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1. Introduction 
This report provides advice to The Huit Denim Company for their Marketing Communications Framework (MCPF), for a twelve month period from June 2019 to May 2020 to ensure they achieve their targets, this includes a £5 million budget. The Huit Denim Company have been running for over six years but they want to continue to grow and expand on their business. This report argues what the company needs to do to plan and push them to their next stage of developing, including ideas to meet targets for the future with what they should do, what they should develop, and if they need to build anything. 
	According to Picton et al (2004) the principles of a Marketing Communications Framework consists of four key elements to result in an integrated approach, this includes a harmonised marketing mix which means with the right product, place, price, promotion, physical evidence, process, and people then your overall aim will work. Next, we have a Co-ordinated Communications mix which involves five media tools and techniques that are advertising, public relations, sales promotions, personal selling, and direct marketing. The third element is internal communications programmes that consists of getting your message across to the people you work with. Finally, the last element is synchronised agencies which simply puts the communications mix all together to conclude with an overall plan. 
	De Chernatony (2010) mentions that alongside the key elements, we have the five key questions that all organisations need to be able to answer to ensure they are doing well as a business and these come in a logical and methodical sequence which are, where are we now? Where do we want to be … and how will we get there? Which way is best? Can we ensure arrival? Du Plessis et al (2007) adds that organisations also need to provide a rationale for their Marketing Communications decisions that includes good decisions, being focused on timings, finances, and physical resources, and finally, documented. The whole framework must be hierarchical in the right order because if something goes wrong it will be a struggle to resolve the issue. 
	As the Huit Denim Company requires a Marketing Communications plan to push them to the next phase of their development, the COSTAC framework created by Fill (2009) fits in best to help the company in every way possible. This framework includes context analysis, promotional goals, promotional strategy, coordinated communications mix, and control and evaluation. 
[image: Marketing-communications-planning-framework.gif]
Figure 1: COSTAC Framework by C. Fill (2009).




2. Context analysis 
Smith, 2013 defines context analysis as an overall conclusion of the organisations current situation and where they find themselves within communication issues. The four elements of this are business context, customer context, internal context, and external context. This section is also known as the SWOT analysis (strengths, weaknesses, opportunities, and threats) (Jackson et al, 2003).
2.1 Ogilvy (2007) mentions that the business context needs to provide a clear view of the performance of the company by highlighting success, problems, and future developments which will improve the business overall. He adds that the business context comes with many issues for companies including the marketplace, competition analysis, the supply chain, and intermediaries, the Huit Denim Company need to understand the trends, customers, and overall marketplace in order to prevent them from experiencing these issues. Porters five force model could be used here as it’s used to measure things in the marketplace such as competition (Porter, 2008). 
	Firstly, the company are in the retail sector as they sell jeans for both male and females and their unique selling point is every pair of jeans they sell are ‘cut to order’ and are not supposed to be washed for 6 months (The Huit Denim Company, 2019) as they believe this will reduce the carbon footprint of jeans. They want their customers to trust them into buying broken in jeans as they thrive off the quality of their produce and how they are made, they also highlight the reason they only sell jeans is because they want to obsess over each customer to make them feel valued by perfecting their jeans. 
	The company are in competition with many clothing companies as near enough every shop sells jeans (Spiller et al, 1997). There are so many different types of jeans in the marketplace already, including high waisted, jeggings, shape jeans, mom jeans, slim fit, skinny fit, regular etc. the only thing that differentiates them from other companies is the premium quality with the 6 months no wash guarantee which no other shop in the market does this (Kozlowski et al, 2012). However, this comes with risk, especially in the supply chain. Can their customers depend and rely on this company? The website states that it takes 6-8 weeks for jeans to be made and delivered which is an extremely long time in comparison to shops who offer ‘next day delivery’. This asks the questions, will they come on time? After the long wait will they actually fit properly? And is the premium price worth it? Their prices per unit ranges from £150 to £240 so are under the premium pricing strategy (Hinterhuber er al, 2018). 
2.2 Customer context to Fill (2009) is all about understanding everything about the customer and what motivates their buying decisions, including who they are? Who does the buying? Why do they buy from us? How many units do they buy? How regularly? Etc. 
[bookmark: _GoBack]Firstly, the company needs to do market research to find out exactly what their customers love and hate about their product/service, this way they will be able to identify all factors and understand key areas that their customers would change and wouldn’t change (Storey et al, 2018). They could simply do online questionnaires for anyone to answer with key questions pin pointing certain areas such as ‘How regularly do you purchase our jeans?’ this is a strong question as due to the brand falling under the ‘premium’ category, consumer income needs to be recognised by the company as a wealthier demographic are more likely to purchase from them on a regular basis, whereas, a consumer on an average income may only purchase once or twice in their lifetime (Bunn, 1993). This is cost effective as the company will benefit massively from market research as they will be able to answer any questions. 
After looking on the website, they don’t promote any sort of promotion with money off or student discount which highlights that they are aimed at the wealthier population who have the disposable income to be able to purchase their products (Hall, 1978). Even though this is the case, to widen their targeted market they should at least introduce some sort of student discount to allow younger males and females the opportunity to experience the product. To do this they could advertise through social media sites as this age group are more inclined to browse and find interest through this channel (Chu, 2011). Cost wise, promoting through social media doesn’t cost anything, but the members of staff must know that it will take time to find out if students would be interested in a promotional offer and if after the discount they can still afford them.
2.3 Finne et al (2009) defines the internal context as the part where the organisation needs to know its competences and capabilities in detail so askes the question ‘what do we do well and what don’t we do well?’. Fill (2009) adds that marketing communication is more likely to be ‘successful when behaviour and signals delivered by employees reinforce the message delivered through the promotional mix.’
Internally, it’s important for the Huit company to understand their capabilities at strategic, functional, and individual level (Teece et al, 1997), resources used to do so include technical resources, financial standing, managerial skills etc. This is also where McKinsey 7’s framework comes in – this includes staff, skills, style, strategy, structure, systems, and shared skills (Hanafizadeh et al, 2011). The Huit company are very good at making their customers feel valued on an individual level as the skills from the makers of the product ensure the style of the jeans are perfect for each consumer. Hooley et al (1984) describes that system audits are one of the key management tools for achieving the organisations objectives, a typical cost for one is around £80 per hour for 49 hours (expected time frame) which totals at £4,000 (marketing-audit.com, 2016). They should consider this as it is comfortable within their budget and it will help them to meet their targets for future developments as this audit will help them to identify what they do well and don’t do well, it will take the results and compare to industry data, and it will be given a report will all findings including issues and recommendations. 
2.4 External context is a MACRO analysis that there to identify issues, opportunities, and threats that are a part of the general environment that affect the operations of the organisation (Fill, 2009). The process used is PESTLE which covers political, economic, social, technological, legal, and ecological and environmental issues (Clarke, 2005).
	Fairholm (2009) describes PESTLE issues as the role of the Government with respect to new laws, which can have big threats on the Huit company if they don’t follow and keep up to date with the laws. The easiest, most reliable way the company can protect themselves from any issues regarding company and consumer data is GDPR (General Data Protection Regulations) this protects businesses from this. If failure to do so, they can be fined up to 4% of their annual turnover (smallbusiness, 2019), so to prevent this they will need to implement GDPR which costs £300-£450 per employee according to Finance Sia Partners (2018), with 400 members of staff this will cost them £180,000 but to grow their business and to become a completely reliable company they must use their budget to do so. 

3. Promotional goals
Fill (2009) defines promotional goals as being vital to providing a balance to planning and reducing the emphasis on sales. He adds they also indicate positioning issues and highlight the required balance of the promotional mix. Overall, they consist of three main elements that are corporate goals, marketing goals, and communication goals. It’s a strength to organisations to be SMART when dealing with objectives, this involves being specific, measurable, achievable, realistic, and timed (Chaffey et al, 2012). 
	3.1 Hughes et al (2003) explains that corporate goals are obtained from the business or marketing plan and refer to the mission and business area that the organisation believes it should be in. Corporate goals involve critical success factors including finance, usually expressed in terms of money. The Huit company should aim to become market leader by May 2020, this will highlight their measure of strength of their product and service in comparison to their competitors and will show the extent of their company controls a product category in a geographic area. This objective is achievable as they already have a USP that no other brand offers which is the 6 month no wash guarantee, this will result in a wider market as they will become more known for their environmentally saving product which will grow the business in the future as this is a current trend of 2019 (Kamis et al, 2018). 
	3.2 Marketing goals come from the marketing plan and are out-put orientated, typically, they are related as sales-related objectives including market share, and sales revenues. They involve whether or not the marketing mix and strong or weak (Varey et al, 1999). According to the Huit website (2019) the CEO, David, uses the internet to keep profit margin and allow a global audience which now account for 25% of the business, an objective to work on could be to increase this market share by 5% by May 2020, this is measurable for the company as they can keep checking their sales over time to ensure they will meet this objective. 
	3.3 Communication goals are derived from the context in which a brand exists and the future expectancy of where the brand will be in the future. These are presented as awareness levels, image, and attitudes towards the overall preference for the brand. The choice of communication goal depends on the main tasks that need to be accomplished so will either need to maintain current brand proposition or reposition themselves (Barrett, 2002). For the Huit to plan for their future developments it would be beneficial for them to increase awareness in the younger generation who may be unable to afford the products sold, they could do this by giving students the opportunity to take part in their “Denim breaker club” (The Huit Company, 2019) so they get the chance to experience the product so that when they are financially able, they will invest. This is realistic as the company can approach students through social media platforms by creating promotional posts to engage with the age group, and as no money is involved it’s a fun experiment, they are more inclined to go ahead and try (Radder et al, 2008). 

4. Promotional strategy 
According to Narasimhan (1988) strategy is about an approach but it’s not a plan and planning is a process of analysis that includes the production of the plan. Fill (2009) adds that the method used to achieve the objectives are based on the type of customer, this involves three different strategies including push, pull and profile which is also known as Fills 3 P’s of promotional strategy. Promotional strategy asks the question ‘who is the customer?’ one individual (B2C) or an organisation via other people (B2B), each situation requires a different message and method which ends up with the promotional strategy (Leppäniemi et al, 2008). 
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Figure 2: Push versus pull strategy by C. Fill (2009).
	4.1 Push strategy is to influence intermediaries and the trade channel, in other words, they are focused on pushing the product down through the channels (Varadarajan, 2010). Push strategy is partnership based on trust and commitment, but needs energy and enthusiasm to show commitment, which then results in bonus’s, discount, commissions, and marketing support. Promotion is used to get people to try new products so this is the perfect opportunity for the Huit company to push their ‘no wash’ and ‘the denim breaker club’ to an extended target market who don’t come under the category of people who can afford the premium price. Social media channel can be used to influence this and if the company do so, they will meet new targets for the future whilst expanding on their market. 
	4.2 Pull strategy is to influence the end user customers, consumer or business meaning it encourages end-users to demand the product or pull the products through the channels (Piper et al, 1996). This strategy understands customer behaviour especially in the buying process and decides the overall message and media, so it’s used in advertising. Peters (2012) adds that the pull strategy used in B2C and B2B via the DRIP factors involves achieving awareness, encourages trial, supports brand strategy, reduces risk, and changes attitude. Sales promotion can be used at this point to stimulate consumer buying, this will be done by marketing activities including traditional advertising, public relations, and e-commerce, this will allow the Huit company to be interactive with their audience as currently they are only based online, which is a risk due to people avoiding the premium cost without trying on the product first. 
	4.3 Profile strategy is to influence a range of stakeholders (Twedt, 1964). This strategy is centred around stakeholders as they develop image and reputation to improve the company profile, it also supports corporate brands and is possible for different messages and media for other stakeholders. If the Huit company want to improve company image and reputation then e-commerce is a strong way of doing so, as the whole business is based online and online only, they must ensure their website generates enough, if not more, sales through online ordering. Instead of having a basic website where they just show the product, they could include videos of the jeans being made for example so consumers can see why they are such a premium price. To push themselves to the next phase of development they need to turn their negatives into positives, including the 6-8 week wait for consumers to receive their jeans, to do this, they should introduce a tracker so that they can see what stage of development their jeans are currently in. Dominos (2019) do this along with other businesses, once a customer has made an order, they will receive an order ID, this then can be checked online to see at what stage their orders at, for example, order confirmed, order being processed, order being quality checked etc. If the Huit do this, their customers who are not happy with the long wait can be reassured that their order is being prepared and hasn’t been neglected, this will increase customer relationships as they will feel valued that they are giving this attention to each individual (Shah et al, 2019).

5. Coordinated communications mix
Fill (2009) explains that this section of the framework reflects back on previous sections to dedicate the choice of methods of communication, he says that this part covers the marketing mix as a communication tool to understand the customer, identify the key role of the brand strategy, see a range of options, notice that choice is strategy specific, that full consideration is needed for timings, identify new technology opportunities, and finally covers the internal aspect. From previous sections, the promotional strategy chosen are social media channels, sales promotion for understanding customer behaviour in the buying process used through advertising, and e-commerce as the whole company is only based online so need to make their website generate more sales by introducing more interaction for all ages. The choice of methods used in the co-ordinated communications mix are making quality and premium products and to make each customer feel valued. The objectives chosen are for the Huit to become market leader by May 2020, increase market share by 5%, and increase awareness on younger generation with lower income through social media. 
After looking into the context analysis and identifying objectives for the Huit company, along-side the promotional strategy to go with them that dedicate the method of communication, a launch needs to be set in place for the company to see everything in perspective before-hand with timeframes etc. This will consider the reasons that drive choice and emphasise the need to invest wisely for maximum impact. 
	Before the launch it’s vital the company introduce personal selling to bigger retailers who sell multiple brands in their shops to make face-to-face presentations, this will allow the company to express their unique selling point to other companies to persuade them into buying units (Rossiter, 2005). During the launch it would be beneficial to bring their jeans that have been through the 6 months no wash scheme so that possible customers will be able to see the real-life outcome to then be influenced and satisfied with the product (Coco, 2000). Also, during launch day, this is where public relations comes in as the co could present a press conference telling ‘the story’ of the company from start-up to where they are now and how they got there, it would be beneficial for at least one member of staff from each department to be there to have on-to-one interviews (Gaskell, 2000). 
	After around 6 weeks, customers buying behaviour should be noticed by the company as they’ve had time to get to know who their audience are and who their future target audience are, so their sales promotion will be aimed at these people (Chiu et al, 2006). TV advertising is a beneficial investment for the company as this way they can get their message across to the millions of TV watchers ever day (Smith et al, 2007), however, this comes with a cost and The Drum (2017) news predicts that by 2020 TV advertising will account for 60% of marketing budgets. ITV watchers fit in best with the Huit companies target age group as they are the same (Stanfill et al, 2004), but for only a 30 second slot during peak time it will cost them anything from £10,000, to £30,000 a day (The Drum, 2017). 
	Duncan et al (1993) insists a co-ordinated communications mix must have internal methods including e-mails, team meetings, newsletter, notices, internal IT etc. He adds that the need for internal marketing is a key aspect of the communications design. If the Huit company share sales promotions through emails then this will emphasise on their objective of making each and every customer feel valued by making each email personal aimed at their buying choices from past buying and selected buying (Sterne et al, 2000). Finally, if the company continue to have team meetings then everyone will constantly be on the same page with key factors and how their objectives are doing (Kauffeld et al, 2012). 
	5.1 Scheduling, resources and implementation 
Fill (2009) expresses that this part of the framework includes the promotional mix for each strategy, when the mix elements will be employed, and the budget, personnel, and any equipment required. He adds that the 5 M’s approach works best with this section, the approach includes manpower, materials, money, minutes, and measurement. 
	Piercy (1986) explains that manpower verbalises the importance and contribution of people getting tasks done, it involves how much is done in-house and by agencies, it can be done by members of staff who have the skills, style and shared values. Here is where the Huit need to ensure all members of staff have the same enthusiasm about the business, they can have regular meetings to express any issues otherwise. Scott et al (2012) adds that materials are the items used to get things done for the company, including physical equipment like desks, computers, software etc. The Huit company already have all physical equipment that they need to push them to the next phase of development. Next, we have money, Lau et al (2005) states that it’s so important to budget your money before going ahead with any plans made, the company have £5 million to spend for their Marketing Communications plan for June 2019 to May 2020. Finally, Noe et al (2017) enthuses about how timing is everything, and for business to get it right they need to have technique and measure what needs to be done at what time. The table below is the summary of the marketing communications plan. 
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Figure 3: Summary of the Marketing Communications Plan. 


6. Control and evaluation
Ferrell et al (1987) defines evaluation as the employment of a set of standards to allow organisations to understand how well the marketing communication are working, Burns et al (2014) adds onto this point, that it’s part of the control process. Grigg et al (2007) defines control as the monitoring process organisations have in place to allow them to manage what they are doing. 
	Variance analysis will be used to monitor online activity and sales to target against last years activity and sales. The use of monitoring annual total will provide a clear innovation of the impact of the strategy employed. This way, the Huit can overcome objectives and prevent money loss for example, happening the next following year. A financial statement will also be provided by the member of staff at the Huit who is in charge of finance, this will highlight budget, sales, profit, outgoings etc. 
	The research agency will undertake key factors that could possibly put the Huit in a negative situation such as their competitors stealing their idea and making it better, or are they targeting their audience well enough for them to stick around for years to come? As for their objectives, the research agency will find out exactly what the Huit need to do to become market leader, they could do this by checking brand performance, awareness levels, enquires etc., they will find out how to increase their market share through advertising, and finally how to increase awareness in the younger generation on a low income through direct marketing as impact is key to persuade them the product is worth their money (Michaelidou et al, 2011). 
	Meetings will be held on the 1st of every month at the factory as all members of staff go there to work anyway, in attendance will be David Hieatt (CEO), the company accountant, the company marketing manager, and the agency involved. This is when reports will be tabled and presented to have a group discussion of findings with the aim of revolving issues and expanding of the business for the future. 

7. Conclusion 
In conclusion, the Huit company have full potential to push them to the next phase of development to achieve their ambitious targets considering they follow the Marketing Communications Plan designed throughout the report. They have enough time, money, resources, and passion to be able to go ahead with the plan created and if they do so, they should result in widening their audience, convincing their customers why their product is worth the premium price, and overcome all three of their objectives. 
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