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Figure 1: H&M New Mission Statement 
(Author’s Own, 2023)

New Mission Statement:
“To be clear, committed, and connected to the wider
H&M community, through innovative integration of
digital technologies, an enhanced customer journey,
and sustainable & ethical practices, to ensure our
products and brand meet the high standards expected
by all our customers”.
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H&M, in recent years, have attempted to move towards a
more sustainable operation. However, due to accusations
of greenwashing and its relation to fast fashion, H&M are
yet to be committed to a consistent brand identity. The
aim of the Strategic Development Report is to formulate a
strategy to tackle issues identified in figure 2 by
establishing key strategic objectives in figure 3. If
successful, this strategy will firmly establish H&M with a
firm brand identity established in sustainable and ethical
practices. This strategy will be achieved by leveraging
H&M’s vast resources and a growing consumer base of
informed and intelligent individuals to target.

 
 

The Strategic Development Report
assessed the following areas:

 
1.
2.
3.
4.
5.
6.

 

H&M Executive SummaryH&M Executive Summary



Launch a new sustainable capsule collection.
Streamline the physical store and revitalise select stores with engaging atmospherics and digital
technology.
Create an effective IMC campaign, to provide a platform to address greenwashing claims.
Reposition the brand away from the fast fashion retail sector.
Look towards overhauling its current supply chain practices to be more sustainable. Analyse how
blockchain technology can be used to enhance transparency.
Further develop a seamlessly integrated omnichannel operation.
Launch a physical pop-up store in London, followed by major UK cities. Launch a metaverse pop-up
store.

Strategic Objectives:

 

Underwhelming physical store atmospherics.
Longer lead times than many fast fashion and ultra-fast fashion competitors.
Over-reliance on independent suppliers, which leaves them vulnerable when sourcing issues arise, due
to a lack of control over production.
Conflicting brand identity (fast fashion brand vs sustainable brand). Criticism for engaging in
greenwashing.
Limited digital touchpoints.

Identified Issues:

Figure 2: Identified Issues (Author’s Own, 2023)

Figure 3: Strategic Objectives (Author’s Own, 2023)



Given the current environmental concerns and the increasing
demand for sustainable fashion, H&M's effort to establish itself
as a sustainable non-fast fashion brand is an important one. H&M
has already come under fire for its rapid fashion business
strategy and environmental effect. Redefining H&M as
sustainable will not only solve these issues but also appeal to
consumers who are concerned about the environment. 
A unified and thorough marketing strategy for the brand may be
developed using the Integrated Marketing Communication (IMC)
approach. Advertising, public relations, sales promotion, direct
marketing, personal selling, and digital marketing are just a few
examples of the several types of communication that would be
included in the IMC channels.

Given the high level of consumer engagement on digital platforms,
digital marketing is particularly crucial in redefining H&M as a
sustainable brand. Social media campaigns, influencer
collaborations, content marketing, and email marketing are all part
of the digital marketing strategy. The strategy would centre on using
narrative to convey the brand's dedication to sustainability,
promoting the usage of sustainable materials, and displaying the
company's initiatives to lessen its environmental effect.
This may include the creation of the logo might include the concepts
of people, planet, and profit through the use of the colours green and
blue and sustainable images like trees, leaves, and recycling
symbols.

A thorough marketing campaign, including a potent digital marketing strategy,
partnerships with sustainability influencers, and sustainability-themed events,
would need to be put into place in order to re-introduce the brand. For the company
to draw in and keep environmentally concerned customers, it would be necessary to
successfully promote its sustainable activities through a variety of marketing
platforms.
Some digital communication steps that could be taken to promote H&M as a
completely sustainable and non-fast fashion brand:
Social media campaigns may be used to raise awareness of a brand's
environmentally friendly efforts and methods. This can entail displaying eco-friendly
products, disclosing the company's carbon footprint, and emphasising the brand's
dedication to ethical and sustainable production methods.
 

H&MH&MH&M



INFLUENCER

PARTNERSHIPS:

 
Working with bloggers and influencers in the field of
sustainability may help a company spread the word about its
green efforts and methods to a larger audience. On their blogs
and social media platforms, these influencers can discuss their
thoughts and experiences with the company and its products.

SOCIAL MEDIA
CAMPAIGNS

 
This may be used to raise awareness of a brand's environmentally
friendly efforts and methods. This can entail displaying eco-friendly
products, disclosing the company's carbon footprint, and
emphasising the brand's dedication to ethical and sustainable
production methods.

EMAIL MARKETING
 

This may be used to notify customers about the company's
eco-friendly programmes and procedures. Sharing details
about planned events with a sustainability theme, new
sustainable product releases, and sustainability-related
news and updates are a few examples.











According to the strategic group report, 
H&M has long been criticised for its low 
sustainability, transparency, and public 
credibility, although H&M generated revenue 
through E-commerce during the COVID 
period, it still faces the threat of mass closures 
in its physical stores during the post-COVID 
period. The legacy of old-fashioned, non-
innovative and boring atmosphere has led to 
an urgent need to transform the brand in the 
current period, by improving the atmosphere 
and revitalising the physical shops using new 
digital technologies to effectively engage 
consumers in a diverse shopping experience.

App Build-in 
Gamification 

Campaign

Identified
Issue

Planning



This campaign will show 
a gamification initiative in 
collaboration with software 
companies to develop a mobile app 
and offline pop-up store linkage. 
It will build on the existing H&M 
app, linking it with AR technology 
and offline scanning to enhance 
the sustainable impact of social 
media and emphasise the public 
image. The project aims to build on 
the brand's already strong social 
media presence, fill a gap in the 
industry for similar promotional 
methods, increase user stickiness 
among consumers and pave the 
way for subsequent launches of 
more sustainable products and 
promotions.

As the mobile-phone-based software 
has a more mature social media 
community, it can be used as a 
promotional tool to guide consumers 
in the direction of future metaverse 
development and stabilise the market, 
the campaign can also be linked to 
the transparent promotion offered by 
blockchain technology at the same 
time.

Future
 Prospect



H&M 2015 Pop-Up Store 
for Divided Collection

Contextualisation & Justification
In recent years, 'as economic turbulence continues to affect global markets, the retail sector has become
increasingly volatile' (White, 2018). Furthermore, 'retailers in general have been slow to respond to
changing consumer attitudes towards technology and innovation, with many reluctant to acknowledge the
widening digital divide between consumer digital behaviors and expectations, and retailers’ ability to
deliver the desired experiences' (White, 2018).  This has also impacted H&M as ‘H&M Group closes 91
shops worldwide in 2021 due to COVID impact’ (statista.com, 2022). Therefore, a core strategy for H&M
will be to explore the revitalisation of its store offering with engaging atmospherics and digital technology.

To support the launch of a sustainable capsule collection, a pop-up store experience is suggested both as
a promotional benefit and experimental benefit for identifying methods of revitalising its entire retail
offering due to a 'much lower investment and therefore less risk' (Varley, 2018). The two key themes for
successful conceptualisation of this strategy will be on integrated digital technologies and experiential
retail marketing. This will be crucial due to the 'growing importance of the consumption experience, with
consumers increasingly seeking not only to purchase products and meanings, but also to participate in
unique, memorable consumption experiences' (Gouillart, 2010). 

H&M Pop-Up Experience H&M Pop-Up Experience 

History & Evolution of Retail
Retail Formats (Online, Offline, Omnichannel)
Experiential Retail Marketing
Overview & Strategic Importance of Pop-Up Store Retailing
Overview & Strategic Importance of Digital Technologies (AR, VR, Metaverse, Blockchain)
Overview & Strategic Importance of Process Modelling (Holistically & Focused)

This pop-up experience concept is underpinned  by research 
and planning via a literature review of the following areas:
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Visual Output
Virtual Fitting Room Mirrors: Virtual Fitting Room Mirrors are fitted with Augmented Reality (AR) and
Radio Frequency Identification (RFID) technology. This will provide a suitable alternative for those not
wanting to access the physical fitting rooms and will assist in limiting overcrowding and queues. 

Main Stage: Main stage will be the centre point for the pop-up event as guest speakers and
representatives of H&M discuss sustainability and future related strategies. This will provide an
opportunity to address claims of greenwashing and will be an excellent touchpoint for the brand.

VR Headset: Virtual Reality (VR) technology will be used to show H&M's transparent supply chain to
interested customers. This will positively enforce a stronger emotional connection, between customers
and the brand, which will increase loyalty.

Lighting: Lighting will provide ambience to the overall atmospherics of the store.

Blockchain: Products will have barcoded hangtags which can be scanned through the H&M app, and will
be able to access a new section, which will aim to inform customers on the product journey through its
supply chain.





BRANDING

Material

Personality

Relationship Culture

Reflected Image Self-concept

▪ Green	logo

▪ Honest
▪ Warm-hearted
▪ Caring	clothing

▪ Close
▪ Long-term	relationship
▪ Personalisation

▪ Circularity
▪ Minimalism
▪ Simplicity
▪ Ethics

▪ Responsible
▪ Ethical	individuals

▪ Confident
▪ Caring	the	world

RETAILING

In physical stores, the brand shows the detail processes of how a product is recycled and used and
collects customers’ used clothes and footwears. By Virtual Reality (VR), it offers customers
immersive experience about the recycling process and circular fashion of H&M+Eco. In online
channels, the brand uses VR technologies to illustrate its recycling process and circularity practices.

The brand offers each customer an account that records their purchase and search history and
demographics and predicts their individualised demands to offer personalised recommendations in
all channels. The account records each customer’s eco-friendly points. They obtain these points by
offering old clothes for price discount and privileges.
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