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1.  About Hiut Denim Company
The Hiut Denim company was founded by David and Clare Hieatt in 2011. The company is based in Cardigan, Wales, this town was previously known to be the home to the biggest jeans factory in Britain. The small town, of only 4000 people, used to produce 35000 pairs of jeans a week, in the factory, for three decades until one day the jeans factory was closed. The Hiut Company aims to bring back the denim industry into the small town, using the skills from the old workers (HiutDenimCompany, 2019). They only produce jeans as they believe that it is better to make one high quality product, rather than many lower quality products. Their jeans are designed to ‘stand the test of time’ by using only high quality materials, which justifies their high prices (HiutDenimCompany, 2019). 














2. The External Environment
An analysis of the external marketing environments will allow the Hiut Denim Company to be aware of their business environment and identify the key influences of the company. By doing this they can understand what steps need to be taken in order to better their company, and reach to any changes within their environment. Kotler (1994) defined the marketing environment as “the actors and forces external to the marketing management function of the firm that impinge on the marketing management’s ability to develop and maintain successful transactions with its customers” (Kotler, 1994). Both the macro and the micro-environments need to be analysed in order to do a full environmental analysis; this will allow the Hiut Denim Company to understand their strengths and weaknesses. 

2.1 Macro Analysis
The macro environment consists of uncontrollable factors that can have an influence over the businesses’ decisions. These decisions can affect things such as the business strategy and the performance of the business (Cherunilam, 2015). The factors consist of political, economic, social and technology, which have been made into the mnemonic PEST. The use of the PEST analysis can aid the Hiut Denim Company to understand their macro environment and it can help them stay ahead and of their competitors (PESTLE, 2019). 
	Political
	· Changes in Interest rates

	Economic
	· Changes in exchange rates

	Social
	· Demand for ethical sourcing
· Fashion Changes

	Technology
	· New technology to create clothes
· New advertising technologies



2.2 Micro Analysis
The micro environment consists of factors that are close to the organisation, these are things such as customers, suppliers and competitors. These factors can be controlled by the business which means that understanding their micro environment can help them change their strategy in a way that can help their profitability (Cherunilam, 2015). A way in which the Hiut Denim Company can understand their micro analysis is through using Porter’s Five Forces. These consist of competitive rivalry, supplier power, Buyer power, threat of substitution and threat of new entry (MindTools, 2019). 

2.2.1 Competitive Rivalry
Competitive rivalry is the ability to compare the strength and numbers of competitors possess with those of your company. By knowing who a company’s competitors are, and their strengths, it allows a business to compete accordingly. If the rivalry is intensive a business may choose to attempt to attract more customers away from their competitors by implementing price cuts or high-impact marketing campaigns. This is important because in a market that is high in rivalry, customers can easily source another product if the product the business is providing is not up to their expectations. If the market is low in rivalry, such as with niche products, it is likely that a business will be of high strength and profits (Martin, 2014). 
In the case of Hiut Denim, the market is saturated with many competitors. There are many brands that sell denim jeans, some that sell low priced jeans, others that sell high quality jeans. Low priced jeans companies, such as Primark, are not in direct competition with Hiut. Their main competitors are companies such as Levi’s, who sell high end, good quality denim jeans (Levi, 2019). By finding the strengths of these companies, and what customers value of the companies, Hiut Denim can adjust their marketing plan to be more fitting. Hiut Denim deal in high quality products, and this takes away a great deal of customers who seek affordable options. This means that Hiut Denim would only need to analyse their competitors who sell high end, high quality products. This can also be reduced to specifically companies that solely trade in jeans, as made to order jeans can be seen as a niche product. Furthermore, Hiut Denim could attempt to attract new customers by having more intense marketing campaigns, as many potential customers may not know they exist yet (Halls, 2019). 

2.2.2 Supplier Power
Supplier power is determined by the ease of ability that a company’s supplier has to increase their price. A business will need to determine how many options they have to find suppliers. If a product is unique, or niche, then it may be expensive for a business to switch suppliers. This is due to suppliers having to then stock the product the business is asking for, where previously the supplier may not have. The more common a businesses product is, the easier it will be to locate new suppliers. However, the fewer suppliers there are that are able to stock the businesses product, the more the business is relying on a supplier, and this makes their position stronger. Furthermore, this will make the supplier able to charge the business more money, which can impact the profit (Wilkinson, 2013). 
Hiut Denim sell a luxury product. There are many suppliers that could be able to supply denim, however, due to the high quality of the denim that Hiut Denim consumers expect there are a limited number of suppliers. This means that the suppliers used by Hiut Denim hold a lot of power over the company and would be able to increase their prices without losing custom (Halls, 2019). This means that the profit stability of Hiut Denim is not high as if suppliers raise their price Hiut Denim have a choice to make; firstly, they could higher their prices to meet the price increase from suppliers, or secondly, they could keep their prices the same take the cut in profit. Which option to choose is dependant of the elasticity of the company. If Hiut Denim have a low elasticity, then they would be able to raise their prices without seeing a great fall in customers. However, if the company has a high elasticity, then it would not be ideal to raise the price as the business would lose a high number of customers from this option (Depew, 2013). 




2.2.3 Buyer Power
Buyer power shows the other side of supplier power, as businesses are suppliers to consumers. A business will need to think about how easy it is for their customers to dictate their prices. If there are many other versions of the product available, then it would be cheap and easy for a business’s customer to buy from rival competitors. Customers can be seen to be more powerful if a business does not have many customers. If a business has many customers, then the customers lose their power. Ideally, a business will have lots of customers in order to ensure that their customers do not have too much power, because this can affect the businesses ability to forecast profits (Luke, 2017). 
Hiut Denim do not deal with many customers as they are a high-end company, and also because of the long lasting lifespan of the jeans. By not having many customers, the business will rely on the customers it already has. This means that the business hands over a lot of power to its customers. If many customers complained about the price of the jeans, and saw them as not worth the price, then Hiut Denim would be at risk of losing most of their customer base. Hiut Denim need to keep their customer base loyal to them, as if they do not, they risk failing. A business can analyse how its customer base feels about its prices and quality by allowing customers to complete questionnaires after their purchases. This will make sure that products are fairly priced, and that customers will not feel the need to stray to other rival companies. This being said, Hiut Denim do have set prices on their jeans, and the customers power is not as strong as it would be if these jeans were sold in places such as car boot sales, where haggling is a common practice. 

2.2.4 Threat of Substitution
The threat of substitution refers to the likelihood and ability that customers have to discover a new way to create the products the business is providing. This can be an issue for some businesses who provide products that can be outsourced. If there is a substitution available that is simple and cost effective then a businesses position is weakened, this will threaten the stability of a business’s profits. This is not something that is an issue for every business, as some products are hard to replicate, or would cost highly to attempt to (Wilkinson, 2013). 
Customers who make their clothes at home, could potentially be a threat to Hiut Denim, however this is not a common occurrence. Hiut Denim sell premade jeans, which are convenient for customers to buy, as they do not have to put the work in themselves to make them. Hiut Denim also sells high quality denim, which may not be easy for people to source on their own, and that might be more expensive to buy small parts of. This is because material is usually brought in bulk. Bulk buying brings the price that suppliers charge down, as they are receiving bigger orders. Thus, the threat of substitution is not very high in this instance. However, Hiut Denim are pressured by the threat of being substituted by another brand of jeans. Other brands may be more convenient to buy or may have reduced their prices. This would mean that customers may switch to a competing brand. Another threat would be the substitution of denim for a different form of clothing, for example leggings. This is becoming a common fashion trend within  women which could have a negative affect on the company.

2.2.5 Threat of New Entry
The position of a company is affected by other company’s ability to be able to enter your market. The easier it is to enter the market, the more unstable the market positioning is. Hiut Denim are in the jeans market. This particular market has been estimated to increase, and thus grow, by almost 7% by 2023 (Mordor Intelligence, 2018). This means that new entrants to the market will occur, making the position of Hiut Denim unstable. Hiut Denim should ensure they are creating new products and marketing strategies in order to retain customers. The ability to create new products and styles is essential, as companies are said to have the ability to produce and create a wide array of styles in minutes (Halls, 2019). This means that, Hiut Denim, not only need to worry about new companies creating new styles, but also new customers creating styles that are similar to the ones Hiut Denim are already popularly known for. 




3. The Internal Environment

An internal analysis of the Hiut Denim Company can help them to identify what resources and assets that they have. Hiut Denim, like other companies, aim to meet the needs of the customers and consumers. Using the SWOT analysis can help them understand their strengths and weaknesses which can help them understand what they can use to their advantage, and what they shouldn’t. It also analyses opportunities they can take to better their company, and threats that could be coming their way.

3.1 SWOT Analysis

	Strengths

	Celebrity sponsors
Quality over quantity


	Weaknesses

	Mainly sold online
High price gives small target market

	Opportunities

	Expand into more stores
More sustainable

	Threats

	Brexit




Internal analyses are explorations of an organisation’s competency. By conducting an internal analysis, a business is given useful information in regards to the strengths and weaknesses of a company, followed by the opportunities and threats. These are shown in the SWOT analysis. 



3.2 5 M’s of Marketing
The ability to meet a company’s customer’s needs can be analysed in various ways, one of them being the SWOT analysis that has been conducted. Other than a SWOT analysis it is important that the company takes into account the 5 M’s of Marketing. The 5 M’s represent the 5 different areas in which the business must meet its customers needs. These are money, minutes, manpower, materials, and machinery. By analysing the 5 M’s a business can assess their strengths and weaknesses and implement a strategy that is relevant and helpful to the business. 

3.2.1 Manpower (staffing)
Manpower refers to the people who are within the company, committed to implementing and upholding marketing strategies. Hiut Denim currently employ 15 ‘grand masters’ (Halls, 2019). These ‘grand masters’ are set with the task to make the denim jeans that the companies sell. From research conducted, it can be assumed that Hiut Denim has a positive work atmosphere. The company’s workers skills are spoken about highly (Halls, 2019). This, paired with the addition of the marketing teams can conclude the assumption that Hiut Denim has sufficient manpower at this current time. 
 
3.2.2 Materials (Production)
This element of the 5 M’s analyses the supply chain which supports the marketing strategies in place and those being implemented. The extend to which the supply chain adds value to the strategy is thoroughly considered. This can also evaluate the specific production material that a company is using. The materials used to make Hiut Denim’s jeans are currently imported (Brosnan, 2017). These imported materials are then manufactured and designed into the jeans they sell in the company’s factory. The company can be seen to employ an ‘agile’ supply chain model. This model will suit a company that makes products for their customers with specifications about the sizes needed (Hiut Denim, 2019). The management of the business will implement systems that allow for small batches of various sizes to be made (Magaya, 2016). This is fitting to Hiut Denim as the company can strictly control the amount of products that are being used, and the materials being used. 
3.2.3 Machinery (Equipment)
The machinery refers to the physical assets a business has. These assets are dedicated to upholding and conducting the marketing strategy. Machinery needs to be used to their full potential in order to be used productively and effectively. Machinery, physical assets, can range from customer-relationship management (CRM), to distribution packaging software (Dibb et al, 2016). In order for this to be analysed there will need to be assumptions made about the Hiut Denim company. It is assumed that Hiut Denim are able to use CRM systems effectively and to their advantage in order to gather data on their customers. The company also has celebrities wear their jeans (Brosnan, 2017). In order to do this the company would have needed to gain relationships with celebrity influencers. There will also need to be assumptions made about the company’s technology abilities. It can be assumed that the company runs a well built anti-virus and protects the sensitive information that the business collects and creates. The software the business runs will also need to be customisable and versatile. 

3.2.4 Minutes (Time)
The time a business has is seen to be one of the most valuable assets a business possesses. Time requires the business to review the marketing planning process, and question whether the process that the business has implemented is as effective as possible. The time in which products are brought out into the market and how quickly a business is able to react to a change in competitor marketing strategies are all factors that need to be analysed. Hiut Denim take an hour and ten minutes to make a singular pair of jeans, we know this through second hand data by Harpers Bazaar (2018). Hiut Denim pride themselves on the high quality production of the jeans, which is seen clearly in the production time, however this length could be potentially damaging. Other companies are seen to be able to create a pair of jeans every eleven minutes (Brosnan, 2017). Hiut Denim are at threat of customers finding jeans with faster production times to buy instead of waiting for their jeans to be made. Hiut Denim do not mass produce their jeans, which means that at times some pairs of jeans could potentially be sold out, this means that customers who order jeans at that time would have to wait longer production times. These customers may decide not to wait these times and try different brands instead. 
 3.2.5 Money (Finance)
The final M in the 5 M’s of Marketing looks at the financial side of the business. This will evaluate the current return on marketing investment (ROMI) as well as looking at ongoing projects. Unfortunately, there is no first-hand data available about the company’s finances. However, it can be assumed that the business operates under a stable financial cycle. Clare and David Hieatt, the founders of the business, both have ample experience in finance and marketing (Brosnan, 2017). David Hieatt markets the company, whereas Clare Hieatt is responsible for the financial aspect of the business. It can be safely assumed that the company are operating their finances appropriately.
















4. Strategic Intent
The strategic intent of a business is made up of the mission and objectives it has. Hiut denim can be assumed to use an expressive form when planning for their future. The company have described their mission statement to be “put simply, it’s to get 400 good people their jobs back” (Hiut Denim Company, 2019). The situation analysis being carried out can allow the company to establish their marketing plan. Objectives that the organisation has, must show a specific aim. The progress has to be measurable and achievable. The identified objectives that the company has are; 

	Specific 
	Measurable 
	Achievable 
	Realistic 
	Time 

	Increase social media presence 
	By 5%  
	Yes – keep active on social media, create more accounts on different platforms 
	Yes  
	November 2019 

	Increase variation of products
	By 3% 
	Yes – conduct research on style preferences in their target audience ie jean jackets
	Yes 
	March 2021

	Source sustainable materials  
	Fair trade materials 
	Yes – by conducting research into supply chains
	Yes  
	December 2010 


 
The other area that the business will need to continue their work on is their celebrity relationships, to ensure that celebrities continue wearing their jeans. The business will also need to ensure they are continuing to produce their jeans using local skilled workers, as this makes the business approachable. 

4.1 Segmentation
McDonald (1998) defined marketing segmentation as being the “process of splitting customers or potential customers, within a market into different groups, or segments, within which customers have the same, or similar requirements satisfied by a distinct marketing mix”. Hiut Denim are able to grow their company’s profits by targeting their customers and becoming more efficient by segmenting the market. This can be done while improving customer retention by satisfying their customers (Lancaster, 2005). Hiut Denim, as discussed previously, are defined as being in the niche market segment. This is because they offer high quality jeans at a luxury price, their jeans are also made from sustainable materials which will attract a specific type of customer.  
 
4.1.1 Demographic Segmentation 
Age is something that Hiut Denim could potentially segment the market with. This is because different age groups are more likely to wear jeans, and specific cut jeans. By being aware that certain age groups wear certain cut jeans, Hiut Denim can market specific jeans to those people, making them aware that the company has a product suited to them. Gender is another demographic that can be targeted. All genders are seen to wear jeans, however, so this may not be the most effective campaign. This being said, having people of all genders in adverts will make the company feel more welcoming to all and thus attract customers. Lastly, and potentially most relevant, income is an important demographic for Hiut Denim. Hiut Denim sell their products at a luxury price, this means that they need to target an audience that has a high disposable income. 

4.1.2 Behavioural Segmentation
Behavioural segmentation can be used to identify the foundations on what consumers believe they are looking for in a company (Kotler, 1994). This means that Hiut Denim need to focus on targeting their product on the basis that it is comfortable, fashionable, but versatile. 


4.1.3 Recommendations 

It is believed through the analysis carried out that Hiut Denim would benefit from following a differentiated strategy. In order for a company to follow a differentiation strategy, it is a requirement that the company is unique (Porter, 2004). Hiut Denim has established itself as being a high-end product of high quality. This product is hand-made by local Welsh workers. The jeans are also sustainable. These qualities allow the business to be seen as unique and thus allows the company to follow the differentiation strategy. These characteristics can help in attracting the business’s target audience and segments. According to Johnson and Scholes (1998), a strategy must satisfy suitability, acceptability, and feasibility before it can be considered to be successful. 


[image: ] 
Figure 8 Strategy Choice Evaluation (Johnson and Scholes., 1998) 







5. The Marketing Mix
The marketing mix consists of the 4 P’s, which are; price, place, product, and promotion. By identifying these four elements it will allow Hiut Denim to outline how they intend to interact with their customers, as well as planning how to do so in the future (Hooley et al, 2012).  
Product: The products that are made by Hiut Denim are of a high quality and made by local highly skilled workers from sustainable materials. However, the time in which it takes to make this product could be improved. 
Price: The price of the products shows that the jeans are aimed towards high earning individuals that will have disposable incomes. This product will need to be priced in a way that allows the business to make a steady profit, but also compete with other companies.
Place: The place in which the products are sold is through the online store. The company has only thirteen boutiques worldwide that sell their products. 
Promotion: Promotions that can potentially be used are typical sales, such as 20% off, or buy one get one half price. Hiut Denim can also start a scheme that awards loyalty, where customers who have brought from them are given discounts to use on their next purchase. 
By combining all of the marketing mix, Hiut Denim will be able to interact appropriately with their customers (Blythe, 2006). 










6.  Conclusion

Within this report the marketing environment for Hiut Denim has been analysed. This has been done so, both, internally and externally. The recommendations are clear and it is advised that the company use this marketing plan when continuing with their commerce in future. Hiut Denim need to ensure they are continuing to monitor their environment and reacting as fast as possible to changes within it. Improvements need to be made in the times of production in order to ensure that the company is competing effectively, however this needs to be done with thought has the quality of the product should not be compromised as this is the main selling point of the business. 
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