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[bookmark: _Toc11490]Executive Summary 
The purpose of this report is to conduct a marketing plan for Hiut, a small jeans manufacturer and retailer in the UK. Through using series of marketing theories and models, this report has found out that the stable political environment, positive support policies from the government, the strong buying power of consumers in the British, the large middle class and high development of online retailing, have contributed to the long term development of Hiut. However, the influence of Brexit, lower economic development, and increasing competition will increase the uncertainties of Hiut for further development. Meaning while, the internal environment has some strengths and opportunities for Hiut, while challenges and threats are also existing. This report has put forward some attainable, and effective key objectives for this market plan. Further, through STP analysis, this report has stated that Hiut needs to position in high-end market, providing environmental and fashionable jeans for young people. Ultimately, there are some effective marketing mix strategies and recommendations for Hiut to achieve its competitive advantages. 
1

[bookmark: _Toc15999_WPSOffice_Level1][bookmark: _Toc6707_WPSOffice_Level1][bookmark: _Toc4271138][bookmark: _Toc27375]1.0 Introduction 
For small businesses, it is crucial to adopt effective marketing strategies to improve its market share and competitiveness, as well as creating more consumer value and brand value for long-term development (Yu et al., 2018). Hiut Denim Company, a small business skilled in making and selling high quality and handmade jeans for consumers, is located in West Wales in the UK. As a small business, limited by financial resources and capabilities, Hiut is difficult to compete with market leaders, such as H&M, ZARA, Levis, and other jeans and clothing brands in the market (Sung, Kim, & Park,  2015). However, currently, the founder of Hiut, David, is intended to use its marketing expertise to improve the brand influence and image of Hiut in the whole country of the UK, as well as the international markets through effective marketing plan and strategies (Morton, 2018). 
[bookmark: _Toc5812_WPSOffice_Level1][bookmark: _Toc4271139][bookmark: _Toc11774_WPSOffice_Level1][bookmark: _Toc8137]2.0 Marketing environment analysis
[bookmark: _Toc4271140][bookmark: _Toc6707_WPSOffice_Level2][bookmark: _Toc15999_WPSOffice_Level2][bookmark: _Toc1324]2.1 Macro-environment analysis based on PEST model
This report will use the PEST model to analyze Macro factors that could affect Hiut’ development in The UK. 
[bookmark: _Toc15999_WPSOffice_Level3][bookmark: _Toc6707_WPSOffice_Level3][bookmark: _Toc5727]2.1.1 Political and Legal Factors
In 2016, the UK government promulgated the "Textile Industry Adjustment and Revitalization Plan" (Su & Chang, 2018), proposing to make breakthroughs in the construction of terminal brands such as clothing, focusing on improving product quality and technology, and establishing creative centers, design centers, R&D centers and brand promotion centers. At the same time, the overall development environment of online shopping in the UK is getting better, and the central and local governments have introduced policies to support the development of the online shopping industry (Jeon & Park, 2014). A good online shopping environment provides protection for the development of Hiut's online channels, but it should also be noted that the size of online shopping transactions is relatively limited for the total retail sales of consumer goods in the UK (Obiedat, 2013), which means that Hiut must be accelerated. Moreover, with the influence of the Brexit, the trade between the Europe and the UK could be affected (Raitio, 2016). As a result, the demotic jeans market in the UK could be more competitive, which could make greater survival stress for Hiut.
[bookmark: _Toc5812_WPSOffice_Level3][bookmark: _Toc11774_WPSOffice_Level3][bookmark: _Toc30498]2.1.2 Economic Factors
In 2018, The UK's gross domestic product (GDP) for the full year of 2018 increased by 1.4%, the lowest increase since 2012 (Wang & Yang, 2019). Affected by the current economic cycle, the social retail market environment is still weak, consumer spending will not see a significant recovery, and the growth momentum of traditional brand clothing companies is affected (Jung & Kim, 2018). Fortunately, the overall buying power of consumers in the UK is relative high, as the fact is that the UK is a developed country, with high per capita income and strong social security system (Clark, 2011). As a result, consumers are likely to spend more money on improving their life quality, including buying high quality and handmade jeans produced by Hiut. 
[bookmark: _Toc28618_WPSOffice_Level3][bookmark: _Toc17096_WPSOffice_Level3][bookmark: _Toc20080]2.1.3 Social Factors 
In the UK, affordable fashion (such as jeans from H&M, Zara, and Levis) is becoming more and more popular. As with the increasing of middle class consumers in the UK, they have certain buying capabilities, but still could be sensitive to price. In addition, the prevalence of luxury, the pursuit of trends and brands; impetuous psychology, lack of planning and lack of rationality also bring a lot of challenges for Hiut (Wang & Li, 2018). At the same time, more consumers turn to prefer to choose less formality and more leisurewear. What is more, sustainability and environmental friendly has become the trend for buying jeans, which brings opportunities for Hiut (ĽNagyová et al., 2012). Finally, the change of consumer behavior means that Hiut should develop new promotion methods in marketing, make full use of the advantages of social network media, transfer the core value of enterprises to potential consumers, and establish a unique image in the mind of consumers. 
[bookmark: _Toc28702_WPSOffice_Level3][bookmark: _Toc15323_WPSOffice_Level3][bookmark: _Toc30642]2.1.4 Technological Factors
In the UK, the development of network technology not only provides conditions for Hiut to build online channels, but also provides a choice for channel innovation in the apparel retail industry (Obiedat, 2013). Especially with the development of digital technologies, robotics, and AI, the use of more advanced technologies have reduced the cost of jeans producing, as well as increasing the designing styles (Favero & Candellieri, 2017). This may not only because the competition of physical stores to be transferred to online stores, but may also generate more clothing network direct sales company (Kim et al., 2014). Because consumers have more information interference in the era of digital marketing, how to use network technology to achieve accurate marketing is a huge challenge for Hiut.
In summary, from a macroeconomic perspective, a stable political environment, active government support policies, strong purchasing power of UK consumers and a highly developed online retail industry will provide new opportunities for Hiut's long-term development. However, the impact of the Brexit, the slowdown in economic development, and increased competition will increase the challenge of further development of Hiut. 
[bookmark: _Toc11774_WPSOffice_Level2][bookmark: _Toc5812_WPSOffice_Level2][bookmark: _Toc23189][bookmark: _Toc8172396][bookmark: _Toc4271141][bookmark: _Toc4271142]2.2 Competitive analysis based on Porter’s five force model 
In order to analyze the micro factors of The UK for the development of Hiut, the competition environment since to be more crucial. Thus, this report will use Porter’s five force model to analyze the micro industrial factors that could affect Hiut’s development. 
[bookmark: _Toc7263_WPSOffice_Level3][bookmark: _Toc20590_WPSOffice_Level3][bookmark: _Toc4454]2.2.1 Buyer's Bargaining Power
Strong buyers can use their influence to drive down prices or force companies to increase the value of their products or services. On the one hand, in today's social media prevalence, consumer behavior has undergone tremendous changes, and the development of technology has enabled consumers to grasp the dominant position of business (Jin & Cedrola, 2017). On the other hand, Hiut's own products are not much different, many other retailers can also produce and sell jeans, though their jeans may not be handmade ones. In the meantime, consumers can choose other brands at will. The above two points show that the consumer's bargaining power is very strong. If the price of Hiut can't attract consumers, then consumers can easily switch to another brand.
[bookmark: _Toc13365_WPSOffice_Level3][bookmark: _Toc3228_WPSOffice_Level3][bookmark: _Toc7228]2.2.2 The Bargaining Power of the Supplier
The raw material suppliers, through mass procurement, on the one hand, Hiut can reduce the purchase price (Alexander et al., 2018); in this respect, it also gives suppliers a greater bargaining space. If Hiut can't meet the supplier's price requirements, they may end the cooperation and resist Hiut. At the same time, in the UK, employees and labor prices are rising, especially in London and Welsh. Hiut does not have highly competitive salaries, and employees may change jobs at any time. In summary, the suppliers facing Hiut have strong bargaining power.
[bookmark: _Toc433_WPSOffice_Level3][bookmark: _Toc9910_WPSOffice_Level3][bookmark: _Toc17614]2.3.3 Competitors
As a small business, Hiut is just a niche player in the jeans markets. Compared with Hiut, other famous clothing brands, such as Levis, H&M and Zara, are all the competitors of Hiut (Sung, Kim, & Park,  2015). If Hiut intends to obtain more market share, it must avoid confrontation with the major apparel retail giants and build a distinctive perception in the minds of consumers, just as focusing on its own advantages of high quality and handmade jeans. Therefore, Hiut faces severe competitive stress.
[bookmark: _Toc30564_WPSOffice_Level3][bookmark: _Toc23034_WPSOffice_Level3][bookmark: _Toc11016]2.3.4 The threat of New Entrants
In the UK, with the development of the Internet, many fashion apparel companies have developed rapidly relying on network channels. Internet marketing performance is better than Hiut online store, and does not rule out the possibility of establishing a physical store (Lee et al., 2018). In addition, because there are not too high barriers to entry, other textile and jeans companies, or companies with other capital-rich industries, may enter the jeans retail industry at any time, increasing the competitiveness of the industry (Banker, 1996). 
[bookmark: _Toc19800_WPSOffice_Level3][bookmark: _Toc18965_WPSOffice_Level3][bookmark: _Toc26359]2.3.5 The threat of Alternatives
Hiut defines itself as high quality and whole handmade jeans, however, this is also a kind of jeans, consumers can have many choices for what they are going to wearing for daily life, except for jeans, and there are many alternatives in different senses. For example, male consumers wearing sportswear or female consumers wearing skirts also can be alternatives in people’s life (Jeon & Park, 2014). 
In summary, Figure 1 is drawn to show the power of each force. The graphics surrounded by five lines represent the living space of Hiut. As can be seen, due to the strong pressures on all sides, Hiut is struggle to compete in the industry.
[bookmark: _Toc24259_WPSOffice_Level3][bookmark: _Toc833_WPSOffice_Level3]Figure 1 Porter’s five force analysis of Hiut
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[bookmark: _Toc28618_WPSOffice_Level2][bookmark: _Toc17096_WPSOffice_Level2][bookmark: _Toc31747]2.3 Main fingdings from internal environment analysis
Internal analysis provides the strengths and weaknesses for Hiut.
As for strengths, firstly, Hiut has many skilled workers for making jeans, which can assist Hiut for producing high quality jeans for consumers (Arena, 2009). Secondly, since all of the jeans from Hiut are handmade, which can offer a unique selling points for consumers compared with other products (Kim, 2013). Thirdly, the owner of Hiut, David has reach experience in marketing and establishing good public relationships with stakeholders, which has become the competences of Hiut and can improve the image of Hiut (Burnaby, 2009). 
In terms of weaknesses, the first one is the same scale of Hiut has largely limited its expansion and further development (Gramling, 2004). The second one is that all of the jeans of Hiut is handmade, which on the one hand, the labor cost is increased; on the other hand, the efficiency is very low. Moreover, the brand awareness of Hiut is very every low, as a result, Hiut is difficult to reach as many target consumers as possible (Sarens, 2006). In additional, as a small business, its assets are limited, especially for some skilled workers and experience for producing, and limited income, other assets are few (Wallace, 1991). 
[bookmark: _Toc17096_WPSOffice_Level1][bookmark: _Toc28618_WPSOffice_Level1][bookmark: _Toc4271143][bookmark: _Toc25671]3.0 Marketing objective analysis
Based on the above analysis, it is crucial for Hiut to set new objectives to improve its competitiveness in the UK market in the future.
The first objective is to have more than 50% of increase in sales, and 30% increase in profits in the UK jeans market considering the bad economic situation in the UK in the future three years.  
The second key objective is to use effective advertising strategies to improve the brand awareness in the UK, to make Hiut to be known by more than 50% of its target consumers in the future three years.
Thirdly, at the end of 2022, the market share of Hiut in the UK in the jeans market could reach 2%, with some brand awareness in this market. 
[bookmark: _Toc28702_WPSOffice_Level1][bookmark: _Toc4271144][bookmark: _Toc15323_WPSOffice_Level1][bookmark: _Toc28529]4.0 STP Strategy
[bookmark: _Toc4271145][bookmark: _Toc28702_WPSOffice_Level2][bookmark: _Toc15323_WPSOffice_Level2][bookmark: _Toc4994]4.1 Segmentation strategy
Market segmentation is the first step for companies to choose the ideal target market, considering the specific characteristics and market environment of Hiut, this report will use the following segmentation variables for segmentation (Nam et al., 2015).
Firstly, for demographic variables, based on age, the market can be segmented in to the children market (less than 18 year old), young people market (18-30), the adult market (30-45 year old), and the older market (more than 45 year old); based on the income level, the market can be divided in to high income level groups, middle income level groups, and low income groups. 
Secondly, according to psychology variables, since Hiut produces handmade jeans, environmental friendly characteristics could be a great focus, thus, the market can be divided into consumers who care more about the environment and green consumption or not (Shen et al., 2017). At the same time, wearing the jeans of Hiut with high quality can show the high-quality life styles of consumers, thus, whether consumers pursuing for high-quality lifestyle can also be a psychology variable. 
Thirdly, as for behavioral variables, consumer buying behavior is a critical variable for buying the jeans of Hiut. These who are easy to make choice and have the impulsive style of buying products are easy to choose what jeans they love in a short period of time. However, for Hiut, caring for high-quality characteristics, as well as handmade factor is not a simple decision (Mazzarol, 2009). Therefore, the market can be divided into these who have impulsive buying behavior and rational buying behavior.
[bookmark: _Toc20590_WPSOffice_Level2][bookmark: _Toc7263_WPSOffice_Level2][bookmark: _Toc4271146][bookmark: _Toc25168]4.2 Targeting strategy 
According the market segmentation strategies, the target markets of Hiut will focus on these customers who are from 18 to 45 years old and have strong buying power, relative middle and high level income, and caring more about environment issues and pursuing for high quality level lifestyles, as well as more rational rather than impulsive. 
Reasons for choosing this groups as the target consumers of Hiut are as following. Since the jeans of Hiut are made by handmade with high quality, the cost is relative high, in order to obtain profits, the price of Hiut could be relative high, in this case, targeting middle and high income level youth and adult consumers is likely to afford the jeans of Hiut. While people with high environmental awareness and the eager for high quality lifestyle are likely to choose handmade jeans with high quality (Jang et al., 2012). At the same time, considering the above attributes of Hiut are rooted in the products, and need to have more detailed knowing about the information of jeans could result in the buying behavior, in this case, rational consumers are easy to find Hiut and conduct buying behaviors.
[bookmark: _Toc4271147][bookmark: _Toc3228_WPSOffice_Level2][bookmark: _Toc13365_WPSOffice_Level2][bookmark: _Toc25039]4.3 Positioning strategy 
Along with the target market of Hiut, the positing can be a high-end and environmental protection fashionable jeans for young and youth people. This kind of positioning, on the one hand, is fit for the characteristics of Hiut, and will also assist Hiut in obtaining competitiveness in the jeans market in the UK (Ginevičius,2012). In addition, Hiut's differentiation strategy to focus on young people and high-end markets can reduce the threat of new entrants and alternatives. 
[bookmark: _Toc7263_WPSOffice_Level1][bookmark: _Toc4271148][bookmark: _Toc20590_WPSOffice_Level1][bookmark: _Toc2249]5.0 Marketing Mix strategy
[bookmark: _Toc4271149][bookmark: _Toc433_WPSOffice_Level2][bookmark: _Toc9910_WPSOffice_Level2][bookmark: _Toc10216]5.1 Product Strategy
In terms of products, Hiut is completely produced according to the requirements of luxury goods as its products are high quality with handmade characteristics, as well as high labor cost. In addition, Hiut needs to constantly improve its production process and focusing on high-tech factors to add in the jeans materials. For example, Hiut can introduced clothing material that retains heat energy (Chow et al., 2018). It is warm and at the same time has great flexibility and is quite comfortable to wear. In addition, it can introduces a light and warm down jeans, which makes the consumer feel warm while enjoying the light and comfortable characteristics, reflecting the trend of today's clothing.
In addition, it can also work with designers in various countries to design jeans with local colors. By cooperating with the factory with the highest production technology for raw materials, Hiut can produce the best quality jeans. For the quality of the product, Hiut can go through many checks and the defect rate is below.
In terms of product categories, Hiut can include can produce jeans with at all stages of men's, women's and children's wear, allowing consumers to experience the convenience of one-stop shopping. The range is complete and easy to match. 
[bookmark: _Toc23034_WPSOffice_Level2][bookmark: _Toc30564_WPSOffice_Level2][bookmark: _Toc4271150][bookmark: _Toc16660]5.2 Price Strategy
In terms of price, Hiut offers higher quality jeans with relative higher price for middle-and-high end consumers. The entire production process is controlled by itself, minimizing production costs. In the local production of products, Hiut has devoted to reducing the cost of labor to control cost.
In transportation, the difference transportation method is adopted (Yu et al., 2018). For the basic jeans, if there is no seasonal restriction, the water transportation method is adopted to reduce the transportation cost. For seasonal jeans, the air transportation or railway transportation is more convenient to ensure the time to market; for the sale of products, the method of directly operating stores is adopted, and the middlemen and agents are cut off. 
[bookmark: _Toc19800_WPSOffice_Level2][bookmark: _Toc4271151][bookmark: _Toc18965_WPSOffice_Level2][bookmark: _Toc14821]5.3 Place strategy
In today's era of online shopping, online channels have received more attention. Hiut also makes full use of the developed e-commerce brands in the UK market to carry out localized marketing. Hiut can open its own offline store, set up billboards in the store, participates in related activities through scan code, and can obtain coupons of different amounts, which can be used both online and offline. In the meantime, Hiut can also make online and offline integration to make its jeans are sold online and offline at the same time. If the user sees that a certain piece of clothing is very beautiful online, he likes it (Anwar, 2017). Consumers can find the nearby store by positioning, and try to buy it offline. If the user feels offline purchase jeans is inconvenient or want to be mailed to friends, they can also try out the styles online at the flagship store, go online to buy, achieve two-way integration. Hiut will also release new clothing through the Facebook public account, users can click to jump to buy, as well as interactive to win benefits. Not only it will introduce a wide range of online channels to promote the brand, but it has also brought traffic to the offline.
Moreover, for distribution strategies, Hiut has also adopted new media for interactive marketing. In the Internet era, the marketing model has been subverted. The most important thing is to focus on media channel innovation, content innovation and innovation in communication with users, emphasizing online virtual plus offline promotion and paying attention to user experience (Choi, 2011). Hiut's interactive marketing allows consumers to feel the business philosophy of the company, allowing users to better understand the product information in the experience.
[bookmark: _Toc4271152][bookmark: _Toc24259_WPSOffice_Level2][bookmark: _Toc833_WPSOffice_Level2][bookmark: _Toc19108]5.4 Promotion strategies 
[bookmark: _Toc25451_WPSOffice_Level3][bookmark: _Toc10659_WPSOffice_Level3][bookmark: _Toc3648]5.4.1 Hiut Lucky Line
Hiut can corporate with the intranet cooperate to launch the "Hiut lucky line" event, log in through the intranet account, select a cartoon character in the event interface, use the virtual villain with others, virtual in Hiut Line up in front of the store. Those who participated in the event had the opportunity to win various prizes, and the prizes were also made according to the preferences of UK consumers, including iPhone, ipd, travel vouchers, commemorative jeans, 10% discount cards and so on (Alexander et al., 2018).
[bookmark: _Toc24759_WPSOffice_Level3][bookmark: _Toc26477_WPSOffice_Level3][bookmark: _Toc27544]5.4.2 Digital Signage
Through digital plucking, when people try on clothes in front of them, they will show different backgrounds and make people feel like they are in Tokyo and London (Su & Chang, 2018). The display will then display the photo on Facebook, which the user can obtain and share by scanning the QR code. Through this activity, the number of fans of the Hiut public account could have too many increase.
[bookmark: _Toc7444_WPSOffice_Level3][bookmark: _Toc12115_WPSOffice_Level3][bookmark: _Toc32250]5.4.3 The use of games and plug-ins to converge
Hiut's product features is not only easy, but also combines product tonality. This kind of propaganda gives people a feeling of glare, makes people participate spontaneously, and actively shares with others. Activities, in this process, the brand spread audience is wide, and achieved more than expected results. 
[bookmark: _Toc22416_WPSOffice_Level3][bookmark: _Toc2337_WPSOffice_Level3][bookmark: _Toc7872]5.4.4 Word-of-mouth marketing and social marketing
Hiut is not looking for a person as its word of mouth leader, but looking for a group of people. Although these people are not the focus of society, their style of work is loved by many people. Hiut's brand has gained more people's awareness and played a very good role in publicity (Chae & Ko, 2016). At the same time, like-minded people will also have extensive exchanges in the community, so that people have a deeper understanding of Hiut's brand. In addition, if someone shares the link of porridge, then they will be seen by the new community. So, this continues to spread and spread. This kind of marketing using word of mouth and community is not exaggerated, and it is easy to be accepted by consumers. For the sharing of a little life detail or experience in life, it can not only promote communication between people but also promote marketing. 
[bookmark: _Toc25451_WPSOffice_Level2][bookmark: _Toc8172418][bookmark: _Toc10659_WPSOffice_Level2][bookmark: _Toc28443][bookmark: _Toc4271156]5.5 People strategies
Customers are the foundation of Hiut's survival and development. Market competition is the competition that attracts guests. Therefore, the purpose of Hiut is to cultivate loyal consumers for the products of Hiut. The loyal customers believe that the company respects them most and can provide them with the greatest consumer value and become a company (Dorsch, 1998). First, as for the old customers, the company classifies them according to their past purchase data and recommends them new jeans they have visited. Second, for attracting new customers, Hiut can set a new award mechanism. If an old customer brings new customers, all of them can share a special discount. Finally, Hiut can record customer’s size, color and design preferences, making each customer feel taken seriously and sincerely, so that they can enjoy the satisfaction and surprise service, and finally become the loyal consumers of the Hiut brand jeans. 
[bookmark: _Toc8172419][bookmark: _Toc24759_WPSOffice_Level2][bookmark: _Toc26477_WPSOffice_Level2][bookmark: _Toc30390]5.6 Process strategies 
In the implementation process of the marketing plan, accidents will inevitably occur due to changes in the market. Hiut must supervise, adjust and control the whole process to achieve the best marketing results. In summary, in the marketing mix of Hiut jeans, except for “People”, which is uncontrollable to some extent, and other factors are highly controllable (Merigó, 2010). However, as a practitioner, Hiut needs to study the externality of the marketing mix and the variability of objective factors. The company can communicate with customers before producing jeans. Let customers participate in the design process, what kind of needs they have. Putting the customer on the main body is equivalent to selling and re-production. Only by turning reactive into proactive, can Hiut survive and develop in the ever-changing and complicated world. 
[bookmark: _Toc12115_WPSOffice_Level2][bookmark: _Toc8172420][bookmark: _Toc7444_WPSOffice_Level2][bookmark: _Toc979]5.7 Physical evidence strategies 
Hiut's physical display can be divided into information communication and physical environment. There are two forms of information communication in general: the tangible and informatized service. The specific method is to emphasize the tangible objects associated with the service in the service and information exchange to achieve the best service effect. Hiut uses the flagship store to expand rapidly around the UK market. The flagship store is mainly located in the center of the city and popular shopping. It takes advantage of its location to gain consumers' favor and increase sales and brand awareness (Caro & Martínez, 2015). The global flagship store has a large storefront, which is twice as large as the standard flagship store. The physical environment is composed of surrounding factors, design factors, and social factors, specifically, such as the air quality of jeans stores, environmental cleanliness, employee dress etiquette, and corporate identity design. The window is the first impression of the customer on the brand. The window of Hiut can be designed as a closed window. The user can't see the display of the store outside, which is good for the user's interest in the store. To understanding. The costumes of the models in the window are the main styles of the season. They are simple but international. They use the decorative lighting to achieve an unexpected effect: the decoration in the store is more atmospheric (Kim et al., 2013; Lee et al., 2018). First, the main store of the white energy-saving lamps are mainly used to create a bright and transparent feeling for customers. Secondly, the store is divided into several areas, which makes it easier for users to find them. At the same time, the placement and furnishings of clothes in each area are also certain. The rules are convenient for users to find and try on. In addition, the main passage adopts a straight line form, which makes the overall feeling of the space more spacious. The top is designed with no ceiling, giving a three-dimensional high and comfortable feeling.
[bookmark: _Toc8172421][bookmark: _Toc13365_WPSOffice_Level1][bookmark: _Toc3228_WPSOffice_Level1][bookmark: _Toc1758]6.0 Evaluation and control 
During the applying of the above marketing activities, all the evaluation of control can use quantitative indicators, such as income level, net profits, the rate of brand awareness, market shares and other indicators to measure. At the same time, all the evaluation and measure should base on the objectives set before for these marketing activities. 
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