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Introduction

Hiut Denim is a company which produce quality jeans. They have perfectly shape their image as quality jeans through marketing by storytelling. Their company has provide few experiments to prove that their products are good in quality and is very durable.

In the next two years, the company want to make marketing plan for Hiut Denim jeans for 2019-2020. The company want to gain more market share and also increase their brand awareness among the public.


1.0 Analysis
1.1 Macro-environment –PEST
Political Factors
Britain is a capitalist country with relatively stable political environment, perfect laws and safe society. (Gupta, 2013) There are little conflicts between the people and the government, and between different classes. As one of the four largest economies in Europe, British citizens have a high standard of living and a good social security system. At the same time, Britain also maintains good diplomatic relations with most countries in the world and has frequent exchanges in trade. As the governance indicators show, the UK is one of the most successful countries in terms of the application of the rule of law, corruption control, government efficiency and regulatory quality. (Gupta, 2013) In addition, according to the World Bank’s 2007 governance indicators, the country’s ranking in terms of political stability is satisfactory. 

Economic Factors 
In recent years, the UK's GDP index has fallen year by year between 2014 and 2017. In 2017, it dropped to $2.62 trillion. In 2018, the index was $2.82 trillion, up 1.4 %, and the growth rate was 1.1 %. (Carruther, 2009) As to unemployment rate, the latest figure for April 2019 was 3.9 %, in accord with government’s forecasts. Inflation rate was 1.9 %, driven by the increasing prices of transportation, entertainment and clothing. In terms of the financial deficit, it fell to 24.7 billion pounds (equals to $32 billion) by March this year, taking up 1.2% of UK’s GDP. In recent years, Britain's economic environment has been greatly affected by the Brexit. In 2008, the pound fell more than 25% against the euro and the dollar. As the actual interest rate cuts and economic growth prospects remain bleak, the currency is expected to weaken further in 2009. The depreciation of the pound will ease the current account deficit, which puts a burden on the economy.




Sociocultural Factors
In the UK, the working-age population accounts for 67% of the total population, while 17.2% of the population is 0-14 years old and 15.8% of the population is over 65 years old. As the dependency ratio rises, maintaining standards becomes more difficult. Relying on the life of the population, because the relatively shrinking labor force is in a state of tension. In British social life, British people are more willing to take risks. They are flexible and they can accept different suggestions and opinions. Compared with other countries, they are less anxious. Government departments do not legislate easily if not in urgency. Besides, they have a strong tolerance for abnormal behaviors and opinions, and different positions in philosophy and religion are allowed. (Carruther, 2009) At the same time, there is a tense competition among people in the British society. British hope that they can have chances to show their unique personal value and get self-satisfaction in work. (Frue, nd)

Technological Factors
UK technology is well-developed. For the production, mechanization and automation occupy a greater proportion. UK has many first-class universities in the world, and the advanced education mode is conducive to the cultivation and reserve of scientific and technological talents. (Gupta, 2013) The country also attaches great importance to the research and development and innovation of technology. Complete legislation ensures the patent technology and intellectual property rights. (Carruther, 2009)
In the UK, it is estimated that the broadcasting and telecommunications networks and services in 2006 exceeded £50 billion. On average, a person in the UK spends more than seven hours a day browsing the Internet. The UK has one of the most advanced telecommunications infrastructures in the world. In 2003 and 2004, the UK mobile phone market grew rapidly, with growth rates of 11% and 10% respectively. It is expected that the mobile phone market will reach saturation point by 2012, and then the steady growth rate will be about 1.8%.





1.2 Micro-environment
1.2.1 Market
According to Investopedia, the market is defined as “A market is a place where two parties can gather to facilitate the exchange of goods and services.”

The jeans market nowadays is in and increasing mode. Everyone is wearing jeans when they hanging out no matter is going to party, works or schools. Jeans able to fit to almost every situation and is fit for everyone because the jeans companies provides various types of design and style for every types of body shape. Also, there are lots of brands for customers to choose whether they want luxury or common brands where it is significant related to the quality of products. Working adults are the segment who account majority of the market where most of the companies are targeting them. (globalnews, 2019)

Different age groups have their own standards and preferences for clothes, and they are more willing to buy clothes that meet their own identity and personal preferences. Age groups can be divided into three parts: aged 15-22, aged 23-27 and aged 28-35 
For style classification, people pay more attention to the collocation of clothes. (Merrilees, 2013) Different people have different aesthetic and requirements on different clothing styles. This links closely with the identity , such as fat man, thin man, white-collar, worker, couples and so on. Providing customers with a wide selection of styles helps increase their purchasing power. 

Price is an important factor for consumers to evaluate whether the clothes are worth buying. Good quality and favorable price are the expectations of most customers. Besides, a diversified price range can help increase customers' choices. (Ferdous, 2013) At the same time, commodity pricing also directly affects the company's profitability.

Overall, the market trend is upward and demand is always there. Dressing in beautiful clothes can enhance people’s temperament and leave a good impression on others. (Egan, 2008)




1.2.2 Competitors
There are lots of competitors among the world. Older brands accounting most of the market where are the preferences of the public. (globalnews, 2019) Hiut Denim is consider as new brand in this market where it is hard to compete in this competitive market. At the present stage, the main competitors in the market are Levi's, Giorgio Armani, Jack and Jones, which represent fashion brands, as well as cross-boundary sports brands such as Adidas, Nike, Under Armour and Puma. These brands are very competitive and have a large market share. At the same time, they also own other goods except for clothes, such as bags, shoes, sports equipment and so on.

1.2.3 Supply chain
The number of supplier of denim among the world is relatively less especially good quality of denim materials as denim is not just made of cotton but also includes some other materials, it takes steps to made good quality of denim. So, the bargaining power of the supplier is high among quality denim. (Lindgreen, 2000)

The company supplies raw materials directly from suppliers rather than from agents or intermediaries. This model is conducive to shortening the transaction cycle, saving labor costs, reducing the risk of inventory overstocking and reducing procurement costs. (Babatunde, 2012) The supply chain under the control of the company is conducive to the sharing of information, it is not only enable the company to grasp the inventory of products and raw materials in the first time, but also flexibly adjust the supply chain according to the strategies of competitors and changes in market demand.

1.2.4 Distributors
The products is available at few places, such as outlets, retail stores and other supermarket. The company allowed franchising and licensing to operate in every region of UK. This is because the company wants the customers able to buy their products at the place nearby. The company is widen their distribution channel. Also, there are few famous distributors in UK which is famous among UK can help to create high sales. 

1.2.5 Customers
Jeans is common among UK, everyone wear jeans, which make the market become very big. The main customers is aged between 22 and 35. They have high purchase power on their clothing. Also, there are lots of brands in UK, the bargaining power of the customer is high because they can simply switch the brands they prefer.   However, the brands for quality jeans is less, so in this state, the bargaining power of customers who prefer quality denim is relatively low compare to other. (Lindgreen, 2000)
1.3 Internal analysis
1.3.1 Strength
There are few strength of the company which makes it stand out of the competitors as below:
The company has a large number of excellent employees, who have rich production experience and can skillfully produce high-quality goods. Skilled staffs are important for the development of an enterprise. 

The company only produces jeans, so its production is more specialized. What’s more, the products, produced of high-quality by the rich production experience of employees, are more likely to win the favor of customers. At the same time, the company also focuses on the research and development of new products and publicity. It ensures not only the high quality products but also customers’ requirements for fashion. Also, the design of the jeans are follow the current trends which is prefer by the society.

The company did very well in its marketing. It using both new and old marketing allow every ages of people to have awareness on this brands. (Ferdous, 2013) Also, the type they advertise is in grand and luxury style, which successfully create a luxury brand in front of the public.

Jeans club is the department create by Hiut Denim to help to strengthen the product's appeal to customers. While Jeans club provides customers with a good platform for entertainment and communication. At the same time, the company can timely collect customers' opinions and suggestions on products through the activities of Jeans club, and make improvements in time in the next step of production’s research and development. (Ferdous, 2013) Lastly, the appearance of Jeans club also shortens the distance between the brand and customers, strengthens the publicity.





1.3.2 Weaknesses
As the products need complicated steps, there is only limited amount of products produce is a week. The efficiency of labor production is far lower than that of machine production. Compared with the mechanized production of competitors, inefficient production will greatly affect the shipment of products and may not meet the market demand. 

In addition, the company's product line is relatively single, so the possibility of style repetition is high, which may result in no effective breakthrough in the company’s design, research and development of new products. Single product line also directly reduces the market influence of the brand. (Merrilees, 2013) Single product line is not good for market segmentation. The styles and uses of products may not meet the needs of customers. And customers cannot find suitable products within the expected range. The loss of customer groups directly reduces the market share of products. 

The high quality of products often means high pricing. However, the high price also narrows the purchase group of products. (Lindgreen, 2000) At the same time, the excessively high price of products directly reduces the purchase desire of customers, who are more inclined to choose the products of other brands with the same quality and more favorable price. In some cases, the price of the product becomes the decisive factor for customers to judge whether the product is worth buying.




1.4 SWOT
[bookmark: _GoBack] 
	Strength:
	Weaknesses:

	· Experienced and skilful workers
· High quality product
· Well Marketing
· Jeans Club
· Strong customer relationship
	· Low production
· Product line is relatively single
· High pricing

	Opportunities:
	Threats:

	· Jeans market is getting bigger
· Desire for quality product is increasing
· Working attire is becoming more casual
· Ability to customisation
	· Competitive market with global brands
· Price of cotton and denim is increased globally
· Rise of non-denim pants such as legging.




2.0Vision, Mission, Objectives

This company has a good mission and vision to make them great. The company's vision is to become the world's leading luxury denim brand. To achieve this vision, the mission is very important because it ensures that the company is effectively implementing its vision. The company's mission is to produce the best quality and best fit for everyone's jeans. Hiut Denim hopes to achieve its goal of achieving 8% market share in the next five years in UK jeans market. Even if the goal is difficult to achieve, if it has good marketing tools and reputation, it can achieve its objectives.





3.0 Segmenting, Targeting and Positioning

Hiut Denim segment its market with ages. People of different ages have their own preferences. People who aged between 7 and 12 are belongs to kid category. People who aged between 13 and 22 are teenagers or known as students. Teenagers from 15 to 22 years old will choose the brands endorsed by their favorite stars. They have strong purchasing power, whose main income source is from their parents. Most parents are willing to purchase for their children. Under this situation, prices are less affected by external factors, mainly based on personal preference. People aged between 23 and 35 are the working class while aged between 36 and 60 are adults. As for young people aged 23-27, they will take comfort, durability, style and other aspects as the criteria to judge whether a product is worth buying, and price has also become a key factor. In the age group of 28-35 years old, they will pay more attention to the quality and level of clothes. They hope the style and texture of clothes more in line with their identity.

Hiut Denim is mainly targeting the working adults which is aged between 23 and 35. This is because they have higher ability to purchase the quality clothes and they are more concern on the quality of products they buy.

Hiut Denim is position as a luxury denim company due to its superior quality of jeans. Its quality and perfect design are desire by the market which can satisfy their needs to have quality and cool products. This product is made by the specialized craftsman’s elaborately handwork, and the product is positioned at the high end, which provides customers with a high quality product. Moreover, the company attaches great importance to the shopping experience of customers. It not only provides the best service for customers, but also timely collects customers' opinions and suggestions on products. Besides, the way of celebrity endorsement also contributes to the promotion of the brand and improves the market positioning of the product.


4.0 Differentiation strategy
The company is using differentiation strategy in terms to grow it business. To implement the differentiation strategy, the first is to implement product differentiation. Because for the company, the current product is too single and the cost is too high. A single product line and higher production costs leading to higher pricing is not conducive to the development of the company. Product differentiation not only reduces production cost and labor cost, but also facilitates product research and development and innovation. (Boehe, 2010) And companies can divide their products into high, medium and low grades. Different product lines will be set up in different grades of products, and then the production scale of different product lines will be flexibly adjusted according to the sales volume of products. These practices are conducive to reducing the company's operating costs and operational risks, as well as improving the market coverage of products. (Boehe, 2010)

Product differentiation also provides customers with more choices. The influence of product differentiation on customers is firstly reflected in price differentiation. Secondly, the price differentiation also shows the different quality, function, style and use of the product, which is conducive to customers to purchase the product according to their own needs and budget. (Greenstein, 2006) Finally, compared with single products, differentiated products can more meet the needs of the market. Besides, a rich product line is conducive to attracting potential customers in the market, increasing sales volume and improving customers' purchasing power. (Greenstein, 2006)

For competitors, product differentiation makes for increasing market competitiveness. First of all, different products have different market positioning and represent different competitive advantages in the market. The different consumer groups of different product lines of competitors pose a direct threat to the company's market share. And the implementation of product differentiation strategy helps to enrich the current single product line and increase market expectations. (Heikkurinen, 2010) In addition, while effectively alleviating the loss of existing customers, it can also improve the brand loyalty of customers. Finally, the company should also pay attention to the improvement of production efficiency and the upgrading of research and development technology, so as to provide products with price advantages on the premise of ensuring high quality. (Heikkurinen, 2010)

5.0 Marketing Mix
5.1 Product

Hiut Denim’s jeans are the leading brand of luxury and high quality jeans. The company is using high quality raw materials and complex processes to produce the superior quality of jeans. The raw material includes dyed denim, cotton, threads and rivets. The company has provide jeans for men and women. The company on focus on making jeans, so there are wide range of jeans that customers can choose. There are various types of sizes, colour and design for every type of body which everyone can get the jeans that fit to their body. The types of the company provided includes slim, skinny, bootcut, boyfriend and vintage. Those design are the current trends, especially slim and skinny are the most popular among the women while slim and straight are the most popular among men. Women are more care about the jeans can bring out their perfect body shape while men are more care about comfortable.

Hiut Denim also licensed name for some other accessories such as bag. The handbag that is provided by the company is made by the same materials as the jeans, which is denim. This type of handbag is new and rare in this market. However, the company do not mean to extend its business. It still remember its aims to focus on jeans quality production.

5.2 Price

The company set the price range of the products according to the cost, market and competitors. Hiut Denim offers high quality clothing at competitive prices. Hiut Denim's main competitors are Levi and Zara. Compared to the two brands, Hiut Denim products are relatively expensive as part of their marketing mix pricing strategy. This is due to higher manufacturing costs and the cost of raw materials. (Skool, nd) Hiut Denim offers a wider range of products than Levi. On average, Hiut Denim products are priced at £100-£350, while Levi is priced at £100-£250. Higher quality and higher prices have attracted working adults who desired in worth buying of quality products, which has led to an increase in the company's sales. Pricing is competitive, and it stands out from the competition with its unique simplicity, comfort and luxury design. The quality of the product is very good compared to the competition. The main pricing strategy for its marketing mix is to compete with competitors and build strong influence. (Skool, nd) The company also offers free shipping on all orders.



5.3 Place

Hiut Denim sell the products in its own store and also sell to the retailer such as Debenhams. The company is not using exclusive because the company want to spread the product as wide as it can among the country. (Skool, nd) The company hopes everyone can get the products easily from the store nearby. The company has its own website, it allow people to purchase the products through online. The service makes customer convenient because customers do not need to waste time to go to the store and also can choose from available products. Free delivery is available to encourage people to buy online. 10% to 20% of total revenue comes from online sales. (Skool, nd)

The inventory control team monitors store inventory weekly and maintains optimal inventory levels. At the end of the season, they will make the necessary inventory clearance sales through promotional prices. The finished clothes are shipped to the warehouse where they are distributed to various stores. Delivery time is instantaneous and transportation costs are kept to a minimum.


5.4 Promotion

The company combines new and old marketing to promote his products. New media for marketing includes internet, social media, electronic signage and billboard while old media for marketing are television and telephone. Internet promote products around the world in a state of fast, efficiency and with a wide coverage. Internet able to help spread news just with a click to share and send, it is simple and effective way for marketing. (Henley, 2011) This method do not need any cost because Internet is free for everyone. This is the common way in this era. 

Hiut Denim is mainly using advertisement among five types of promotions. Advertising can use in both old media and new media marketing. Advertising information released by novel marketing greatly improves its brand recognition while opening new markets. (Constantinides, 2006) Story and value needed to be delivered can by spread through advertisement and is good to advertise on television, electronic signage and cinema. However, due to the luxury and quality brand of the company, the content of the advertisement must be notice carefully to make sure value is delivered correctly and not undervalued. 

On the other hand, in the promotion given by the company, consumers are attracted to purchase through discount and preferential activities. This not only helps to effectively clear the inventory of out-of-season products, but also enables customers to know the latest information of products, stimulate customers' purchasing desire and improve their purchasing power. (Constantinides, 2006) Promotion can help boost the sales of the company in a short duration.















5.5 People

The staff needed in the store must be friendly and kind. They must able to solve any question and requirement asked by the customers. They are important to retain the customers and provide a good image for the company. (Tarazona, 2009) Also, the workers in the plants should have been train well to make sure they are skillful to enough to undertake the complex steps in the process and produce high quality of jeans.


5.6 Physical Evidence

Both employees and facilities of the stores of the company are the physical evidence. The employees should have well dress attire so that they looks smart. The free magazine is also physical evidence of the company. The free magazine provides the latest fashion and wearing style of the company. The facilities interior and exterior is important physical evidence too. The exterior has impressive window while interior has nice décor and furniture.


5.7 Process

According to Hiut Denim official website, the steps taken to produce a jeans in the production is more than thirty. It is very complex compare to other manufacturer because the company need to ensure it produce the best quality and test is taken before the products is deliver to the stores.



20

6.0 Action and Control

6.1 Gantt Chart

	Project / Task
	Project Planning 2019
	Budget (£)

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sep
	Oct
	Nov
	Dec
	

	Analysis Environment
	
	
	
	
	
	
	
	
	
	
	
	
	15,000

	Define the market
	
	
	
	
	
	
	
	
	
	
	
	
	5,000

	Promotion
	
	
	
	
	
	
	
	
	
	
	
	
	30,000

	Sales Marketing
	
	
	
	
	
	
	
	
	
	
	
	
	20,000

	Advertising
	
	
	
	
	
	
	
	
	
	
	
	
	50,000

	Campaign
	
	
	
	
	
	
	
	
	
	
	
	
	30,000

	TOTAL
	150,000




The gantt chart above shows the duration of each activities. Analysis and define the market pool is taken in the first two month. Sales and advertising is ongoing for the whole year. The promotion and campaign held by the company is only held on the semester holiday as people like to hang out at those period, promotion and campaign can help increase the awareness and boost sales.



6.2 Key Performance Indicators 





The graph above shows that the sales of the Hiut Denim raise in every season from 2017 to 2018. This data represent that the company is in a growing state of business and luxury quality jeans market is gradually accepted by the market. This is a good indication, which means that the company still has space to rise, and that the company has a good progress and can be closer to the company's vision and goals. (Volkov, 2004)
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