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Introduction:
A marketing communication plan is a plan to communicate your marketing messages to your target customer audience. It is one component of the overall marketing plan. Communicate your product is important, whatever it is that you sell, you have a message that you are trying to communicate to a target audience. You can only do that effectively if you have a plan. The ambition to grow a business is linked with a push strategy in term of communication. The company Hiut Denim based in Cardigan Wales has been running for 6 years and the ambition to grow is now starting to raise. This ambition can only emerge with an increase of the notoriety and the image of the brand, which is the reason why they needed a marketing communication manager to undertake a marketing communication plan. They are several ways of doing a marketing communication plan such as strategic and operational planning or the pasta method but the most efficient and complete is the marketing communications planning framework (COSTAC) created by Chris Fill. This report will provide a marketing communication plan using a budget of £5million for the 12 month period from June 2019 to May 2020. The content of this report is inspired by the COSTAC method, it will include a context analysis of the company Hiut denim and the jean market, a promotional goals section, a promotional strategy, a harmonized marketing communication mix and a control and evaluation last section.

I- [bookmark: _Toc7976316]Context analysis 

“Context analysis is a method used to analyse the internal ecosystem in which an organization operates. The purpose of this analysis is to ensure a project is informed by all of the contextual factors that might affect its implementation and sustainability. The context analysis is the first step of the planning process” (Andrea Vascellari).
A) [bookmark: _Toc7976317]Business context

1) [bookmark: _Toc7976318]The market place

The global denim market was valued at $56,178.1 million in 2017 and is forecasted to witness a CAGR of 5.8% during 2018–2023 (psmarket research, 2018). The market of Denim jeans is growing since 2014: “Tracking US pricing on jeans shows the average price point has climbed considerably since 2014. Men’s jeans are up 28% to $210.86 this quarter, and women’s have grown 10% to $165.44 – demonstrating it’s the more competitive market.” (Edited, 2018). The trends are the skinny jeans, wide legs jeans, the flare jeans and the 90s denim reworked. The revenue share by region is the higher in North America in, Asia and in Europe. 

2) [bookmark: _Toc7976319]The brand

The brand Hiut denim is making jeans and they are doing well. They call their staff the “Grand Masters” because they are very experimented. Rather than staff doing just one part of the manufacturing process, each machinist at Hiut makes a pair of jeans from start to finish. Their positioning is superior quality jeans made hand. “Hiut claims to be the only British brand making its own jeans in its own factory” (Independent, 2012). Their brand image is great, they have fashionista and celebrities around the world wearing their jeans like Megan Markle, which help to stronger their image. Their story is also a huge perk: “David Hieatt (CEO) recognized that there’s certain potential for denim making in a town of 4,000 people when 10% of them have a rooted history in denim craftsmanship and resurrected what had become a dead industry.” They based their marketing strategy around their story and communicate the fact that they made this town great again with their motto “Do one thing well”

3) [bookmark: _Toc7976320]Targeting

They are really focus on their product quality, they are targeting wealthy classes. However their prices are pretty high but reasonable from £150 to £250. The brand is connected so they can target the young generation that is really into jeans but also the older generation that likes classic and handmade jeans.

4) [bookmark: _Toc7976321]Distribution

They are doing premium quality jeans that lasts, they are able to make only 100 pairs of jeans each week. For the brand, the internet is their key selling channel, "Without the internet we'd have been dead within 12 weeks” said the CEO of the company. They are exporting 25% of their jeans of internet, they also have a physical store in Cardigan but it is representing a small part of the business. The most part of the sales are made online. The CEO is confident that selling on internet via the brand website is the best way to be successful. However he admits that “one negative issue the company has to deal with is a return rate of "about 14%”, people sending them back because they don't fit. To counter this problem Hiut is exploring using technology that can accurately tell from a photo a person's perfect jeans size” (BBC, 2017).

5) [bookmark: _Toc7976322]Intermediaries

The brand have no intermediaries at all because they are selling online or in their own store.

6) [bookmark: _Toc7976323]Competition

The 4 major players in the market are Diesel, Levis Strauss, Gap and C&A. Those are multinational brands that are known worldwide. They sells jeans however they are not specialized in jeans as Hiut Denim. Those companies have diversified their offer whereas Hiut Denim is 100% concentrated on the quality of their jeans. That is one of the advantage they have to compete with these brands. They are also able to compete by keep their profit margin high: “The internet allows us to sell direct and keep the profit margin” (BBC, 2017). The customers of those brands are used to buy their jeans from those companies and changing customer’s habits is hard.
B) [bookmark: _Toc7976324]Customer context

The customers of the brand Hiut Denim are buying premium quality jeans. They are males and females from the wealthy classes, there is no age range because everybody could buy jeans. According to the pyramid of Maslow buying jeans is a security/safety need. It is a basic need in the life of someone and it is considered by the customer as a low risk purchase. The brand image idea of the customer towards Hiut Denim is really good due mostly to the story of the brand. The environmental factor is important because the brand is doing organic jeans and nowadays we know that many customers support this environmental fight. They choose Hiut Denim for the quality, instead of buying 5 different low tier jeans they buy 1 jean from Hiut Denim. The most part of their customers are buying online so they are digitalized and fairly young. They don’t buy regularly from the brand because their main goal is to have one good quality product. There is no specific typical profile for their customers but we know that they are male and women from wealthy classes, digitalized so quite young and inserted in the environment.

C) [bookmark: _Toc7976325]Internal context

The context aims are to understand the organisation and understand what the organisation is doing well and what the organisation is not doing well. (Internal context cannot be explained due to the lack of information). The main internal perk of the company is its workforce and its story, the company is employing very experienced workers from the native jean industry. 

D) [bookmark: _Toc7976326]External context

The external context is a macro environment analysis of the company, it identify the issues, opportunities and treats around the company. The best way to analyse the macro environment is using the PESTEL model:
POLITICAL FACTORS:
· The promotional strategies are regulated in all countries.
ECONOMIC FACTORS: 

· The economic crisis of 2008 has largely affected the purchasing power of consumers, which is could have also affected the size of the market.
· The stage of the economic development of a country affects also the advertising campaign chosen by denim manufacturers.
· The different distribution channels have to adapt regarding the stage of development of each local market.
· The denim market is very competitive.
· The prices of cotton have increase.
· General prices of jeans increased since 2011 especially in Europe.



SOCIAL FACTORS:

· Cultural differences are important: needs and fashions are different according to cultures. Brands have to adapt their products to these different needs.
· Colours are a cultural dimension: for example, the white colour is associated with death in China but black is the colour of death in Europe.
· Jeans are seen as second-skin: at the beginning, it was designed for workers and then for cow-boys.

TECHNOLOGICAL FACTORS:

· Online shopping is progressing.
· The development of mobile applications within the denim market is becoming a new strategy.
· Social media marketing (Facebook, Instagram) is reinforcing the involvement of the customers towards the brands. 
· The part of the turnover invested by denim brands in advertising is raising. 
· According to Ademe (French Environment and Energy Management Agency), now there are new ways of producing jeans which enable to take care of the health and the environment.

ENVIRONMENTAL FACTORS:

· The production of jeans is very bad for the environment. The production of one denim consume the equivalent of 25 litters of oil and resulted in a rejection of 2 kg CO2 in the atmosphere.
· The interest towards environment of the customers in the market is advanced. The industry must provide sustainable and ethical products that respect the planet.
· Reducing consumption of forest resources by using recycled material and reducing packaging.

LEGAL FACTORS:

· Some jeans have received the label « Confidante Textile ». These products are certified without risks to health.
· Passed in 2005, the European regulation REACH (Registration, Evaluation and Authorization of Chemicals) is now one of the main levers to force the textile industry to be « clean. » 












II- [bookmark: _Toc7976327]Promotional goals

“In order to deliver an effective plan, it is important to establish marketing communications objectives. There are three different forms of objectives: corporate, marketing and marketing communications objectives. Collectively these are referred to as promotional goals or objectives” (Integrated marketing communications paper 9 CIM, 2002). 

Corporate goals: 
“Organizational goals are strategic objectives that a company's management establishes to outline expected outcomes and guide employees' efforts” (SearchCIO).
· Expand the capacity of production by 15% from 100 jeans a week to 115 jeans a week before 2020.
· Increase the total income by 15% by May 2020.
Marketing goals:
“A marketing goal is defined as a new desired result as well as particular achievement. Typically an objective is a measurable result that's achieved through advertising objectives” (Slideshare, 2014).
· Lower the return rate of the products of 14% to 10% by May 2020.
· Increase the number of clients by 7% by February 2020.
· Increase the sales rate on the Website by 15% by March 2020.
Marketing communications goals:
“Marketing communication 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).
· Boost brand awareness with the 18-35 years old people by 22% by March 2020.
· Attend 2 medium-large size industry event during 2020.

Positioning:
“Positioning is how the product is perceived and evaluated by the target audience relative to competing products” (Integrated marketing communications paper 9 CIM, 2002).
“In order to determine how an offering is perceived, the key attributes that stakeholders use to classify products in the market need to be established. The objective of the exercise is to produce a perceptual where the dimensions used on the two axes are the key attributes, as seen by buyers” (Chris Fill, CIM coursebook, 2002).
Below is the perceptual map of the brands from the jean market.
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We can see on the perceptual map that Hiut Denim is the most expensive brand with the best quality, followed by diesel and Levi’s which are pretty expensive brands but with a quality that is not always blameless. Lastly we have low-tier brand with low price and quality like Zara or H&M.

III- [bookmark: _Toc7976328]Promotional strategy

 “Promotion for any product or service is essential for any company. It is because only through promotion people would come to know about the product. Only after knowing about the product they consider purchasing” (Mba sK).
There is 3 different types of promotional strategy: Push Pull and Profile.
“A push strategy promotes a product or service to retailers and wholesalers in order to force the product or service down the distribution channel.
A pull strategy involves communicating with the final customer to attract them to the retailer or distributor to purchase the product” (The marketer lab).
“A profile strategy focuses on satisfying the needs of the stakeholder and sustaining the dialogue with them by closely keeping in touch with them” (Mba sK).
Hiut Denim is selling in their own physical and online stores. The brand have no intermediaries at all. In fact, the push strategy is focussing on the intermediaries to put the products in front of the customers. This option of strategy would be useless and not efficient because there is no intermediaries. However, the pull strategy is interesting for Hiut Denim to drag the customers in front of the product. As well as the profile strategy that focusses on the stakeholders (that is to say the customers) to dialogue with them and improve their awareness and their psychologic image towards the brand.
The pull strategy is perfect to accomplish the marketing goals settled by communicating the products of the company and give to the customer the desire to buy. Furthermore, the profile strategy is perfect to accomplish the marketing communications goals settled by communicating the story of the brand and improve the reputation of the brand. The pull and profile strategy have to use different communication channels:
Pull strategy: To achieve the objectives: Increase the number of clients by 7% by June 2020; Increase the sales rate on the Website by 15% by March 2020; the strategy should use social media (Facebook adds, Instagram, snapchat) communication targeting digitalized prospects that correspond to the target.
Profile strategy: To achieve the objective: Boost brand awareness with the 18-35 years old people by 22% by March 2020, Attend 2 medium-large size industry event during 2020 ; the strategy should use more traditional media : TV, press, radio that have an audience that correspond with the target of the brand.

IV- [bookmark: _Toc7976329]Coordinated promotional mix

“The Promotion Mix refers to the blend of several promotional tools used by the business to create, maintain and increase the demand for goods and services.” (Business Jargons)
“A promotional mix is an allocation of resources among five primary elements: Advertising, Public relations or publicity, Sales promotion, Direct marketing, Personal selling” (EdwardLowe)
“Usually it is not one tool that is required but a combination. Having chosen a suite of promotional tools and even allocated them as either primary or supporting, it is Important to be able to integrate them into a comprehensive and cost effective whole.” (Integrated marketing communications Paper 9 CIM, 2002).
In fact the choice of the promotional tools and mix that we will be using is important to follow the path of our pull/profile strategy. In order to have an integrated marketing communications plan it has to be integrated, that is to say that every part of the mix have a sense and is linked with the other parts. The table below explain which element(s) of the promotional mix correspond to which strategy and is linked to which objective(s). Explanations will be given below the table.






	Strategy types
	Elements of the Promotional mix
	For which objectives
	Tools used

	













Pull strategy
	A- E-mail marketing (campaign aiming to contact prospects)

B- Social media advertisement (Facebook ads and Instagram ads on the product)

C- Sales promotions and discounts (coupons/ discount for the first purchase)

D- TV advertisement (concerning the product)

E- Newspaper advertisement
(concerning the product)

F- Sponsorship with fashion Instagram influencers

	- Increase the number of clients by 7% by February 2020

- Increase the sales rate on the Website by 15% by March 2020

- Increase the total income by 15% by May 2020.


	Direct marketing
Sales promotion
Sponsorship
Advertisement

	
	B- Social media advertisement (Facebook ads and Instagram ads on the product)

D- TV advertisement (on the product)

E- Newspaper advertisement( on the product)
(*explanations bellow)

	- Lower the return rate of the products of 14% to 10% by May 2020  

	Social/traditional media advertisement 

	
	

Recruitment 
advertising
	G- Flyers (In Cardigan/Wales)

H- Billboards (In Cardigan/Wales)
(*explanations bellow)
	- Expand the capacity of production by 15% from 100 jeans a week to 115 jeans a week before 2020. 
	
Corporate advertising


	
	
	
	

	

Profile strategy
	I- TV advertisement (on the brand)

J-  Newspaper advertisement (on the brand)

K- Sponsor of the local football team The New Saints (rank 1)
	- Boost brand awareness with the 18-35 years old people by 22% by March 2020

- Attend 2 medium-large size industry event during 2020.

	Public relations
Sponsorship

Corporate advertising








Each element of promotional mix chosen is numbered to facilitate the implementation and the explanations.
The mix A, B, C, D, E, F is using pull strategy tools such as direct marketing, advertisement, sales promotions and sponsorship. The mix is answering to the pure “marketing/performance” objectives. The message of this first mix is going towards the product. It is a commercial message that is stimulating the desire of the prospect/customer to buy. The message delivered is enhancing the product values. A great idea of advertisement would be create the exclusivity: “We are building an app called History Tag, our jeans will be the first in the world that will have their whole history recorded” (Fashion telegraph uk, 2012). Why not enhancing that aspect of the product in the advertisements.

(*) The mix B, D, E is answering to the objective “Lower the return rate of the products of 14% to 10% by May 2020”. In fact, lowering the return rate of the product depends on a technological advance of the company in measurement digital app for jeans. However it also depends on the understanding of the product made by the consumers. That’s why this promotional mix made of social/traditional media advertisement will help to improve the understanding of the product and make the customers smarter when they buy to choose the right size of jeans.

(*) The mix G, H is answering to the workforce recruitment need of the company. As we know Cardigan citizens are experimented in the jeans manufacture industry. This mix involve advertising with flyers and billboards in Cardigan to contact the experimented workers of Cardigan that are unemployed. The message put forward within this mix will be the wellbeing, the opportunities and the reputation of the company.

The mix I, J, K is using strategy tools such as public relations, Sponsorship and corporate advertising. The mix is answering to the “notoriety, brand image” objectives. The message of this last mix is going towards the company and is aiming to value the company by increasing the awareness of the target.                                           The message delivered is enhancing the story of the company, its values and ethics.
To make all of this work we need to identify the existing and the needed resources for the project. To accomplish that we will use the 5M’s approach of Chris Fill. (Senior examiner from the chartered institute of marketing). “The 5 M’s of Marketing can be used in order to identify the internal resources required to implement a proposed marketing strategy” (Oxford college of marketing). They stand for Manpower (Staffing), Materials (Production), Machinery (Equipment), Minutes (Time) and Money (Finances).
· Manpower: Hiut Denim have 15 employees which are mostly manufacturers. That means that they don’t have the staff and the skills to undertake In-house work. Every aspect of the strategy has to be undertake by agencies.
· Materials/Machinery: The Company needs to find a technology that could help solving the return rate of the product. They also need to buy furniture and readapt the production line to welcome the future workers that they will recruit afterwards.
· Minutes and Money will be define in the implementation part below.



V- [bookmark: _Toc7976330]Implementation

The implementation is describe below by a Gantt chart which is a “horizontal bar chart that visually represents a project plan over time.”
	 
	J
	J
	A
	S
	O
	N
	D
	J
	F
	M
	A
	M
	 

	Mix
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	Budget

	A- E-mail marketing 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	10k£

	B- Social media advertisement 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	1M£

	C- Sales promotions and discounts 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	200k£

	D- TV advertisement 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	1,2M£

	E- Newspaper advertisement
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	250k£

	F- Sponsorship with fashion Instagram 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	300k£

	 G- Flyers recruiting
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	20k£

	H- Billboards 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	30k£

	I- TV advertisement 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	900k£

	J-  Newspaper advertisement 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	200k£

	K- Sponsor of the local FC 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	70k£

	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	T = 4,180£M




The total cost amount of the marketing communication plan is 4,180£Millions. The months indicated are wisely choice in accordance with the objective time goal for each mix. For example the time objective goal for the mix I, J, K is March so the planning do not exceed March. Instead for the mix K (Sponsor of the local football club) because you cannot sponsor a football team less than 12 months. Other example with the “recruitment” mix G, H, which ends on December 2019 to respect the time objective goal of “before 2020”. The most part of the budget is allocated to TV, newspaper, social media/sponsorship advertisements because they are the most effective channels but also the most expensive.





VI- [bookmark: _Toc7976331]Control and evaluation

“Measuring the contribution of each part of the marketing communications mix is an obvious first stage in the evaluation process. Many organisations try to test the impact of each part of the communication mix has had with a view to refining, improving and getting greater promotional activity for each euro, dollar or pound invested” (CIM coursebook Chris Fill, 2003-2004).
“The starting point for the evaluation process should always be the objectives” (Slide Evaluation & Control, marketing commutations strategy courses 2019 by Will Fleming UWTSD).
The last part of the all strategy is to define key elements that will help to evaluate success level of each objectives:
	Objectives
	Evaluation indicators

	Expand the capacity of production by 15% from 100 jeans a week to 115 jeans a week before 2020.

	Evolution of the number of employees (it have to grow).  Machinery purchases
New actual production capacity in 2020

	Increase the total income by 15% by May 2020.

	Visits, sales, performances evolution

	Lower the return rate of the products of 14% to 10% by May 2020.

	Introduction of new sizing technology within the website. 

	Increase the number of clients by 7% by February 2020.

	Conversion rate, sold out products, sales

	Increase the sales rate on the Website by 15% by March 2020.

	Evolution of the visits and purchase on the website.

	Boost brand awareness with the 18-35 years old people by 22% by March 2020.

	Focus group, theatre test, recall and recognition tests

	Attend 2 medium-large size industry event during 2020.

	Quality of relationship




A financial statement must be provided by the management accountants of the company and a marketing study analysis by the research agency for the period from June 2019 to May 2020. A meeting will be help during May 2020 to discuss the results. This will help the company to understand in figures the impact of the strategy and to know if it needs to be repeated, modified or aborted. 

[bookmark: _Toc7976332]Conclusion

This marketing communication strategy is appropriate for Hiut Denim. The promotional mix and the all strategy is interconnected, each mix is approaching different objectives with different tools relevant with the type of strategy used. In the end after the control & evaluation process the company have different perspective. If the strategy is successful they can reiterate it and modify the changing factors. The company can also open up to a new market, they have interest in exporting more internationally so why not make an international marketing communication strategy for the following years. The kid and children segment is also an opportunity for the extension of the company.
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