[bookmark: _GoBack]A Marketing Plan for the Hiut Denim Company   

[bookmark: _Toc38703731]
20

Executive Summary
The rapid technological advancement and globalisation has increased competition among businesses globally. New business models and disruptive technologies are constantly introduced in the market leading to loss of competitive advantage of the existing firms. Hiut Denim Company, a Welsh-based jeans manufacturing firm has changed the jeans industry by providing alternative high quality denim jeans in Britain and the overseas markets. The firm’s internal strengths such as an effective and highly experienced management, brand loyalty, and skilled workforce have improved its expansion rate. As such, opportunities for brand expansion through opening retail outlets, increasing online presence, and producing environmentally friendly jeans exist. However, weaknesses in technical and production capacity, limited resources, and high production costs, as well as threats competition and slowed economic performance in the country can affect its growth. Besides, impacts of the macro-environment continue to influence the brand’s growth. The firm will target Generation X and Millennial generation since they are more technologically savvy and have disposable income to purchase high quality jeans for a fair value. By implementing online marketing strategies and observing various managerial control measures, the company will meet its growth and brand expansion objectives.
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[bookmark: _Toc38703733][bookmark: _Toc39165017]1.1 Intro SOSTAC
With the increasing globalisation and rapidly changing technological innovations, organisations are finding it highly challenging to maintain their competitive advantage in the market as more disrupting technologies and business models emerge. Therefore, it is important that firms continually analyse their environments to facilitate proper planning and execution of their marketing strategies. The SOSTAC model, an acronym for situation, objectives, strategy, tactic, action, and control is used by organisations to generate marketing plans (Cowley-Cunningham, 2016). Each component demonstrates a phase in the planning cycle and acts as an effective guide in planning, strategy implementation, and review of performance.
[bookmark: _Toc38703734][bookmark: _Toc39165018]1.2 Background of the organisation
The Hiut Denim Company is a Welsh jeans manufacturing firm based in Cardigan, a small town located in on the Wales’ Irish Sea coast, traditionally known for its long history in jeans production (Hiut Denim, 2020). Founded in 2012 by David Hieatt and his wife, Claire Hieatt, the company sought to revive Cardigan by re-establishing the firm there, which would not only take advantage of the highly skilled workforce, but also create more jobs for the population. Until 2002, 400 people were employed in a jeans-making factory, which made up of the 10 % of the residents (Hiut Denim, 2020). Its closure and departure to Morocco due to production costs led to loss of jobs and significantly impacted the town’s economy. The firm’s mission, do one thing well, illustrates the company’s tenacity to produce the best quality jeans hence making the higher-end brand attain a cult following among fashionistas across the world, including A-list celebrities and influencers.
[bookmark: _Toc38703735][bookmark: _Toc39165019]2.0 Situational Analysis
[bookmark: _Toc38703736][bookmark: _Toc39165020]2.1 SWOT Analysis
SWOT analysis involves the evaluation of a firm’s internal strengths and weaknesses, as well as the opportunities and threats derived externally (McGee & Sammut-Bonnici, 2015). It is useful in strategic planning and management of organisations. In applying the strategic planning tool, the strong and weak organisational aspects are identified through examination of the internal environment while the threats and opportunities are determined by evaluating the external environment (Gurel & Tat, 2017). 
Hiut Denim’s deep-rooted purpose of establishing a business focusing on jeans’ production from raw denim without comprising on the quality is one of its key strengths (Teer, 2018). Besides, maintaining its production within the UK shortens the firm’s supply chain and guarantees effective production standards that meet international regulations. The firm’s management effectiveness, borrowed from the founders’ long experience in growing another outdoor clothing brand, Howies, which they sold to Timberland for €3.2 million is helpful in growing the business (Smale & Brosnan, 2017). David’s experience as an advertising executive has helped in telling the story, purpose, and ambitions of the firm, which had resonated very strongly with the UK population (Teer, 2018). Celebrities and royals such as Meghan Markle, who have worn the brand have been influential in its promotion thus saving significant marketing costs. Also, social media has been instrumental in scaling the sales and lowering the advertising expenses while direct shipping to customers after purchasing on the firm’s website enables it to increase the profit margins (Yaday, 2017). 
As the firm is still relatively small, various weaknesses have challenged its growth potential. Firstly, it has very low technical and production capacity as it only made 120 pairs of jeans per week as at 2017 (Hiut Denim, 2020). The company produces one for pair after every 1 hour and 10 minutes while the highly mechanised industry leaders take only 11 minutes to produce a pair (Hiut Denim, 2020). For instance, the previous jeans factory in Cardigan produced approximately 35,000 pairs per week, which were supplied to Marks & Spencer, a popular UK retailer (Smale & Brosnan, 2017). Secondly, the jeans sell for as high as £230 which is out of reach for the mass market hence limiting the firm from taking advantage of UK’s huge population. Thirdly, the lack of advanced technology to help in determining the right size fit of its clients has resulted in high return rates of around 14% (Smale & Brosnan, 2017). The return orders not only affect the brand’s image and customer satisfaction, but also increases the shipping costs incurred by the firm. Lastly, it has little research and development budget, as well as financial resources for rapid expansion to meet its growing customer base. 
As the firm continues with the growth trajectory, several opportunities exist that can add value and develop sustainable competitive advantage. Agbanrin (2016) indicated that the changing mode of consumerism has seen increased shift in demand of sustainable and ethically manufactured jeans and fashion. The peculiarities associated with UK’s population will provide the brands with easier conviction power to consumers to shop for higher quality jeans at higher prices, thus mitigating the costs incurred on ethical production (Agbanrin, 2016). Hiut Denim can improve its brand by lowering the environmental production costs. Already, the firm has established a No Wash Club that challenges customers to keep the jeans unwashed for at least six months (Hiut Denim, 2020). Besides, it has room for brand expansion by targeting both the UK and international markets. Notably, Brexit will likely affect the pricing of jeans manufactured in other European countries or whose raw materials are sourced outside the UK (Gasiorek et al., 2018). Since Hiut Denim sources materials and produces within the country, it is likely to get relief on taxation hence making its prices more competitive.
However, several threats are likely to hinder the company’s growth. The fashion industry as a whole is highly competitive. Jeans production has global industry players such as Levi’s, Lee, H&M, Zara, Calvin Klein, and Wrangler, which have superior production capacity and technology, as well as large and fast distribution networks across different cities (Hennelly, 2018). The threat of a poorly performing economy can significantly impact on its sales as the local market 75% of the company’s revenues. Reduced economic performance in the country implies that consumers experience a decrease in income levels, which reduces their purchasing power. In such instances, people tend to buy the essential goods, including paying for bills such as rent, mortgage and insurance covers while foregoing unnecessary expenditure. Hiut Denim’s jeans do not constitute essential products.
[bookmark: _Toc38703737][bookmark: _Toc39165021]2.2 PEST Analysis
PEST, which stands for political, economic, social, and technological environments. It is a powerful tool used in evaluating strategic risk for organisations. Sammut-Bonnici and Galea (2015) indicate that PEST determines the impact on a company’s competitive position due to the changes in the macro environment. Therefore, management tries to comprehend external factors and realigns organisation’s business models for effective adaptation to their specific environment (Gurel & Tat, 2017). 
Political factors relate to the extent of likelihood that policy makers will intervene in the business environment. Globally, governments have a significantly influential role in trade and commerce as they have the mandate to enforce policies affecting the business environment (David et al., 2017). The Hiut Denim Company is likely to face various changes owing to the recent Brexit vote that allowed Britain to exit the European Union. The EU is a huge economic block that has enabled companies in the union to do business with ease by exempting tariffs, removing cross-country barriers, and allowing investors to freely move their investments across the block (Gasiorek et al., 2018). As a non-member of the EU, taxation, movement of labour, and trade restrictions are likely to affect the company, especially in the pricing of its jeans to the international market (Hancke, 2018). The upside of the Brexit may likely benefit local manufacturers such as Hiut as Britain seeks to boost local production through favourable tax policies that helps add competitive advantage over other foreign companies. 
Economic factors relate to the overall forces that may impact on a firm’s success, and may include national economic performance, interest rates, labour costs, industry growth, and unemployment rate (Rothaermel, 2016). The Gross Domestic Product per capita is an effective measure of economic performance in a country and can be narrowed down to illustrate a specific industry. The fashion industry, in which Hiut Denim falls under, is highly income elastic (Allwood et al., 2008). Where the income of consumers decreases, the demand for jeans reduces as fluctuations of fashion goods are consistent with changes in GDP. Equally, the exchange rate fluctuation causes changes in prices for both the raw materials and the jeans where a weaker sterling pound to the euro or dollar reduces the brand’s profit margin (Hancke, 2018). Additionally, increased lending rates impacts both the manufacturing firm and the consumers as people are likely to spend less on consumer goods as they opt for more savings while the incentives to borrow and spend on capital goods like machinery would be eroded (Allwood et al., 2008). Besides, the unemployment rate in the country determines the disposable income for consumption of goods, and labour costs (Gamau & Rodriguez-Pose, 2019). High unemployment results in reduced consumption levels as consumers’ disposable income is low while firms may also benefit from cheap labour in the market. However, the UK has set minimal pay per hour which firms are required to compensate the employees.
Social factors refer to the social trends that influence work attitudes and patterns, taste and preferences of the target market, and demand for products (Yuksel, 2012). Firms, especially in the fashion industry, are required to consistently monitor and evaluate the social trends in the target market to ensure that products are repositioned to fit the consumers’ changing expectations and needs (Hennelly, 2018). Since jeans are versatile and ubiquitous, the UK consumers emphasize on quality more than they would place similar value on other clothing categories (Agbanrin, 2016). As Hiut Denim expands its operations, it should always guarantee on product quality for effective and sustainable competition with other multinational companies. Consumer purchasing behaviour, lifestyle, and changing demographic characteristics have significant influence on the type of jeans Hiut Denim would produce, segmentation of the target market, as well as the pricing strategy.
Technological factors have significant effects on the business operations of any organisation. Technology is continuously and rapidly changing through robust innovation that pushes companies to explore new frontiers and markets (Yuksel, 2012). Hiut Denim’s production process is still technological inferior compared to its competitors’ highly automated and specialised processes, implying that if does not invest in new technologies, it will always be playing catch-up with the global jeans manufacturing companies. Additionally, e-commerce and internet proliferation has changed how firms interact with their consumers (Yanday, 2017). Hiut Denim has established an online store where clients purchase directly on its website, and the jeans are shipped to the individual’s preferred address. 
[bookmark: _Toc38703738][bookmark: _Toc39165022]2.3 Customer Insights
Customer insights relate to an organisation’s understanding of its clients based on their needs, beliefs, purchasing behaviour, or even past experiences with the customers (Mandal, 2018). It goes beyond research or raw data as it encompasses a multi-directional view of the consumers by conducting a strategic analysis of quantitative and qualitative data. Therefore, it is an effective tool in guiding the provision of products that fulfil customers’ needs, which result in improved financial position of the company due to increased sales. Hiut Denim has implemented innovative approaches to provide it with adequate customer insights. The firm uses market research data and combines it with information derived from its social media platforms where customer interaction, including product reviews, complaints, and recommendations are made (Hornburg et al., 2017).
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Hiut Denim seeks to acquire more customers to ensure continued brand expansion in both the local and international markets.
[bookmark: _Toc38703741][bookmark: _Toc39165025]3.2 Serve
The firm emphasizes on customer satisfaction by providing quality jeans at valuable prices, which helps in maintaining the existing clients, minimising return orders, and increasing brand loyalty. 
[bookmark: _Toc38703742][bookmark: _Toc39165026]3.3 Sizzle
The company seeks to exceed customer expectations by offering quality and innovative products, including aspects like the History Tag and Denim Breaker Club, all which seek at improving customers’ experience.
[bookmark: _Toc38703743][bookmark: _Toc39165027]3.4 Speak
Hiut Denim seeks to maintain a robust communication network that utilizes social media and other online communication platforms to continually interact with its clients. 
[bookmark: _Toc38703744][bookmark: _Toc39165028]3.5 Save
The firm’s short supply chain facilitated by local production promotes cost effective production of the jeans while implementation of friendly environmental materials and jeans-washing practices helps in reducing adverse environmental effects.
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[bookmark: _Toc38703746][bookmark: _Toc39165030]4.1 Segmentation
Segmentation refers to the classification of consumers into smaller market segments based on their specific purchasing motivations. Marketers identify the needs, reasons and purchasing behaviour of consumers, which aid in the development of the different customer profiles for improved product satisfaction (Alam & Dunan, 2019). As such, firms can apply targeted communications effectively, compete for market share, retain customers, grow revenue, and achieve profitability. Hiut Denim can segment its markets using geo-demographic approach. The strategy is more consumer-rooted, and identifies the location and the traits of the consumers, including their socio-economic status. The primary segments will be the local and international markets, which are further classified according to the consumers’ income levels. 
[bookmark: _Toc38703747][bookmark: _Toc39165031]4.2 Target markets
Targeting relates to the evaluation and selection of particular market segments based on the different benefits needed that the firm seeks to satisfy (Zia & Kumar, 2016). The strategies may include mass marketing, customized marketing where communication is tailored to each customer, niche or concentrated marketing focusing on a specific group, or differentiated marketing. Since Hiut Denim’s brand prices are relatively high, they are limited to individuals with a substantial income, implying that mass marketing cannot be applied. Besides, they do not offer any specialised services to a niche market, thus making it competitively sound to apply differentiated marketing. The target markets are Millennials or Generation Y in both the local and international markets, as well as the Generation X. Both segments have more people with relatively high incomes and financial stability, have adapted to e-commerce, and are technologically savvy, which makes them a good fit for Hiut Denim’s business model and products.
[bookmark: _Toc38703748][bookmark: _Toc39165032]4.3 Positioning
Positioning involves the perception of a firm’s products by customers in comparison to the competitions offering (Alam & Dunan, 2019). Organisations develop product positioning statements that communicate how they would want customers to perceive them relative to competing products. Hiut Denim’s brand positioning is to become the leading local jeans manufacturer in the UK offering best quality jeans that gives value for money, and promoting ethical and environmentally friendly business. The firm implements the objective by clearly communicating to the consumers its story and mission that define its purpose of returning at least 400 jeans manufacturing jobs in Cardigan (Hiut Denim, 2020). In achieving its purpose, Hiut Denim has continuously implemented its organic expansion strategy through creation of innovative products. For instance, it produces 100% biodegradable jeans, the Candiani Bio Stretch Short Run, which endears it among environmentally conscious consumers.   
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Marketing mix is a tool used in helping organisations to make critical planning decisions in availing products to the market.  Implementation of the right marketing mix, represented by 4Ps, is essential in ensuring consumers in the different target markets purchase the products and turn into repeat clients. The 4Ps constitute of product, place, price, and promotion.
In ensuring the right product for the target market, firms should focus on design quality, convenience, packaging, warranties, technology, usefulness, and value of the goods presented in the market (Fleming, 2020). Providing a range of products to choose from while guaranteeing on the best possible quality helps customers to make informed choices resulting in increased sales. Hunsen (2017) indicates that introduction of new products in the market requires effective positioning in consumers’ minds to create the right perception on the target customers. According to Hung et al. (2011), consumers consider the quality of a product when making purchasing decision, where quality products positively influence consumers’ purchase intention. Hiut Denim should continue to innovate to produce the highest quality of the different categories of jeans that includes economy, standard, premium, and super premium jeans, which provides consumers with a variety of choices to purchase and fulfils their usefulness (Hennelly, 2018). However, appropriate branding and packaging should be done. 
On the other hand, place refers to the distribution or intermediaries used in reaching the customers (Fleming, 2020). Since Hiut Denim does not have the resources to create a national or global retail chain or distribution network, social media and the internet is key in growing its customer base where orders are directly shipped to the buyer. The firm should implement an international distribution strategy supported by strong customer service and order processing systems to avoid delays, wrong deliveries, and unwarranted stock holding costs.
Pricing of goods can be a strong quality indicator where the right combination between quality and price promotes valuable consumer perceptions (Zia & Kumar, 2016). Besides, most organisations tend to compete in prices for market share although it can create ethical issues such as price discrimination. Since the pricing strategy determines the nature of revenue streams generated by an organisation, price should affect the financial goals of a company, and align to the marketplace such that customers are able and willing to purchase the product at the set price (Agarwal, 2018). Besides, it should support the positioning of the product by realistically matching other marketing mix variables, including promotion, distribution, and product quality. Hiut Denim will utilise both psychological and product line pricing strategies that cuts across the country, as well as internationally as celebrities wearing the brand have created a high perception while various categories of the brand have different production costs. 
Promotion involves communicating to consumers and other stakeholders about the brand, and will include approaches such as advertising, personal selling direct marketing, sales promotion, and public relations (Fleming, 2020). Globalisation and the advent of the invent has significantly levelled the playing field as most organisations can communicate with the target audience using fast, efficient, and cost effective platforms. Hiut Denim will continue to integrate its communication strategy by expanding its online reach in the UK and globally through advertisements on the internet and social media, sending email newsletters, and other innovative approaches.
[bookmark: _Toc38703751][bookmark: _Toc39165035]5.2 Contact plan
Customer relationship management requires that businesses should maintain a clear communication line with the customers to facilitate in the formation of an effective sustainable relationship (Doyle & Stern, 2006). A contact plan defines how to engage with customers using various communication channels that they provide upon interaction. Hiut Denim can obtain contact information through lead generation, opt-in forms available on its website, promotional events, and records kept during transactions. However, the General Data Protection Regulations protects the privacy of individuals and limits how personal data can be collected and processed (Wachter et al., 2017). Therefore, Hiut Denim should obtain marketing consent from its clients and provide for the freedom to withdraw that consent through tolls such as signing out options in websites and email newsletters. 
[bookmark: _Toc38703752][bookmark: _Toc39165036]6.0 Actions
[bookmark: _Toc38703753][bookmark: _Toc39165037]6.1 Responsibilities and structures
Based on the available resources and growth strategy, the company seeks to maintain a lean structure that removes bureaucracy and allows for flexibility in dealing with business operations. David and Claire have the responsibility of leading the overall organisation while the marketing manager leads a team of marketing and customer service officers and oversees the execution of its marketing strategies. As the organisation grows, it is anticipated that marketing planning will be done by a team instead of a single individual to minimise the marketing manager’s workload. A specialised team helps in coordination and integration of planning activities across all organisational departments, encourages formulation of ideas and solutions from a pool of experienced professionals, and improves objectivity of the campaign through the existing company structures (Toledo, 2011).
[bookmark: _Toc38703754][bookmark: _Toc39165038]6.2 Processes and systems
Processes and systems are essential for the growth of an organisation as they determine the operational efficiency and effectiveness in a company. Hiut Denim will continuously invest in innovate technological solutions that improve its online ordering and dispatch systems, customer service systems, stock control, and financial management. Besides, processes that measure accountability and determine competencies of the employees across board, especially through an internally developed scorecard are essential in the proper functioning of the firm (Doyle & Stern, 2006). Additionally, having a clear communication structure that stifles bureaucracy for flexible response to emerging operational issues will be critical in facilitating quick decision-making, and reducing conflicts at the workplace. 
[bookmark: _Toc38703755][bookmark: _Toc39165039]6.3 Internal resources and skills
An organisation’s stakeholders, including employees, consumers, management, and knowledge workers impact on the perceived quality of a product (Doyle & Stern, 2006). Employees are the greatest resource in a company. Hiut Denim will require skilled workforce in all its departments, technologically superior machinery to meet the expected demand for jeans, and finances to purchase raw materials, conduct promotion, and meet customer demands. While the firm tapped into the unutilized expertise of the Grand Masters to produce jeans, it needs to continuously train them on new technologies to improve efficiency in production. 
[bookmark: _Toc38703756][bookmark: _Toc39165040]6.4 External agencies 
The company’s founders are experienced advertising executives having worked in different marketing agencies (Smale & Brosnan, 2017). In the foreseeable future, Hiut Denim will rely on their guidance, as well as that of the marketing department to develop marketing campaigns. However, it will continually seek the services of digital influencers and celebrities to market the brand as past experiences have resulted in increased sales for the company.
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[bookmark: _Toc38703758][bookmark: _Toc39165042]7.1 Key performance indicators (KPIS)
Sales revenue is the basic KPIS that Hiut Denim will rely on to determine the amount of revenue that inbound marketing campaigns are bringing into the firm. The metric will determine the level of success and financing needs towards such marketing activities (Tsai & Cheng, 2012). The cost per lead in outbound marketing helps in calculating customer acquisition costs, and includes advertising expenses, general overhead, manpower, and marketing distribution. Besides, organic and social media traffic, and their resulting conversion rates are a good metric of marketing performance.
[bookmark: _Toc38703759][bookmark: _Toc39165043]7.2 Web analytics
Web analytics involves collecting, analysing, and reporting of website data. Organisations with digital presence can measures various aspects like the number of visitors, page views, duration spent on page, actions taken, and visitor demographics among other metrics (Chaffey & Ellis-Chadwick, 2019). The computed data is helpful in optimizing web usage, knowing consumers’ needs, generating more leads and sales opportunities, and identifying demographics that require target marketing. The method identifies organisational measures based on traffic flow and conversion rates to determine the degree of success of Hiut Denim’s marketing strategies. For instance, new contact rate that measures the ratio of traffic to lead clients helps in evaluating the conversion rate based on the website traffic.
[bookmark: _Toc38703760][bookmark: _Toc39165044]7.3 User experience reviews
Tsai and Cheng (2012) defines user experience review as a comprehensive analysis of consumers’ feedback on a product. The reviews are mainly done to evaluate the likely problems that can cause high bounce rates, accessibility problems, and general customer dissatisfaction. As such, customer reviews are important as they provide first-hand information about the users’ level of satisfaction. The firm will actively track the reviews provided by customers to improve on its product offering, especially on its industry-leading 100% biodegradable jeans that seeks to reduce effects of environmental pollution. Besides, the ease of use in navigating the website, making orders and payments, and efficiency in delivery are critical elements that the firm will evaluate.
[bookmark: _Toc38703761][bookmark: _Toc39165045]7.4 Conversion rates
The metric evaluates the percentage of visitors on an organisation’s online platforms that translate into customers. Yadav (2017) postulates that conversion rate is dependent on various variables such as traffic source, device, location, product type, and product cost. Marketers should measure the percentage of conversion rates of site visitors to determine the effectiveness of a marketing strategy (Tsai & Cheng, 2012). Hiut Denim will focus on conversion rate optimization which increases the chances of people visiting the site converting into leads or customers.
[bookmark: _Toc38703762][bookmark: _Toc39165046]7.5 Reporting
Reports are essential in the daily management of an organisation as they guide in decision-making. They provide significant actionable information that is used by the management and other departmental teams to make decisions on production, financing, distribution, procurement, and other supporting functions for successful delivery of organisation-wide goals (Chaffey & Ellis-Chadwick, 2019). Hiut Denim will compile periodic reports following the daily monitoring of its marketing outcomes to guide the management in making appropriate decisions.
[bookmark: _Toc38703763][bookmark: _Toc39165047]8.0 Conclusion 
Hiut Denim’s rise in the jeans manufacturing industry is associated with several strengths, including management’s effectiveness, deep-rooted purpose, brand loyalty, and skilled workforce. As such, opportunities for brand expansion through opening retail outlets, increasing online presence, and producing environmentally friendly jeans exist. However, weaknesses in technical and production capacity, limited resources, and high production costs, as well as threats competition and slowed economic performance in the country can affect its growth. Besides, the macro environment causes significant impacts on organisational performance. By targeting Millennials and Generation X consumers, the firm can increase its market share by producing the best quality jeans, selling at fair value, intensify online promotions, and ensuring convenient delivery to customers. Besides, the firm should have clear structures and responsibilities where processes and systems are followed while the internal resources and skills are continuously improved. Control measure such as reporting, user experience reviews, KPIs, web analytics, and conversion rates should be monitored to determine the success of the marketing strategies.
[bookmark: _Toc38703764][bookmark: _Toc39165048]9.0 Recommendation
Language barrier is a common deterrent in closing sales across the world. Despite the cult following the brand has gained in the country and various cities outside of UK, there is still a huge market that the brand cannot access due to language differences. Therefore, if the company intends to increase its sales overseas, it should integrate different languages in its website and explore relevant partners that can list its jeans on their websites.
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