthening their online presence (Chaffey and Ellis-Chadwick, 2019). The following diagram illustrates the structural flow in an organization:
[image: ]
Source: Author’s creation
[bookmark: _Toc133786485]Internal Flow 
The internal digital marketing flow consists of the following actions:
1. Creating a digital marketing plan that is in line with the company's goals.
2. Creating and improving the website to improve user experience and visibility on search engines.
3. Creating and marketing content via different digital platforms.
4. Using a variety of measures to gauge and evaluate campaign effectiveness.
H&M has a robust internal digital marketing process that includes developing a plan for the medium, enhancing its website, producing content for multiple digital channels, and assessing the success of campaigns. In 2020, the company's online sales climbed by 32%, and over one-third of its total sales came from digital platforms. With 32 million Facebook likes and nearly 39 million Instagram followers, H&M is extremely well-represented on social media. To make data-driven decisions and optimize its marketing, the organization employs analytics tools to measure website traffic, engagement rates, and revenues. The "H&M Club" loyalty program from H&M gives clients individualized incentives, prizes, and experiences (H&M, 2022).
[bookmark: _Toc133786486]External Flow 
The external digital marketing flow consists of strategies like:
· Paid Advertising: A Statista analysis estimates that by 2024, global spending on digital advertising would amount to $526 billion. Paid advertising involves posting advertisements on other websites, social media platforms, and search engines in order to increase website traffic (Campaign, 2017).
· Influencer Marketing: 80% of marketers believe influencer marketing to be effective, according to a Mediakix research. Partnering with influencers or people who have a sizable social media following in order to promote the business is known as influencer marketing.
· Search engine optimisation (SEO): A BrightEdge research found that 53% of website traffic comes from organic search. In order to rank better in search engine results pages (SERPs), SEO requires optimising the website.
91% of B2B marketers utilise content marketing to reach clients, according to a report by the Content Marketing Institute. In order to draw in and hold onto a clearly defined audience, content marketing entails producing and disseminating worthwhile, pertinent, and consistent material.
RACE Model
Reach: At this step, the target audience is determined, and they are then contacted via different digital channels, including social media, search engines, and email marketing. The objective is to build brand recognition and draw in prospective consumers (Chaffey and Smith, 2022). 
Act: During this phase, you should interact with the audience and persuade them to complete an action, such as completing a form or downloading an e-book. Lead generation and audience relationship building are the objectives.
Converting entails persuading leads to buy something or sign up for a service in order to transform them into paying customers. Increasing sales and revenue is the aim.
[image: ]
(Chaffey, 2019)
Based on the texts provided, it appears that H&M's business plan focuses on digital marketing and uses the RACE model to accomplish its marketing goals. The internal digital marketing flow of the company entails developing a plan for digital marketing that is in line with its business objectives, improving its website to improve user experience and search engine visibility, producing and promoting content across various digital platforms, and measuring the success of campaigns.
The RACE model appears to be the main focus of H&M's external digital marketing flow, with the Reach stage involving locating the target audience and reaching out to them via various digital channels like social media, search engines, and email marketing to develop brand recognition and draw in potential customers. In order to develop leads and forge connections with the audience, the Act stage entails communicating with them and convincing them to do a particular action. In order to boost sales and income, leads must be convinced to make a purchase or sign up for a service at the Convert stage.
[bookmark: _Toc133786487]Digital Marketing Plan 
A detailed strategy outlining how an organization will use digital platforms and technology to accomplish its marketing objectives is known as a digital marketing plan. The strategy normally contains a thorough action plan for carrying out digital marketing campaigns along with a study of the target demographic, market trends, and competitors. Search engine optimization (SEO), social media marketing, content marketing, email marketing, and digital advertising are just a few examples of the several strategies that may be used in a digital marketing plan. Utilizing digital media to raise brand recognition, provide leads, and encourage sales or other desired results is the aim of a digital marketing strategy (Charlesworth, 2014). 
[image: Digital Marketing Strategy | South Ventures | Business Growth Consulting]
(South Ventures, 2023)
[bookmark: _Toc133786488]SOSTAC
The acronym SOSTAC stands for Situation analysis, Objectives, Strategy, Tactics, Action, and Control in the marketing planning process. It offers a thorough and organized process for creating a marketing strategy that complements a company's overarching business goals. The framework assists marketers in analyzing the state of the market, setting precise, quantifiable marketing goals, creating a clear strategy to accomplish those goals, outlining tactics to carry out the strategy, taking action to carry out the plan, and continuously monitoring and controlling the plan's progress. SOSTAC is a helpful tool for creating an organized and successful marketing strategy that can be modified to match various corporate objectives and situations (Ryan, 2016).
[image: What is the SOSTAC methodology? All you need to know]
(Antevenio, 2019)
· Situation Analysis: H&M is a large online fashion shop that caters to younger generations looking for reasonably priced and environmentally friendly clothing.
· Objectives/Goals: H&M wants to highlight its sustainable initiatives, boost customer involvement and loyalty, and enhance online sales.
· Strategy:To communicate with customers and promote its brand and sustainability goals, H&M makes use of digital platforms, such as content marketing, social media, email, and digital advertising.
· Tactics: H&M uses a variety of strategies, including producing informative social media material, sending customised emails, and running online marketing campaigns.
· Action: H&M carries out its marketing strategy by routinely posting material on social media, sending tailored emails, and running online advertisements.
· Control: To measure the success of its marketing strategy and make data-driven choices, H&M measures KPIs including website traffic, conversion rates, consumer engagement, and sales.
[bookmark: _Toc133786489]Marketing Mix 8 Pc
A framework used by marketers to explain the many elements of a marketing plan is the marketing mix, commonly referred to as the 8 Ps. The eight Ps are partnerships, product, pricing, location, promotion, people, process, and physical evidence. Each of these components is essential to a company's overall marketing strategy and contributes to the development of a comprehensive and successful plan for connecting with and engaging the target audience (Borden, 1964).
[image: ]
(James, 2023)
· Product: For men, women, and children, H&M offers a large selection of reasonably priced and stylish apparel, accessories, and home items.
· Price: H&M's pricing approach prioritises affordability, with items frequently being less expensive than those of rival retailers. Additionally, the business frequently runs promotions and discounts.
· Place: H&M has physical stores in over 70 countries and an online business that supplies to over 50 countries, giving them a significant worldwide footprint.
· Promotion: H&M uses a variety of platforms to sell its goods, such as social media, email marketing, in-store displays, and advertising.
· People: Over 180,000 varied individuals work at H&M across the globe, including designers, marketers, and sales representatives.
· Process: In order to keep up with the newest trends, H&M's business operations are centred on rapid fashion and quick turnaround periods, with goods created and produced swiftly.
· Physical Evidence: H&M's physical locations are made to promote its items and provide customers a warm, fashionable environment.
· Partnerships: To advance sustainability and ethical practices in the fashion business, H&M has partnered with a number of organizations, including the Better Cotton Initiative and the Ellen MacArthur Foundation.
[bookmark: _Toc133786490]Ansoff Matrix 
The Ansoff Matrix is a tool for strategic planning that aids companies in choosing their approach to product and market expansion. Market penetration, market development, product development, and diversification are provided as four strategic alternatives that may be utilised to evaluate the possible risks and benefits of various growth methods. Businesses may use the Ansoff Matrix to decide which growth methods to adopt depending on their resources, market circumstances, and overarching corporate goals (Meldrum and McDonald, 1995).

[image: The Ansoff Matrix: How Coca-Cola Used It to Grow Into a Dominant Global  Brand]
(PALLISTER, 2022)
· Market penetration: It is the process of selling more of the business's present items in the marketplace. In order to increase traffic to their shops and internet, H&M may need to step up their marketing initiatives.
· Market development: It entails introducing the business's product line to new markets. H&M may think about adding things for various demographics to their product ranges or setting up shop in other regions.
· Product development: It entails creating fresh goods for the business's current markets. H&M might offer their current clientele new apparel, accessory, or home product lines.
· Diversification: It entails creating new goods for fresh markets. This may entail H&M entering new markets like beauty or home furnishings.
[bookmark: _Toc133786491]Puss, pull strategy
Push and pull methods are employed in digital marketing to draw in new consumers and boost revenue. A push approach uses advertising and direct marketing to push a good or service towards consumers. A pull approach involves generating demand for the good or service through marketing and advertising initiatives. Push techniques in digital marketing might include specialised advertising campaigns, email marketing, and social media promotions, whereas pull strategies can include online community development, content marketing, and SEO. Companies may develop a well-rounded strategy that targets both present and new consumers, helps to boost sales, and builds brand recognition by combining both push and pull techniques (Meldrum and McDonald, 1995).

[image: Difference Between Push and Pull Marketing - Marketing 360]
(Marketing360, 2020)
When a business uses a push approach, it pushes its customers towards its products and promotional offers. H&M uses targeted email marketing campaigns to deliver promotional emails with exclusive offers and discounts to its email subscribers. To broaden the reach and exposure of their brands, they also employ paid advertising on various platforms including social media. In order to market their goods to their followers, H&M also works with influencers, which aids in raising brand recognition.
The pull approach, on the other hand, focuses on developing interesting content and improving the website to draw in new clients. Through its blog and social media platforms, H&M invests in content marketing to engage customers and build brand loyalty. They also put a lot of effort into search engine optimisation (SEO) to make sure that when buyers look for related keywords, their website and items show up first in search engine results. In order to build an engaging and authentic brand image, H&M also makes use of user-generated material, such as social media postings from customers sporting their merchandise.
[bookmark: _Toc133786492]Sweet Spot 
In digital marketing, the sweet spot refers to the best set of strategies that produce the highest ROI and best performance. It varies based on the target market, industry, and campaign goals. To find the sweet spot, the ideal strategy includes testing, experimenting, and data analysis. Digital marketers can maximise their influence and help the company generate more income by hitting the sweet spot (Meldrum and McDonald, 1995).
[image: The Content Sweet Spot - Using content to get more customers - InSynch]
(Webb, 2021)
The precise campaign goals, target market, and sector would determine the sweet spot for H&M's digital marketing efforts. They would have to experiment, test, and analyse data to ascertain which strategies perform best in order to discover the sweet spot. This can entail choosing the appropriate audience to target, employing efficient methods, producing interesting content, and maximising conversion rates. H&M can enhance income and maximise the results of their digital marketing efforts by finding the sweet spot.
“Fashion and quality at the best price” H&M Sweet Spot (Branding Expert , 2021). 
[bookmark: _Toc133786493]Digital Marketing Implementation
The process of carrying out a digital marketing strategy in order to accomplish particular company objectives is referred to as digital marketing implementation. In order to reach and engage a target audience and encourage desired activities, such as leads, conversions, and income, it entails the practical implementation of a variety of methods and channels, including social media marketing, search engine optimisation, email marketing, content marketing, and others. To maximise its impact and meet company objectives, digital marketing implementation calls for a disciplined process that encompasses planning, developing, launching, monitoring, analysing, and optimising campaigns (Ryan, 2016).
[bookmark: _Toc133786494]Defining target Audience
Men and women who are value-conscious, trend-setters, and fashion-conscious make up H&M's target market. Target customers are those who want to keep up with the current fashions and are seeking for reasonably priced, fashionable apparel alternatives. H&M caters to a wide age range, from teenagers to young adults, but a larger variety of age groups are drawn to their stylish and environmentally friendly apparel selections. H&M also appeals to people who value social responsibility and sustainability in their fashion choices, as seen by its campaigns to advance ethical production methods and sustainable fashion.

[image: How to Define Your Target Market and Target Audience in 2022]
(Law, 2019)
[bookmark: _Toc133786495]Goals and Objectives of H&M
· Increase online sales: Enhance digital marketing initiatives, improve website user experience, and grow H&M's online presence across a variety of digital channels in order to enhance online sales.
· Improve consumer engagement: H&M wants to engage its customers through a variety of digital channels by giving them personalized and pertinent content, enhancing customer support, and creating an engaging shopping experience.
· Boost brand recognition: By utilizing digital marketing techniques including influencer marketing, social media marketing, and search engine optimization, H&M hopes to boost brand recognition.
· Promote sustainability: Through its digital initiatives, H&M hopes to encourage consumers to recycle their old items, promote sustainable fashion, and advance ethical business practices in the fashion sector.
· Expand global reach: Increasing its online presence in various locations, especially emerging markets, and developing digital campaigns that are suited to certain regions and cultures are two ways that H&M hopes to increase its worldwide reach.

[bookmark: _Toc133786496]Budget
The budget may cover expenses for developing and maintaining websites, producing content, running ads on social media and search engines, sending emails, using influencer marketing, and other tasks. Additionally, the budget can be split into fixed and variable costs.
To make sure that digital marketing initiatives are sustainable and able to be assessed for performance, it is crucial to set a reasonable and quantifiable budget for them.
Budget is $100 M per year 
[bookmark: _Toc133786497]Content Strategy 
In order to engage with its target audience and promote brand recognition and sales, H&M's content strategy strives to provide interesting and pertinent material. The plan consists of:
Producing high-quality visual content: 
H&M makes an investment in producing visually attractive photos and films that best represent their items. They present their products in real-world settings using a combination of expert photo shoots and user-generated material.
[image: ]
Sustainability is the main focus of H&M's content strategy, which also highlights their dedication to social responsibility. They emphasise their attempts to utilise sustainable resources, lower their carbon impact, and support ethical working conditions
Influencers are being used: H&M collaborates with influencers and celebrities to market their merchandise. They work with social media influencers that share their brand values and have sizable followings.
Making interesting social media posts: H&M's social media channels blend commercial information with postings that are interesting and reflect their brand personality. To develop material that connects with their audience, they employ humour, hot subjects, and current affairs.
Information that is helpful to the public is produced by H&M, including product evaluations, fashion trends, and styling advice. They want to establish themselves as a go-to resource for information on fashion and lifestyle.
[bookmark: _Toc133786498]Choose the channel 
Considering their target market, content strategy, and objectives would help H&M choose the best channels. Social media sites like Instagram, Facebook, and Twitter, email marketing, content marketing on their website and blog, influencer marketing, and paid advertising on search engines and social media platforms are a few of the channels they may take into account. To reach their target audience, they can also think about forming partnerships with other businesses or websites. The secret is to select channels that support their objectives and provide their target audience the best possible chance of hearing from them (Ryan, 2016).
[bookmark: _Toc133786499]Create a promotional strategy
H&M must develop a promotional strategy in order to successfully advertise their brand, goods, and services when the content strategy is in place and the relevant channels have been selected. The strategies and programmes that will be employed to accomplish their digital marketing objectives should be included in this strategy.
[bookmark: _Toc133786500]Put the plan into action
It's time to execute the promotional strategy when it has been developed. This entails carrying out the many strategies and methods mentioned in the strategy. H&M will need to guarantee that their digital marketing team has the materials and equipment required to implement the plan successfully.
[bookmark: _Toc133786501]Monitor and evaluate results
In order to assess the efficacy of its digital marketing initiatives, H&M must closely monitor and evaluate the outcomes. To monitor their progress towards their objectives, they may utilise a variety of techniques and indicators, including website traffic, social media engagement, and conversion rates. They can pinpoint areas where they need to improve by routinely assessing their performance and making the necessary improvements.
[bookmark: _Toc133786502]Feedback Loop 
According on the findings of their monitoring and measuring efforts, H&M may need to revise and improve their digital marketing approach in order to get improved outcomes. This can entail changing their content approach, their audience targeting, or the methods they use to communicate with them. The secret is to be adaptive and agile in order to respond to shifting consumer preferences and market trends.
[bookmark: _Toc133786503]Part 2
[bookmark: _Toc133786504]Artificial Intelligence 
The goal of artificial intelligence (AI), a subfield of computer science, is to build machines that are capable of carrying out activities that ordinarily require human intellect, such as voice recognition, decision-making, and object identification. Machine learning, deep learning, and natural language processing are three strategies used by AI systems to learn from data and enhance their performance over time. Healthcare, banking, transportation, and entertainment are just a few of the industries where AI is used extensively. With the potential to revolutionize industries and enhance how we live and work, AI is becoming more and more ingrained in our daily lives as technology improves (Jaderi et al., 2018).
[bookmark: _Toc133786505]Machine Learning
A subset of artificial intelligence known as "machine learning" enables computers to learn from their past performance and advance over time. It is a data-driven strategy that uses algorithms to find patterns in data and then makes predictions or conclusions based on those patterns. Applications for machine learning are many and include speech and picture recognition, fraud detection, recommender systems, and self-driving automobiles. Machine learning is an important tool for businesses and organizations in a variety of sectors since its objective is to build intelligent systems that can learn from new data and adapt to it without human involvement (Jordan and Mitchell, 2015).
[bookmark: _Toc133786506]Application of AI and ML in  digital marketing
H&M can save expenses and increase ROI in digital marketing by utilizing AI and ML. For instance, H&M may boost engagement and conversion rates by utilizing personalized marketing strategies. Recognizing images and videos can assist improve product design and save production costs. Chatbots can save expenses associated with hiring additional customer support staff while enhancing customer happiness and service (van Esch and Stewart Black, 2021).
[bookmark: _Toc133786507]Predictive Analytics
Analytics that forecast consumer behavior, such as what they are likely to buy, how much they are prepared to spend, and when they are likely to make a purchase, can be done using machine learning. This lowers expenses and boosts ROI for marketers by enabling them to better target their advertising and sales efforts.
[bookmark: _Toc133786508]Personalization
By analysing client data and crafting messages that are more likely to connect with them, AI may assist personalise marketing initiatives like email campaigns. Better ROI and greater engagement may result from this.
[bookmark: _Toc133786509]Chatbots 
Artificial intelligence (AI)-powered chatbots may be used to offer customer support and service, which can cut expenses associated with hiring human customer service personnel. Additionally, chatbots may deliver tailored advice and raise client happiness.
[bookmark: _Toc133786510]Content Creation
AI may help with content production, such as by coming up with product descriptions or making movies. Enhancing productivity, can assist in minimise expenses related to creating manual content and help maximize ROI.
[bookmark: _Toc133786511]Ad targeting 
ML algorithms can analyse enormous volumes of data to assist businesses in more successfully targeting their adverts. An ML model, for instance, may forecast which ads are most likely to resonate with a particular audience and optimise ad placement to increase conversions by leveraging past data on user behaviour.
[bookmark: _Toc133786512]Fraud detection
AI and ML can assist in the detection of fraudulent behaviour in digital advertising, such as click fraud or bot traffic. Businesses can identify suspicious activity and stop spending money on false clicks by utilising computers to analyse trends in user behaviour.
[bookmark: _Toc133786513]Customer segmentation
Segmenting clients based on their behaviour, demographics, or other traits may be done using ML algorithms. By doing so, firms may more effectively target certain demographics with their marketing messaging.
[bookmark: _Toc133786514]K-means clustering algorithm
K-means clustering method: This algorithm splits clients into clusters based on their commonalities and is used in customer segmentation. Businesses may discover groups with particular requirements and preferences by analysing data on consumer behaviour and demographics and changing their marketing strategy appropriately.
[image: K-Means Clustering Algorithm - Javatpoint]
(JAVA point, 2023)
[bookmark: _Toc133786515]Sentiment analysis 
To determine the sentiment surrounding a brand or product, ML algorithms may be used to analyse social media and other internet data. This may assist companies in spotting possible problems early on and taking action to prevent them, as well as spotting chances for encouraging involvement.
[bookmark: _Toc133786516]Forecasting with machine learning  
Machine learning forecasting is a method for predicting future trends and behaviours by using past data. Machine learning algorithms may generate precise forecasts and assist organisations in making defensible judgements by examining patterns and correlations within the data (Makridakis, Spiliotis and Assimakopoulos, 2018).
The ability of machine learning to handle vast and complicated information as well as its capacity to learn from and adapt to new data are two of its primary benefits for predicting. This may result in forecasts that are more accurate and trustworthy, enabling firms to optimise their operations while lowering costs and boosting profits.
For instance, forecasting with machine learning may be used in the retail sector to estimate client demand for specific items, enabling businesses to optimise their inventory management and prevent stockouts. Machine learning in finance may be used to anticipate stock values, allowing investors to make better purchasing and selling choices.
Machine learning may be applied in the context of digital marketing to anticipate a range of indicators, including website traffic, conversion rates, customer lifetime value, and revenue. Businesses may more effectively plan and allocate resources, optimise their marketing initiatives, and enhance their overall performance by anticipating these KPIs.
Deloitte research found that organizations using machine learning for forecasting may enhance prediction accuracy by 10–20%, resulting in considerable cost savings and revenue gain (Makridakis, Spiliotis and Assimakopoulos, 2018).
[bookmark: _Toc133786517]Conclusion
As a result of our investigation of H&M's digital marketing initiatives, it has become clear that the retailer places a high priority on utilising digital platforms to increase brand recognition, client retention, and revenue. The business has a significant following on social media, and it regularly refreshes its content on a variety of channels. Additionally well-run, H&M's email marketing campaigns offer customers personalised offers and pertinent product recommendations.
There are, however, several areas where H&M's approach to digital marketing may be strengthened. The organisation has the chance to improve its use of data and analytics to better understand consumer behaviour and preferences, and the website's design and operation might be more user-friendly, especially on mobile devices.
In general, H&M's digital marketing approach has been successful in increasing consumer engagement and revenue, especially through email and social media marketing initiatives. To maintain growth and success as the digital environment changes, H&M needs keep coming up with new ideas and improving its digital marketing approach. H&M can establish itself as a pioneer in the field of online fashion retail by keeping up with trends and utilising new technology.
[bookmark: _Toc133786518]References

1. Antevenio (2019). What is the SOSTAC methodology? All you need to know. [online] Antevenio. Available at: https://www.antevenio.com/usa/what-is-the-sostac-methodology/ [Accessed 28 Apr. 2023].
2. Austerberry, D. (2004). Digital Asset Management. [online] Google Books. Taylor & Francis. Available at: https://books.google.co.uk/books?hl=en&lr=&id=G-iH2yaz29EC&oi=fnd&pg=PR3&dq=What+is+digital+asset&ots=-e9baYCxFY&sig=j77ECjjS4Rjng4NL-IbCIOSLlgc&redir_esc=y#v=onepage&q=What%20is%20digital%20asset&f=false [Accessed 26 Apr. 2023].
3. Borden, N. (1964). The Concept of the Marketing Mix’.
4. Branding Expert (2021). H&m Unique Selling Point | Branding Experts. [online] Sweet Spot. Available at: https://brandingexperts.com.au/hm-unique-selling-point/ [Accessed 28 Apr. 2023].
5. business Jargon (2015). What is Marketing Information System? definition and meaning - Business Jargons. [online] Business Jargons. Available at: https://businessjargons.com/marketing-information-system.html [Accessed 26 Apr. 2023].
6. Campaign (2017). H&M Advertising, Marketing Campaigns and Videos. [online] Campaignlive.co.uk. Available at: https://www.campaignlive.co.uk/the-work/advertiser/hm/9830.
7. Chaffey, D. (2019). 10 reasons you need a digital marketing strategy in 2019 | Smart Insights. [online] Smart Insights. Available at: https://www.smartinsights.com/digital-marketing-strategy/digital-strategy-development/10-reasons-for-digital-marketing-strategy/ [Accessed 28 Apr. 2023].
8. Chaffey, D. and Ellis-Chadwick, F. (2019a). Digital Marketing. [online] Google Books. Pearson UK. Available at: https://books.google.co.uk/books?hl=en&lr=&id=-1yGDwAAQBAJ&oi=fnd&pg=PT17&dq=digital+marketing&ots=XiXm9RoO0_&sig=QBMh9M8qV4wBa0dr5zfLT8hl1Ks&redir_esc=y#v=onepage&q=digital%20marketing&f=false [Accessed 28 Apr. 2023].
9. Chaffey, D. and Ellis-Chadwick, F. (2019b). Digital Marketing. [online] Google Books. Pearson UK. Available at: https://books.google.co.uk/books?hl=en&lr=&id=-1yGDwAAQBAJ&oi=fnd&pg=PT17&dq=digital+marketing&ots=XiXm9YiP67&sig=2ARkaHztDH4RWKqQZzRz3qT9Nuw&redir_esc=y#v=onepage&q=digital%20marketing&f=false [Accessed 28 Apr. 2023].
10. Chaffey, D. and Smith, P.R. (2022). Digital Marketing Excellence: Planning, Optimizing and Integrating Online Marketing. [online] Google Books. Taylor & Francis. Available at: https://books.google.co.uk/books?hl=en&lr=&id=GmmdEAAAQBAJ&oi=fnd&pg=PP1&dq=race+theory+in+digital+marketing&ots=aux_7DA3f5&sig=49_aaU7QzdPvGsVL92rbF6C_vI8&redir_esc=y#v=onepage&q=race%20theory%20in%20digital%20marketing&f=false [Accessed 28 Apr. 2023].
11. Charlesworth, A. (2014). Digital Marketing: A Practical Approach. [online] Google Books. Routledge. Available at: https://books.google.co.uk/books?hl=en&lr=&id=whQWBAAAQBAJ&oi=fnd&pg=PP1&dq=digital+marketing&ots=D6lyucJ1Co&sig=laUrsQ9xxdV7QMnJLTzvCjKALa8&redir_esc=y#v=onepage&q=digital%20marketing&f=false [Accessed 28 Apr. 2023].
12. Dishika Sopariya (2021). IIDE. [online] IIDE. Available at: https://iide.co/presentations/case-study-on-hm/ [Accessed 26 Apr. 2023].
13. H & M (2023). H&M In need for a robust, flexible system. [online] Available at: https://smpprodresources.azureedge.net/partnerresources/lsretail.com-HampM.pdf [Accessed 26 Apr. 2023].
14. H & M (2021). H & M Hennes & Mauritz AB Full-year report. [online] Available at: https://hmgroup.com/wp-content/uploads/2023/01/H-M-Hennes-Mauritz-AB-Full-year-report-2022.pdf [Accessed 26 Apr. 2023].
15. H & M (2023). H&M GROUP PRIVACY COMMITMENT. [online] Hm.com. Available at: https://www2.hm.com/en_gb/customer-service/privacy-link.html [Accessed 26 Apr. 2023].
16. H&M (2019). H&M. [online] Hm.com. Available at: https://about.hm.com/ [Accessed 26 Apr. 2023].
17. H&M (2022). H&M Membership | Join to Collect Points & Rewards. [online] H&M. Available at: https://www2.hm.com/en_gb/member/info.html [Accessed 28 Apr. 2023].
18. H&M Group (2022). Market overview. [online] H&M Group. Available at: https://hmgroup.com/about-us/markets-and-expansion/market-overview/ [Accessed 26 Apr. 2023].
19. Jaderi, F., Ibrahim, Z.Z., Nikoo, M. and Nikoo, M. (2018). Utilizing self-organization systems for modeling and managing risk based on maintenance and repair in petrochemical industries. Soft Computing, 23(15), pp.6379–6390. doi:https://doi.org/10.1007/s00500-018-3291-x.
20. James, W. (2023). Avertissement de redirection. [online] Google.com. Available at: https://www.google.com/url?sa=i&url=https%3A%2F%2Fwww.8bitcontent.com%2F8-ps-of-marketing&psig=AOvVaw2nvNka2V8vDTPJXBcrhYv_&ust=1682733118828000&source=images&cd=vfe&ved=0CBAQjRxqFwoTCOjx7MC7y_4CFQAAAAAdAAAAABAE [Accessed 28 Apr. 2023].
21. Jankowska, A.M. and Kurbel, K. (2005). Service-Oriented Architecture Supporting Mobile Access to an ERP System. Wirtschaftsinformatik und Angewandte Informatik, pp.371–390. doi:https://doi.org/10.1007/3-7908-1624-8_20.
22. JAVA point (2023). K-Means Clustering Algorithm - Javatpoint. [online] www.javatpoint.com. Available at: https://www.javatpoint.com/k-means-clustering-algorithm-in-machine-learning [Accessed 28 Apr. 2023].
23. Jordan, M.I. and Mitchell, T.M. (2015). Machine learning: Trends, perspectives, and prospects. Science, 349(6245), pp.255–260. doi:https://doi.org/10.1126/science.aaa8415.
24. Klaus, H., Rosemann, M. and Gable, G.G. (2000). What is ERP? Information Systems Frontiers, 2(2), pp.141–162. doi:https://doi.org/10.1023/a:1026543906354.
25. Law, T.J. (2019). Why You Desperately Need a Defined Target Market and Target Audience. [online] Oberlo. Available at: https://www.oberlo.com/blog/target-audience [Accessed 28 Apr. 2023].
26. Makridakis, S., Spiliotis, E. and Assimakopoulos, V. (2018). Statistical and Machine Learning forecasting methods: Concerns and ways forward. PLOS ONE, [online] 13(3), p.e0194889. doi:https://doi.org/10.1371/journal.pone.0194889.
27. Marketing360 (2020). Difference Between Push and Pull Marketing. [online] Marketing 360. Available at: https://www.marketing360.in/what-is-push-and-pull-marketing/ [Accessed 28 Apr. 2023].
28. Meldrum, M. and McDonald, M. (1995). The Ansoff Matrix. Key Marketing Concepts, [online] 24(1), pp.121–126. doi:https://doi.org/10.1007/978-1-349-13877-7_24.
29. Nikolopoulos (2022). H&M, Zara, Fast Fashion Turn to Artificial Intelligence to Transform the Supply Chain. [online] www.thomasnet.com. Available at: https://www.thomasnet.com/insights/zara-h-m-fast-fashion-ai-supply-chain/#:~:text=The%20Swedish%20fashion%20empire%20H%26M [Accessed 26 Apr. 2023].
30. P. Smith (2023). Net sales of the H&M Group worldwide 2020. [online] Statista. Available at: https://www.statista.com/statistics/964138/net-sales-of-the-h-and-m-group-worldwide/#:~:text=The%20H%26M%20Group%20had%20the [Accessed 26 Apr. 2023].
31. PALLISTER, B. (2022). The Ansoff Matrix: How Coca-Cola Used It to Grow Into a Dominant Global Brand. [online] The Ansoff Matrix. Available at: https://innovolo-group.com/misc/the-ansoff-matrix-how-coca-cola-used-it-to-grow-into-a-dominant-global-brand/ [Accessed 28 Apr. 2023].
32. Ryan, D. (2016). Understanding Digital Marketing: Marketing Strategies for Engaging the Digital Generation. [online] Google Books. Kogan Page Publishers. Available at: https://books.google.co.uk/books?hl=en&lr=&id=4pZlDQAAQBAJ&oi=fnd&pg=PR5&dq=digital+marketing&ots=Pb7VtI_K9t&sig=8jXE-h6S6OQqpt7ImlkOREyV4Cc&redir_esc=y#v=onepage&q=digital%20marketing&f=false [Accessed 28 Apr. 2023].
33. Similarweb (2023). hm.com Traffic Analytics & Market Share. [online] Similarweb. Available at: https://www.similarweb.com/website/hm.com/#outgoing-links [Accessed 26 Apr. 2023].
34. South Ventures (2023). Digital Marketing Strategy. [online] South Ventures | Business Growth Consulting. Available at: https://www.south.ventures/digital-marketing-strategy/ [Accessed 28 Apr. 2023].
35. Usmani, F. (2022). Marketing Information System: Definition, Example, and Components - Parsadi. [online] Marketing Information System. Available at: https://parsadi.com/marketing-information-system/ [Accessed 26 Apr. 2023].
36. van Esch, P. and Stewart Black, J. (2021). Artificial Intelligence (AI): Revolutionizing Digital Marketing. Australasian Marketing Journal, 29(3), p.183933492110376.
37. Webb, E. (2021). The Content Sweet Spot - Using content to get more customers. [online] InSynch. Available at: https://www.insynch.co.uk/the-content-sweet-spot-using-content-to-get-more-customers/ [Accessed 28 Apr. 2023].

Page | 20 

image3.png
Net sales of the H&M Group worldwide from 2014 to 2022
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Sales per region, fourth quarter

New stores
SEKm SEKm SEK LcY (net) Number of stores

Q4-2022 Q4-2021 Changein % Q4-2022 30Nov-22 30Nov-21
The Nordics 5198 5,287 2 =5] -6 399 427
Western Europe 20,126 18,756 7 1 -6 1079 1127
Eastern Europe 6818 6293 8 -3 -173 481 653
Southern Europe 8,073 7498 8 8 -5 623 650
North & South America 14,387 11735 23 0 8 740 757
Asia, Oceania & Africa 7831 7244 8 2 -7 1143 1187
Total 62433 56813 10 0 -199 4465 4801

Eastern Europe has been impacted by the war and the fact that all sales in Russia, Belarus and Ukraine were paused at the
time of the invasion. In August stores in Russia were reopened to sell off the remaining stock as part of the winding down
of the Russian operations. As the goods sold out, the stores were closed permanently. The stores in Belarus were also
reopened during the autumn and sold off their stock. The last stores in Russia and Belarus closed on 30 November.
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Social Media Traffic to hm.com

hm.com gets most of its social media traffic from Facebook, followed by Youtube
and Instagram (Desktop). Engaging audiences through Pinterest may reveal new

opportunities
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hm.com Top Keywords by Traffic Share Organic vs. Paid

P
See thelist of top keywords diving organic wrafic to hm.com (Desktop, worldwide) A
e a5 e s739%
e
Top Keywords
o o similarweb
2
handm 729K
po ©
hym 2813 E T]lgysK
h ZasK

183K Others
See more >





image10.png
hm.com Top Marketing Channels

The top traffic source to hm.com is Organic Search traffic, driving 4712% of
desktop visits last month, and Direct is the 2nd with 36.31% of traffic. The most
underutilized channel is Referrals. Drill down into the main traffic drivers in each

channel below

Marketing Channels Distribution

36.31%

2

Direct

121%

b |

Referrals

4712%

@

Organic
Search

6.80%
]
Q

Paid
Search

Social

1.83%

Mail

© similarweb

303%

Display




image11.png
@ similarweb

Age Distribution

2808%
18-24

Gender Distribution

125%
699%
a16%
35-44

=
2

3161%

04 oq oq oQ oQ oQ o4 o4 o4 ¢
04 oq of oQ oQ oQ o4 o4 o4 ¢
04 o4 of oQ oQ oQ @ o4 ¢ °¢
04 o4 oQ oQ oQ oQ @ ¢ ¢ ¢
04 o4 of oQ oQ oQ @ ¢ ¢ °¢
ogogogogogegegogogeq ¢
04 og of oQ oQ oQ @ ¢ ¢ °¢
04 o4 of oQ oQ oQ @ ¢ ¢ °¢
oQogogegogogogododoq |
oQegegegegegegodogod -

i

03%

6807%




image12.png
Q) similarweb  free Tools - Products -+ Our Customers

Q. a bmcom vs. [+ Compurs st to

3 similarweb

ourdata

pricing

Resources.

Q 2

B March2023 ~ | B3 Alafic ~

Top Countries

& United tates
= 1938% - sen

W 829% - 2o

798% - 10t

796% - 2216

© 410% - 020

5228%





image13.png
¢ similarweb

)

1001M

1676% -

00:05:03

3882%

816

Free Tools

Qg hmeom Vs

4 Yourpuble afcrankin

Products

Traffic & Engagement Last Month

octs your

Our Customers -~ Our Data

& Compare thissite to

v succass

Total Visits Last 3 Months

1086M

pricing

857M

Resources

B Mach2023 - | GY Alteffic ~

100M

@ 2

"

Similarweb Platform

Try our Digital Marketing.
and Research solut
to discover deeper
insights
 Month-to-date data

cluding:

< Unique vsiors
< Marketshore

o




image14.png
O similarweb  FreeTools - Products - OurCustomers - OurData  Pricing  Resources.

2 w4, hmeom V. |+ co

Hem
a7

>10001

Swedon, Stockhom
>si08

Ufestyle > Fashion and
&z © Gl Rk
4269

D) -2

4 Comnect this website )

1001M 38.82% 816 00:05:03

()




image15.png
Stakeholders

External Environment

Governments
Employees Suppliers Macro-Political, Economic, Social,
Ownership

Technological, Environmental, Legal

Customers and ex

consumers Countries,
communities

Partners ROE Suppliers (Supply Chain)

— Industry

Competitors

Buyers

Lenders Competitors

Governance Substitutes
Potential market entrants

Complements

e Industry Lifecycle The Firm Government

«  Government Intervention | —p
e Strategy

o Competition
. ® Structure
e Social Change

®  Syste
«  Use of technology S‘Glems
o skills
o Staff
o Style
o culture

Product and/or
Services

Supply Chain Market or Markets





image16.png
Figure 2.1 Customer lifecycle marketing touchpoint summary for a business-to-business organisation
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DIGITAL MARKETING STRATEGY
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H&M Group's store count per region

Region Stores (28 February 2023)
The Nordics 394

Western Europe 1065

Eastern Europe 478

Southern Europe 619

North & South America 738

Asia, Oceania & Africa 1120

Total number of stores: 4414

The H&M group's operations in Russia and Belarus have been wound down since 30 November 2022, while operations in Ukraine
have been paused.




