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1.0 [bookmark: _Toc7962863]Introduction 
[image: ]This report will show the creation of a marketing communications plan for Hiut Denim, a premium denim manufacturer and retailer in the small town of Cardigan where making jeans has been completed by ten percent of the population for the past three decades. (Hiut Denim, 2019) The marketing communications plan will be created using the Fill Marketing Communications Planning Framework.[bookmark: _Toc7962257][bookmark: _Toc7962601]Figure 1.1 Marketing Communications Planning Framework by Chris Fill (Fill, 2013)

Introduction

2.0 [bookmark: _Toc7962864]Context Analysis

“Context analysis is a method to analyse the environment in which a business operates. Environmental scanning mainly focuses on the macro environment of a business. But context analysis considers the entire environment of a business, its internal and external environment.” (Larkin, 2019)

The context analysis is intended to show the management the current situation that Hiut Denim finds themselves within each sector. This is made up of  four different components which include business, customer, internal and external. This context is very important as an insight into the businesses and the marketing plan is shown. 
[bookmark: _Toc7962865]2.1 The Business Context
The business context should provide a clear, yet understanding picture of the performance of Hiut Denim by highlighting successes. Problem areas will also be made aware of along with future developments from Hiut Denim which will have an impact on the business. 
2.1.1 [bookmark: _Toc7962866]The Market
The market that Hiut Denim operate in is the denim market, this market is split into three sections,  premium denim market which is a small but difficult market to operate within, standard denim and low quality denim. Some of the key businesses operating in the market are Levi’s, Kering and Diesel.
2.1.2 [bookmark: _Toc7962867]The Market Defined
Hiut Denim are competing in the premium quality denim sector in the denim market on a global scale. Over recent years the market is becoming saturated due to it becoming popular for manufacturers to enter as there is a large target market. Due to this, Hiut Denim have to have to think outside the box and ensure the marketing strategies work to perfection in order to compete with the market leaders for price and quality of the product that is being marketed. Globally there are three sectors to the denim market, premium denim, standard denim and low quality denim. The global denim market is highly competitive, there are large numbers of global, regional and country specific businesses making the market highly fragmented. All sectors of the market are not only focusing on sales throughout their channels , the main source of profit for the company, but sales from other clothing pieces too. (Prescient & Strategy Intelligence, 2019)
2.1.3 [bookmark: _Toc7962868]The Competition 
With a saturated market within the denim industry, it is difficult to strive in the market due to the number of products for sale around the world. Hiut Denim have high priced products but the quality is to a very high standard, this creates a niche product as there are not many premium denim jean manufactures and retailers around the world yet most of the jeans sales come from Levi’s, Wrangler and G-Star Raw who are the main competitors for Hiut Denim. (Terra, 2018) in the current market Hiut are relatively unknown by many people whereas Levi’s have by far the most popular denim products in the world. Levi’s has become a household name due the reign they have had over the past 146 years, when they initially released the sale of the blue denim jean. (Levi Strauss & Co., 2019)
2.1.4 [bookmark: _Toc7962869]Supply Chain
There is a requirement for an exact supplier for each product when creating denim jeans. Hiut denim create two different types of denim jeans, organic denim and selvedge denim, which are two very different types of denim down from aesthetic to strength of material. The selvedge denim is classed as an investment due to the quality of the product which is organically sourced from Kuroki, the artisanal Japanese denim mill. The selvedge denim is woven on a 1959 loom, which is then one hundred percent indigo dyed and unwashed ready for the manufacturing of jeans in Cardigan, Wales. The organic denim that Hiut use is their best-selling which means the suppliers must keep on top of the quantities needed for production. It’s a beautiful unwashed denim from a great supplier mill in Turkey, the product wears hard and Hiut plan to be sourced from Turkey forever. (Hiut Denim, 2019)

2.1.5 [bookmark: _Toc7962870]Intermediaries
Hiut Denim have a number of intermediaries across the United Kingdom in order to assist in the sales of their products. A list of the retailers in the UK follows:-
· 31 Store, Cardiff, Wales
· District 21, West Yorkshire
· Gatsby Menswear, Buckinghamshire 
· Lanigan & Hulme, Manchester
· Mr.Start, London
· Mundos, Cardigan
· North Gentlemen’s Outfitters, Belfast
· Regent Tailoring, Sailsbury 
·  Rivet & Hide, London
· Unsung Hero, St.Davids
From this list, the ability to see where the stock lies across the UK for the customers who want a hands on experience when purchasing the product is great. These intermediaries are all selective as they show the customers a range of products allowing them to shop around for a product that they require. 
2.1.6 [bookmark: _Toc7962871]Other Stakeholders
There are a number of stakeholders that have an influence into the way that Hiut Denim operate internally and externally. All stakeholders that have an effect on the business must be considered to ensure that communication lines are open and used to their full potential to aid the positive structure of the business. Any stakeholder is a person, group or organisation that has an effect or effects Hiut Denim. According to Nelson (Nelson, 2006) internal stakeholders are those in the management, marketing experts, designers, purchasing, manufacturing, assembly and sales, while external stakeholders are the customers, distributors, governments, suppliers, communities, laws and regulations. External stakeholders tend to be groups outside a business or people who don’t work inside the business but who are often affected in a certain way by the actions of the business. Examples of external stakeholders for Hiut Denim are customers, suppliers, creditors, the local community, society, and the government. (Lumen, 2016)
2.2 [bookmark: _Toc7962872]The Customer Context 
The customer context is 
“the interrelated factors of customer insights and environmental conditions that make the shopping experience relevant.” (BRP, 2017)
2.2.1 [bookmark: _Toc7962873]Hiut’s Customer Context
The customer for Hiut Denim Jeans is clearly people who are looking to put an investment into their jeans who don’t want to be buying jeans every couple of months due to material breaking or the aesthetic not looking how it did when they were first bought. As the prices of Hiut jeans is a lot more than a low quality fashion piece people look at the price and don’t think of how long the product will last. The buying process of the products on offer is extremely easy if the customer is happy to buy online, if the customer is wanted a hands on feel of the jeans that are on offer, there are ten retailers across the UK that are happy to help with all sales. With Levi’s leading the way in the jeans market, it shows that customers are loving the quality of denim products nowadays meaning Hiut have a great chance to entertain customers with great products. The only thing that is affecting Hiut from the customers is that the prices are high and the brand isn’t known well enough for the customers to trust the products that are for sale. 
2.3 [bookmark: _Toc7962874]Internal Context 
The internal context is
”an element of holistic marketing, is the task of hiring, training, and motivating able employees who want to serve customers well. It ensures that everyone in the organization embraces appropriate marketing principles, especially senior management. Smart marketers recognize that marketing activities within the company can be as important, or even more important than those directed outside the company. It makes no sense to promise excellent service before the company’s staff is ready to provide it.” (Kotler, 2012)
2.3.1 [bookmark: _Toc7962875]Hiut Denim’s Internal Structure
The internals of Hiut Denim that are looked upon would be their distribution teams, management, financial teams, laws, promotional teams and internal stakeholders. These components all link together to become the assets, liabilities and strengths that all affect the business in their own way internally. These sectors to the business are vital due to them being what is meant to keep the business running to a high standard. With one of these sectors failing to comply with the others, everything can fall apart. With careful analysation of all of these sectors, visualization of the business’ future is able to be completed with objectives being created accordingly, ultimately eliminating large risks. Due to Hiut not having the financial backing of other brands such as Levi’s and Wrangler, their stakeholders are considerably smaller. The greatest problem that has not been kept a secret from Hiut is that the internal communications between sectors is poor, which is causing damage to the business’ sales and reputation. 
2.4 [bookmark: _Toc7962876]External Context 
An external context is
“an organization’s external context includes all of the external environmental parameters and factors that influence how it manages risk and how it tries to achieve its objectives. It includes its external stakeholders, its local, national,  and international environment, as well as key drivers and important trends that influence its objectives. It also includes stakeholder values, perceptions, and relationships, as well as its social, cultural, political, legal, regulatory, technological, economic, natural, and competitive environment.”  (Praxiom, 2017)




2.4.1 [bookmark: _Toc7962877]PEST Analysis
[bookmark: _Toc7962635]Table 1: PEST Analysis Of Hiut Denim

	Political 
· The area as a higher disposable income.
· A recession is a possibility. 

	Economic 
· Ten percent of the local area are employed by Hiut.
· Community business.

	Social
· Social trends could work for or against Hiut Denim. 
· Social Influencers have a massive impact on the market.
	Technological
· Online marketing with social medias is proving to be one of the most effective methods in today’s market. 



Context Analysis
Context Analysis

3.0 [bookmark: _Toc7962878]Marketing Communications Objectives
Marketing communications objectives are 
“long-term goals where marketing campaigns are intended to drive up the value of your brand over time. In contrast to sales promotions, which are short-term inducements to buy, communication goals succeed when you persuade customers through consistent reinforcement that your brand has benefits they want or need.” (Azcentral, 2017)
3.1 [bookmark: _Toc7962879]Corporate Level
At a corporate level the objective is to establish Hiut Denim as a top five denim jean manufacturer and retailer by the end of 2021. 
3.2 [bookmark: _Toc7962880]Marketing Level 
From a marketing point of view the main objective due to the current marketplace is to increase the Instagram following from twenty five thousand to one hundred thousand by October 2019. 
3.3 [bookmark: _Toc7962881]Marketing Communication Level
Three marketing communication level objectives for Hiut include:
· To increase awareness of Hiut Denim from unknown to an international brand by 2021. 
· Reposition the brand of Hiut from a small local business manufacturer and retailer to an international selling brand competing in the top five manufacturers in the market by the end of 2021. 
· To implement a full internal and external communications programme with a minimum of two marketing events per month. 



3.4 [bookmark: _Toc7962882]Positioning 
In marketing, positioning 
“refers to the consumer’s perception of a brand or product in relation to competing brands or products. Market positioning refers to the process of establishing the image or identity of a brand or product so that consumers perceive it in a certain way.” (Wilkinson, 2013)
Positioning within a business is crucial to success, a great example of this that Hiut Denim could look at for inspiration is The Trade Centre, they are in a different market but the same principles are required. The Trade Centre excel in marketing due to positioning, billboards and adverts especially, billboards are positioned on the busiest routes that are used by customers.  
3.4.1 [bookmark: _Toc7962883]Perceptual Map
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[bookmark: _Toc7962602]Figure 2 Perceptual Map Of Highest And Lowest Price And Quality Jeans



3.4.2 [bookmark: _Toc7962884]Positioning Statement 
The customers are the centre of everything for Hiut Denim as the business needs to attract the customers to the product, this means positioning of the marketing is vital for a great strategy to work. 
Marketing Communications Objectives
Marketing Communications Objectives

4.0 [bookmark: _Toc7962885]Promotional Strategies
Promotional strategies are 
“strategies that inform, persuade and influence the consumer’s decisions. It mainly seeks to develop primary and selective demand. While primary demand mainly focus on the desire for general products, selective demand puts more focus on the desire for selective or particular products.” (Product2Market, 2016)
4.1 [bookmark: _Toc7962886]Push Strategy

Push marketing is a marketing technique that focuses on taking the product to the customer, therefore putting the product in front of the customer at the point of purchase, for example a retail store. This specific type of marketing holds the hope to minimize the amount of time between a customer discovering a product and buying that product. (CFI, 2017) Due to Hiut having a number of intermediaries across the UK an aggressive push strategy is very appealing  as this allows the customers to have that contact with the product as the sale is being made. This will aid with the completion of the objectives of marketing communication which will increase the awareness of the brand across store in the UK which will then develop globally with international intermediaries. The objective repositioning of the brand in terms of sales will also be effected with an aggressive push marketing regime. 
4.2 [bookmark: _Toc7962887]Pull Strategy
Pull marketing is any marketing method intended for a company to generate a high demand for a product. This is contrasted with push marketing, which is a strategy intended to sell out an existing supply of a product. (Marketing Schools, 2017) Hiut are already all over pull strategies creating limited stock then when this has gone manufacturing to order, this is something they do well surrounding the customers that do know who they are. Creating a limited stock around their newest stock creates hype around the product which is a great marketing technique, a great brand that uses this technique is Supreme, they create products to a limited quantity which creates hype around the brand. The pull strategy will allow for Hiut to complete the marketing level objective by creating hype around the products meaning more people will want the product but not everyone will be able to buy the product on release date.
4.3 [bookmark: _Toc7962888]Profile Strategy
Profile strategy is the third component of an overall communication strategy is all about satisfying the needs of the stakeholders. (Studiowide, 2019) A profile strategy takes time and isn’t something that can be changed with a small timeframe. Hiut’s business profile is linked to the positioning and identity of themselves, it is how the stakeholders of Hiut view the business on a whole. This can be look at in a positive or negative way. A highly rated profile usually means that the business has strong brand-equity. Organisations, such as Hiut, with a good profile and strong brand-equity can leverage this as part of their communications strategy. This strategy is able to help complete the final objective within marketing communication systems which is creating an internal communications plan as this strategy can be used internally as well as externally.

Promotional Strategies
Promotional strategies 

5.0 [bookmark: _Toc7962889]The Promotional Mix
A promotional mix is 
“The promotional mix is a critical element for the success of a business since all businesses naturally want to generate more revenue by growing and promoting their business. Using promotional tools, businesses can acquire additional clients and encourage them to come back through the provision of high quality service.” (Marketing Mix, 2018)
The promotional mix is made up of five key tools that Hiut Denim must use in order to successfully market the products on offer. These components are as follows: 
5.0.1 [bookmark: _Toc7962890]Personal Selling
Personal selling is a form of marketing that enhances the face to face experience between seller and consumer with a salesman trying to convince the customer to by the product. It’s a sales method where the employed salesman or woman uses their skills to attempt to make a sale. Hiut Denim aren’t a brand who use personal selling due to them not owning their own stores other than online. (Economic Times, 2017)
[bookmark: _Toc7962636]Table 2: Advantages & Disadvantages Of Personal Selling

	Advantages 
	Disadvantages

	· High customer attention
· Persuasive impact
· Possible relationship development
· Interactivity
· Opportunity to close the sale
	· High cost
· Labour intensive
· Can only reach a limited number of customers 



5.0.2 [bookmark: _Toc7962891]Direct Marketing
Direct marketing is known as a promotional method that involves exhibiting information surrounding a company, such as Hiut Denim products, to your target customers without the use of an advertising intermediary. It is a well-known form of marketing that presents information of potential interest to a customer that has been determined to be a likely buyer. (Shopify, 2016)
[bookmark: _Toc7962637]Table 3: Advantages & Disadvantages Of Direct Marketing
	Advantages 
	Disadvantages

	· Builds loyalty
· Direct approach
· Effective 
· Monitorable
· Personalised and targeted 
	· Environmental impact
· Image impact
· Limited reach 
· Privacy intrusion



5.0.3 [bookmark: _Toc7962892]Sales Promotion
Sales promotion is the 
“process of persuading a potential customer to buy the product. Sales promotion is designed to be used as a short-term tactic to boost sales, it is rarely suitable as a method of building long-term customer loyalty. Some sales promotions are aimed at consumers. Others are targeted at intermediaries and at the firm's sales force.” (tutor2u, 2016)
Hiut Denim could include the sales promotion strategy to increase sales and create awareness of the brand, considering they posses highly priced products a 2-4-1 deal could be put in place to generate the sales required to expand the business and generate a further reach within the market. 
[bookmark: _Toc7962638]Table 4: Advantages & Disadvantages Of Sales Promotion

	Advantages
	Disadvantages

	· Effective at achieving a quick boost to the sales 
· Encouraging customers to trail a product or switch brands 
	· Sales effect may only be short term
· Customers may expect or anticipate further promotions
· May damage brand image



5.0.4 [bookmark: _Toc7962893]Public Relations
Public Relations is
“the discipline which looks after reputation, with the aim of earning understanding and support and influencing opinion and behaviour. It is the planned and sustained effort to establish and maintain goodwill and mutual understanding between an organisation and its publics.” (Chartered Institute Of Public Relations , 2016)
Hiut have built a good relationship with the customers and stakeholders from their local village but on a wider scale they are not well known meaning there are no relationships in wider areas or the UK let alone internationally. Although Hiut are relatively unknown now, a positive news story could come about and surface the globe from many news outlets deeming a positive impact on the business.
[bookmark: _Toc7962639]Table 5: Advantages & Disadvantages Of Public Relations
	Advantages
	Disadvantages 

	· Strong influence 
· Reach
· Cost-effectiveness
	· No direct control
· No guaranteed results
· Difficult evaluation 












5.0.5 [bookmark: _Toc7962894]Advertising
Advertising is a specific marketing technique where the brand attempts to influence the customers buying behaviour with persuasive messages about certain products or services. For Hiut and all other businesses, advertisings main purpose is to attract new customers by defining the target market and reaching out to the market with an effective plan. 
[bookmark: _Toc7962640]Table 6: Advantageds & Disadvantages Of Advertising
	Advantages
	Disadvantages

	· Convenient
· Education of the consumers
· Fair prices 
· Better quality
	· Generates employment 
· Stimulates research and development
· Promotes art and culture



5.1 [bookmark: _Toc7962895][image: ]Marketing Communications Plan












	



The Promotional Mix

6.0 [bookmark: _Toc7962896]Implementation Plan
Implementation Plan
Throughout the time period that the marketing communications plan is taking place, the requirement of an implementation plan will be inevitable. Each marketing regime will require an employee from the Hiut Denim business or an outside agency to complete to task to a high standard. As the plan is being completed step by step, sponsorships, billboards, TV adverts and Radio adverts will all be complete by agencies outside of the business. On the other hand, employees of Hiut Denim will be the ones to complete the new product design and launch, the promotional gifts, jean shorts and also collaborations with other brands, such as off white and supreme. 
7.0 [bookmark: _Toc7962897]Evaluation And Control
Evaluation and Control
The three key areas that have been identified in the marketing communications objectives will continuously be monitored to a high standard with the monthly reports coming from these areas will be focused on and linked to the progress to complete each objective. Continuous analysation will be used to monitor the sales and awareness of the business regarding followers to strive to the objectives that have been set within the projected dates. The use of recording each sale and location of the sale will be vital to know where to progression of Hiut is leading to which in turn will help complete the international reputation objective. A financial statement will be provided by management accounts and shared between the internal sectors of the business in order to know their budgets for their work. The research department will be looking into widening the sales and in order to do this they must find out exactly what the customers are in need of in the international areas. Meeting will be held on the 1st of each calendar month in order to share the progress with each internal sector which will therefore help Hiut Denim strive to greatness. 
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