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FY2025-26 - 621 stores - 180 SKUs - Aug 2025 - Jul 2026 - Synthetic dataset for portfolio demonstration

Margin & Markdown SKU Health Store & Regional
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REVENUE SEASONALITY
Monthly revenue ($K) vs. gross margin & discount rate - trading-event months in red
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Read: Dec peak ($62.8M) is a volume play — margin compresses from 52.7% (Sep) to 47.0% on promotional depth. Jan-Feb trough follows the classic clearance

pattern: 33% avg markdown, margin bottoms at 35.1%.

Action: Pull forward SS26 newness allocation to Feb. Shorten the Jan sale window — 33% markdown is too deep for the volume it generates.
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Revenue contribution by department
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CATEGORY REVENUE CONTRIBUTION
Monthly revenue by department ($M)
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Read: Ladieswear carries the peak — its December contribution alone exceeds all of Menswear for the month. Beauty and Home stay flat year-round, insulating the
mix from seasonal swing.

Action: Treat Ladieswear as the demand-sensing lead category for Q4 buy commitments; let counter-cyclical Home/Beauty absorb open-to-buy in the Jan-Feb

trough.

Methodology. Figures derived from a synthetic 12-month transactional dataset (621 doors, 180 SKUs) modelled on typical fast-fashion trading patterns. Margin, markdown, and return rates
are unit-weighted; regional metrics are revenue-per-door normalised. Built for portfolio demonstration only — not affiliated with or endorsed by H&M.
Dashboard built for portfolio demonstration — Parnavi Gabhane - MPS Fashion Marketing, LIM College
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Executive Summary Margin & Markdown SKU Health Store & Regional

MARKDOWN VS. MARGIN
Discount depth against gross margin & return rate - reference line at 45.4% avg GM
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Read: The margin line tracks inversely to discount with remarkable consistency: every 1pp of incremental markdown erodes roughly 0.75pp of gross margin. Return
rate rises with discount too — clearance buyers keep less.

Action: Cap promotional depth at 25% outside Black Friday. Beyond that threshold the margin give-back outpaces the units lift, and returns compound the loss.

PERFORMANCE BY SEASON

CORE HEALTHY AW25 WATCH $S26 WATCH
$218.4M $92.7M $79.9M
47.8% gross margin 41.8% gross margin 42.1% gross margin

Read: Core basics deliver a 6pp margin premium over seasonal ranges ($218M at 47.8% vs. seasonal at ~42%) with far lower markdown exposure.

Action: Shift 8-10% more buy depth into Core. Seasonal newness drives traffic, but Core is where the margin dollars compound.

CONSCIOUS MATERIALS

STANDARD CONSCIOUS
$273.8M $117.1M
45.2% GM - 9.8% returns 45.8% GM - 91% returns

Read: Conscious lines carry a slightly higher margin (45.8% vs. 45.2%) and a lower return rate (9.1% vs. 9.8%) — sustainability is margin-accretive here, not a cost.

Action: Expand the Conscious penetration target from 30% to 40% of the assortment. It improves both the P&L and the brand story with no trade-off.

Methodology. Figures derived from a synthetic 12-month transactional dataset (621 doors, 180 SKUs) modelled on typical fast-fashion trading patterns. Margin, markdown, and return rates
are unit-weighted; regional metrics are revenue-per-door normalised. Built for portfolio demonstration only — not affiliated with or endorsed by H&M.
Dashboard built for portfolio demonstration — Parnavi Gabhane - MPS Fashion Marketing, LIM College
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SUBCATEGORY HEALTH QUADRANT
Return rate (x) vs. gross margin (y) - bubble size = revenue - reference lines at 10% return [/ 45% margin
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Read: Three failure modes cluster in the bottom-right danger zone. Dresses sit high on returns at healthy margin — a sizing/fit issue, not a price issue. Jeans (Mom,

90s Baggy) pair weak margin with 18% returns — a fit-consistency problem. Party Wear shows the classic bracket-buying signature: bought in multiples, one kept.

Action: Fund fit-model revisions for Dresses and Denim before rebuying. Add a size-guide intervention on Party Wear PDPs to cut bracket ordering.

TOP SKUS
SKU REVENUE GM%  SIGNAL
Puff-Sleeve Blouse $15.5M 49.3% REPLENISH
Soft Jersey Trousers $12.4M 48.3% SCALE
Padded Down Jacket $11M 44.2% FIX FIT
Quilted Shacket $10.8M 46.9%  SCALE
Ruched Jersey Dress $10.6M 44.0% FIX FIT

PROBLEM SKUS

SKU GM% RETURN  ACTION
Linen Blazer 32.4% 20.0% EXIT

Mom Ultra High Jeans 35.2% 18.0% MARKDOWN
90s Baggy Jeans 351% 17.7% EXIT
Repellent Parka 31.3% 13.5% MARKDOWN
Denim Cargo 40.2% 19.3% WATCH

Read: Linen Blazer and 90s Baggy Jeans both sit below 36% margin with returns near 18-20%. No promotional lever recovers a SKU that loses money on the way in
and again on the way back.

Action: Exit Linen Blazer and 90s Baggy Jeans at end of season — do not rebuy. Redirect their open-to-buy into Puff-Sleeve Blouse and Soft Jersey Trousers, which
absorb depth profitably.

Methodology. Figures derived from a synthetic 12-month transactional dataset (621 doors, 180 SKUs) modelled on typical fast-fashion trading patterns. Margin, markdown, and return rates
are unit-weighted; regional metrics are revenue-per-door normalised. Built for portfolio demonstration only — not affiliated with or endorsed by H&M.
Dashboard built for portfolio demonstration — Parnavi Gabhane - MPS Fashion Marketing, LIM College



H&M North America ((SKU PERFORMANGE & ALLOCATION INTELLIGENCE )

FY2025-26 - 621 stores - 180 SKUs - Aug 2025 - Jul 2026 - Synthetic dataset for portfolio demonstration

Executive Summary Margin & Markdown SKU Health Store & Regional

STORE CLASS PRODUCTIVITY
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Read: Blue-class doors ($455/sgm) out-produce the larger Red class ($373/sqm) by 22% per square metre despite fewer locations — smaller, better-edited footprints

convert space more efficiently.

Action: Apply the Blue-class assortment-density model to the bottom-quartile Red doors before considering new-door expansion.

REGIONAL REVENUE
Total revenue by region - US navy - Canada red
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Read: US Midwest carries 98 doors at just $483K each — the weakest productivity of any sizeable region, dragging the network average. CA Atlantic's 7 stores at
$357K/door are sub-scale and unlikely to reach breakeven density.

Action: Audit the Midwest door portfolio for right-sizing; consolidate CA Atlantic to a 3-4 door flagship-plus footprint and serve the balance through e-commerce.

COUNTRY SUMMARY

United States 530 stores Canada 91 stores
$335.2M 45.4% $632K $55.8M 45.5% $613K
REVENUE GROSS MARGIN  REV / DOOR REVENUE GROSS MARGIN  REV / DOOR

Methodology. Figures derived from a synthetic 12-month transactional dataset (621 doors, 180 SKUs) modelled on typical fast-fashion trading patterns. Margin, markdown, and return rates
are unit-weighted; regional metrics are revenue-per-door normalised. Built for portfolio demonstration only — not affiliated with or endorsed by H&M.
Dashboard built for portfolio demonstration — Parnavi Gabhane - MPS Fashion Marketing, LIM College



