


[bookmark: _Toc8757494]Executive Summary

This will be applied to Hiut Denim Company, a jean company based in Cardigan, Wales based primarily online, with no retail outlets Hiut currently hand make 120 jeans per week with a premium price of £150-£240, using high quality denim and a personable, bespoke unique selling points. Each ‘Grand Master’ creates the jeans from start to finish.

The purpose of this report is to critically evaluate the external and internal marketing environment using digital and traditional audits. The strategic options will be identified for developing creative marketing strategies, taking into consideration key challenges and limitations. The SOSTAC approach will be used to identify environments, objectives, strategies, tactics, actions and control. Recommendations are suggested based on findings.

The aims and objectives of this analysis and report are as follows:
· Conduct a detailed environmental analysis
· Evaluate external and internal environments
· Apply and identify theoretical framework
· Develop a marketing plan based on findings
· Provide limitations and recommendations

A number of weaknesses, threats, opportunities and strengths have been identified. Theoretical frameworks that best fit Hiut have been established and recommended, a marketing plan has been developed. A segmentation, targeting and positioning strategy has been recommended that best fits Hiut, and both traditional and digital audits have been proposed. Objectives in regard to progression and expansion, have been set that include KPI’S and CSF’s and methods of evaluation and control have been advised. 

Recommendations are as followed:
· Add language selection on website
· Apply suggested Promotional Mix
· Mentor employees to obtain skill
· Approach high end retailers 
· Improve social media engagement
· Target sustainable consumers
· Prepare and plan for Brexit
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[bookmark: _Toc8757495][bookmark: _Hlk8810586]2.0 Introduction
This report provides an environmental analysis and marketing plan for the Hiut Denim Company, using theoretical framework, evaluation and research. The SOSTAC interpretation will be used to identify, Situational Analysis, Mission Statements, Segmentation, Marketing Mix (Tactics), 4 M’s (Actions) and Control. A swot analysis will also be identified and applied to recommendations. It is said that a marketing plan ‘includes the framework and entire set of marketing activities to be performed; it is the written document or blueprint for specifying, implementing and controlling an organization’s marketing activities and marketing mixes’ (Dibb, 2012, p. 44).

[bookmark: _Toc8757496]2.1 Aims & Objectives
The aims and objectives of this analysis and report are as follows:
· Conduct a detailed environmental analysis
· Evaluate external and internal environments
· Apply and identify theoretical framework
· Develop a marketing plan based on findings
· Provide limitations and recommendations

[bookmark: _Toc8757497]2.2 Value
[bookmark: _Toc8757498]A marketing plan will identify best practices and eliminate unprofitable ones, keep a precise schedule on budget and can prepare for possible outcomes and uncertainties that may affect the business sales and profit. Planning can control elements of the marketing plan (Hiam, 2019). Providing an environmental analysis, will identify internal strengths and weakness and external opportunities and threats, applies an internal review of the organisation, employees and shareholders as well as anticipating customer requirements, thus best preparing and utilising these factors for the benefit of the business (McDonald, 2007)

[bookmark: _Toc8757499]2.3 Overview
The Hiut Denim Company, based in Cardigan, Wales, was founded in 2011, by co-owners David and Clare Hieatt.  Specialising in hand crafted jeans, that are individually made from start to finish, by a specialised ‘Grand Master’.  Cardigan was once home to one of the largest jeans manufactures in the United Kingdom for almost forty years, until production was moved to Morocco, causing the loss of over 400 jobs, detrimental to the small community of Cardigan. David Hieatt opened Hiut Denim Company with the aspiration to recreate jobs specialising in jean manufacturing, with a personal and sustainable brand vision (Hiut Denim Co, 2019). 
Products on sale, include ten variations of men’s jeans and five variations of women’s jeans, ranging from £150 to £240. This is can be considered an extensively higher price, in comparison to the recent spending average in the United Kingdom (See below,appendix A) Despite, the high-end jean market being more saturated, there is an indication of 130,000 consumers spending over £150 on jeans, thus demonstrating a sufficient, consumer target market. One can assume that Hiut’s main competitor is Levi’s.  According to Walker (2012), Hiut stated "We're going to give Levi's a bloody nose. In the nicest possible way". As Hiut themselves identified Levi’s as a direct competitor, it can be said that Hiut’s target market would be fairly comparable to that of Levi’s. 
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Appendix A(Number of people purchasing jeans in the United Kingdom (UK) in 2017, by expenditure (in 1,000s), Statista, 2019, n.p)

[bookmark: _Toc8757500]2.4 Current Revenue
The current revenue is estimated at £304,726 per annum. (See appendix B-Estimated Sales Revenue). It is said that “Global Denim Jeans Market valued approximately USD 4.47 billion in 2017 is anticipated to grow with a healthy growth rate of more than 8.5% over the forecast period 2018-2025” (Market Watch, 2015, n.p). One factor that could impact on jean growth, is the rise of consumer lifestyle and rise in activewear. Asia-Pacific region is also anticipated to exhibit higher growth rate due to technological advancement and digitalization. 

[bookmark: _Toc8757501]2.5 Customers
The product range of Hiut Denim may suggest a primary target market of young to middle age adults, with a higher disposable income. This is based on the highly priced garments and primary focus of men’s jeans on sale at Hiut, with half the female products and no children’s products on sale (Hiut Denim Co, 2019). Customers can be considered brand buyers, that are not price sensitive, may be expensive to acquire, most likely to refer and buy more. There are current no identified loyalty schemes or discounts.
[bookmark: _Toc8757502]
3.0 Situation Analysis
It is said that ‘situational analysis in the marketing communications plan must keep the focus on communications aspect such as (a) performance (b) target markets, and (c) positioning’ (Smith & Taylor, 2004, p. 36). The situational analyses will be applied by analysing the external and internal environments, objectives, segmentation strategies, tactics, actions and control, each of which will be outlined in this report.


[bookmark: _Toc8757503]4.0 External Environment (Macro)
According to Dibb, ‘The very broad forces are the macro marketing environment: the political, legal, regulatory, societal, technological and economic/competitive forces that impact on all organizations operating in a market and on their ability to carry out their affairs’ (2012, p. 74). 
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Appendix C (Pest Factors and the regulatory framework Luck, 2010, p. 43)

[bookmark: _Toc8757504]4.1. The Political, Economic and Regulatory Environment 
It is said that ‘Political, legal, and regulatory forces of the marketing environment are closely inter-related’, (Ferrell, 2008, p. 72).  Political factors that could impact on Hiut include Britain leaving the EU. According to Newbold (2019, n.p) ‘Brexit completely jeopardises these efforts and our stability as a young and growing business’. UK consumer spending power will also be impacted by Brexit and will affect spending on fashion. 
Newbold (2019, n. p) states that ‘Seventy-five per cent of our components in fashion are imported’, and as a result of Brexit, the cost of these components will rise. In Hiut’s case, denim fabric is imported from Turkey and Japan (Hiut Denim, 2019), meaning increased manufacturing costs for the company. Import and export of goods and services to and from EU countries may also be affected due to tax, exchange rates, transport & logistics, employment, grants and legislation (Thomas-Bryant, 2019). Hiut currently exports 25% of its jeans. That being said, Jones argues ‘While business faces uncertain times, our research shows that businesses who do trade internationally are more innovative and dynamic compared to those who just focus their attention on the UK market’ (2018, n.p)
It can be said that the increase in cotton price, fast fashion and global warming can be considered a concern to Hiut Denim. The current cotton cost is low, ‘Cotton decreased 0.77 USd/Lbs or 1.09% since the beginning of 2019, according to trading on a contract for difference (CFD) that tracks the benchmark market for this commodity’ (Economics, 2019). Whilst the cost is currently low, there is a risk that cotton may become increasingly expensive due to environmental factors. ‘China, India and Pakistan, (three of the four largest global cotton producers), have decreased levels of output over the last couple of years’ (Page, 2019, n.p). This has been due to drought-related issues in China and extreme floods in Pakistan, on top of weather-related impacts, India has restricted exports to ‘protect its own domestic supplies and price levels’ (Page, 2019, n.p).
Exchange rates are also influential, the value of the pound has dropped significantly, as a result of Brexit ‘the sterling has suffered an average weekly loss of 0.4% and it is down by 1.6% against the euro compared to the previous month’ (Telegraph Financial Solutions, 2019, n.p). This may effect business investments and GDP, thus impacting purchasing power partity.  ‘In order to compensate for the loss of purchasing power, UK households have reduced their average savings rate to a record low of 4.2% of gross disposable income in Q3 2018’ (The London School of Economics & Science, 2019, n.p). Should Brexit be implemented, there is a possibilty the GBP/EUR exchange rate would be pushed below parity and increase the inflation rate  by 3.5%. Should purchasing power decline, this would seriously impact consumer spending and could result into a two-year recession (The London School of Economics & Science, 2019). For Hiut, this may result in employee cuts, reduced production, less product purchase, costly materials and exportation and credit impairment (Davis, 2018).

[bookmark: _Toc8757505]4.1.2 The Social and Cultural Environment 
Fast fashion is becoming problematic in the clothing industry. Fast fashion has been defined as ‘cheap, trend-driven clothes and accessories that often reference major designers’ collections or celebrity culture, they are made in high volumes and at low cost which makes them readily available for a fraction of the price of the original’ (Bosco, 2019, n.p). This can be considered a threat to Hiut, as they are a High cost product competing in current market centred on low cost, disposable clothing.
Hiut claims that their jeans are an investment (Hiut Denim Co, 2019). As claimed by Drew & Reichart (2019, n.p), ‘The average consumer bought 60 per cent more clothes in 2014 than in 2000, but kept each garment for half as long’, indicating that there may be a lack of consumers wanting to ‘invest’ in garments. Nonetheless, consumers are now becoming concerned on environmental impact, questioning brands carbon footprint and looking for sustainability, thus resulting in the rebirth of ‘slow fashion’ (Bosco, 2019, n.p). 
Constant, fast changing, fashion trends are also putting pressure on companies to provide up to date garments, this can may result in added strain for companies to compete and keep up with up and coming trends. That being said, Levi maintain that jeans are not at risk, the US apparel industry is a growing $222 Billion market, maintains opportunity, jeans currently hold 40% of bottoms and are gaining sales with the young female market (25-34) (Levi Strauss & Co., 2018).  
[bookmark: _Toc8757506]4.1.3 The Technological Environment 
Thousands of stores are closing down, as there is no longer a strong demand for instore purchase, consumers are progressively shopping online. As determined by Chitrakorn (2018), “The biggest upside to technology in fashion will be the ability to offer consistency, and being able to personalise the customer’s shopping patterns,”. Arguably, this benefits Hiut, who focus primarily on online sales and operate direct from factory to consumer. 
Chitrakorn states that artificial intelligence is by far the most important technology that is already here growing and will change the fashion industry,” (2018, n.p). This may indicate a neccesary application of artificial intelligence, to better technology at Hiut Denim. Whilst there are many benefits to technology, it can also prove costly to a business.
The Hiut Denim company, currently have a well operated website however, is limited to only one language, which could result in lack of purchase with 25% of products are exported (Hiut Denim, 2019). Offering multiple langauge options to navigate through a website can be considered beneficial, as it builds trust, demonstrates a customer centric approach, improves brand image, gives an advantage against competitors, expands product reach and is a cost effective marketing solution (Fowler, 2018). 

[bookmark: _Toc8757507]4.1.4 The Competitive Environment
As explained by Chappelow, ‘Porter's Five Forces is a model that identifies and analyses five competitive forces that shape every industry and helps determine an industry's weaknesses and strengths’ (2019, n.p). The five forces analyse the business environment. Threat of new entants refer to the threat a company face of new competitors. Bargaining power buyers discuss the demands of the consumer to produce better products and services. Threats of subsitute indicate alternative products or services a consumer may use.Bargaining power of suppliers refers to the power of a supplier and how they can affect a company with rising prices and reduced availabilty (Chappelow, 2019). 

[image: Image result for five forces model]
Appendix D (Porter’s Five Forces, CGMA, 2013, n.p)




In this instance, based on the Hiut Denim company analysis, the five key forces can be considered as followed:
Threat of new entrants: Low entry barriers to start up thus new competitors are extremely likely. 
Bargaining power of buyers: The use of the internet now offers prices comparisons and low-cost alternatives are available made aware to the consumer, therefore creating a more competitive market and increasing buyer bargaining power.
Threat of substitute products or services: Fast Fashion labels are vast and undercut higher end brands significantly. Consumers may wish to substitute one high end pair of jeans for multiple low lost jeans in different variations, based on the ongoing change in fashion trends.
Bargaining power of suppliers: Suppliers may significantly impact a company, in this case increasing cotton price, end of Chinese monopoly and reduced exports from overseas suppliers increase the bargaining power of the supplier.

[bookmark: _Toc8757508]4.2 The External Environment (Micro)
The micro environment ‘consists of forces close to the company that affect is ability to serve its customers… including itself, marketing channel firms, customers markets, competitors, and publics’ (Young & Pagaso, 2008, p. 53). Suppliers are said to control the success of a business when they hold the power, normally this is the case when they become the largest supplier of their goods. The resellers include third part resellers such as retailers and wholesalers, this can be an advantage when working with reputable brands as reputation can be used to leverage the marketing of the product. The customers motive for purchase is influential on the products marketing approach. The competition includes brands/labels who sell similar products, with a similar target market. It is important to determine potential influence on the company by analysing the competitor’s product differentiation and prices. An organisation should also consider the public and how they perceive the company as they can majorly influence sales and reputation (Oxford college of marketing, 2019).  
[image: Micro and Macro Environment]
Appendix E (The Micro environment, Oxford College of Marketing, 2019, n.p)
In this instance the following forces can be assumed:
The suppliers: Hiut state that they have wholesalers however, no wholesalers are mentioned nor discoverable online. Only one company was discovered called ‘Revolve’ based in the US and not advertising under Hiut brand.
The resellers: Multiple Hiut products are for sale on eBay, little or none being brand new, thus indicating resellers are those only selling second hand products.
The customers: Investment purchase, quality, luxury & sustainability. Young to middle age men and women. A large 75% of sales from the United Kingdom and 25% overseas.
The competition: Levi, wrangler, Diesel, Lee & Calvin Klein
The general public: Hiut encourages sustainability, with the aim to become organic. Can be considered ‘High end’ with influence of royal Megan Markle wearing jeans and higher than average selling price.
Size of market: Global Denim Jeans Market valued approximately USD 4.47 billion in 2017 is anticipated to grow with a healthy growth rate of more than 8.5% over the forecast period 2018-2025 (Market Watch, 2015, n.p).
Market share: See below, Appendix (G) 
[image: Image result for market share jeans]
Appendix F (Jeans Market share, Trefis Team, 2018, n.p)
Trends: Women’s jeans currently dominate the market, with the mass market dominating 63% of sales, and 37% of sales segmented into luxury, value and premium as illustrated in appendix (F) (Smith, 2014). 
Stake Holders: Customers, employees, suppliers and government.
Distribution: Limited to handful of unknown wholesalers and Hiut website.
[bookmark: _Toc8757509]5.0 Internal Environment
It is stated that ‘An internal analysis of an organisation usually takes the form of a survey of its strengths and weaknesses’ (Campbell & Craig, 2005, p. 506). These strengths and weakness often refer to structure, technology, culture, systems, human resources, financial, marketing and intellectual factors.

[bookmark: _Toc8757510]5.1 Core Competencies
Says that ‘Core competencies are special skills and capabilities of the firm that provides some competitive advantage in the marketplace’, particularly ‘skills and capabilities that allow the brand to achieve superior customer value’ (Fripp, 2019, n.p). It can be said there are several functional, individual and strategic core competencies demonstrated by Hiut. It may be said that these competencies include; exceptional market and customer understanding, superior product development skills with decades of experience in the sector, unique skills that do not rely upon machinery and industry/market knowledge and expertise (Fripp, 2019).

[bookmark: _Toc8757511]5.2 Resources
The 4 M’s is a traditional, internal auditing tool, that can be described as ‘the five elements need to be considered as assets which the organisation has committed to its current marketing strategy and they include Manpower (Staffing), Materials (Production), Machinery (Equipment), Minutes (Time) and Money (Finances)’ (Oxford college of marketing, 2019).	
Money: In comparison to leading brands, Hiut is limited on capital being a significantly smaller brand. It could be argued that Levi and Lee for example, have substantial capital to invest in product and research development, advertising and investment.
Manpower: Hiut currently have 15 employees, hand cutting and stitching garments. This can be limiting on production, with inability to accept and deal with excessive orders.
Minutes: The average manufacturing time for a pair of Hiut Jeans is approximately 1 hour 10 minutes in comparison to the leading brands time of 11 minutes (Smale & G, 2017). It can be stated that this is a disadvantage as quantity of garments made are limited, thus affects waiting time and delivery time should there be an increase in orders. 
Materials/Machinery: Despite the sewing machines, it can be said that machinery is limited in comparison to the standard manufacturing machinery, due to the niche of every grand master ‘hand making’ the jeans from start to finish. This can be considered problematic, one staff member not attending the factory, can result in loss of production and sales. It is stated that there is only one denim cutter at the factory, this again is cause for concern should the Denim Cutter be off work. That being said, Hiut are currently training staff and transferring skills (Huit Denim Co, 2019).


[bookmark: _Toc8757512]5.3 Internal Politics
Internal politics are unknown, therefore can only be assumed. The current mix of employees at Hiut Denim company, are variations of gender and age. To encourage a positive work place, there are a number of concepts that can be used to overcome unpleasant internal politics, neutralising negative politics, building connections through team bonding, implement one to one feedback from human resources, open allocation, incentives, taking mentorship and growth seriously and encouraging work place friendships (Church, 2015).

[bookmark: _Toc8757513]5.4 A SWOT analysis 
A SWOT analysis identifies internal and external factors that affect an organisation or market. This is applied by examining strengths, weaknesses, opportunities and threats which may be used to improve strategy. For example, strengths may be used to overcome weaknesses, using strengths to advantage and opportunities to overcome threats (Hooley, et al., 2014). A speculated SWOT Analysis determined by this report’s findings are illustrated below (Appendix F). 
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Appendix G (template taken from Hooley, et al., 2014, p. 39)


[bookmark: _Toc8757514]6.0 Mission Statement, Objectives & Control
Hiut’s vision is to make great quality jeans, become organic brand and revive lost machinist jobs in Cardigan (Hiut Denim Co, 2019). Hiut’s mission is to “do one thing well” focusing principally on making one type of product to avoid distraction (Huit Denim Co, 2019).

[bookmark: _Toc8757515]6.1 Objectives and Critical Success Factors
According to Boynton & Zmud, ‘Critical success factors include issues vital to an organisations current operating activity, and to its future success’ (Boynton & Zmud, 1984, p. 17). The suggested company Objectives include the following: 
1. Mission: Increase brand recognition by 2020 	
CSF: Attract and satisfy new customers 
Goals: Increase social media engagement by 25%, Adapt website to enable all languages for user friendly site, follow recommended promotion plan and attempt to sell at reputable retailor such as Harrods/Harvey Nichols.
2. Mission: Increase productivity and production by 2020, become organic by 2025    
CSF: Secure finance for expansion and management gradual and steady growth and produce strategy for becoming organic.
Goals: Transfer unique skills through one to coaching by 2020, employ 2 new staff members for production on machines, increase Jeans cutting master position to 2 people, research sustainable textiles and process.
3. Mission: Increase Social Media Engagement 25% by 2020
CSF: Create relationships with reputable influencers to increase strong brand image and following
Goals: Establish relationships with 12 influencers with large following over (20K), increase Facebook and Instagram followers by 20%, engage with followers and influencers by frequent commenting and liking and sponsored Posts and targeting.

[bookmark: _Toc8757516]6.2 Key Performance Indicators
Customer service Team: Measure number of complaints in order of topic, to understand any weaknesses to overcome them for example, delivery, waiting time, garment fit and quality.
Sales Team: Track revenue, loss of sales and determine any pattern such as overseas sales.
Human Resources: Monitor employee engagement through use of feedback sheets and innovative work space where suggestions and ideas can be made to improve employee productivity and morale.
Marketing: Monitor website traffic, sponsored post reach and ease of use of website
[bookmark: _Toc8757517]7.0 Segmentation, Targeting, Positioning and strategies
Market segmentation is a decision-making tool, that identifies the process of ‘splitting customers or potential customers, within a market into different groups, or segments, within which customers have the same, or similar requirements satisfied by a distinct marketing mix’ (McDonald, 2007, n.p). Segmentaion business benefits include, growth in revenue, growth in profit, customer retention, targeted communication, innovation focus and competing for market share (Weinstein, 2004). Littler (1995) states that ‘It is widely regarded as an essential component of the process of marketing strategy formulation, since it is the means of identifying and defining customer targets. It is apparently clear that ‘current trends are likely to encourage increasing fragmentation of markets, as a result of both economic and technological developments’ (Littler, 1995, p. 90). Firstly, the market segmentation should be viewed as heterogeneous market as several, smaller homogeneous markets. (Dolnicar, et al., 2018). Segments chosen, should be measurable, accessible, sustainable and have attractiveness. 
Segmentation forces companies to establish where they are currently and where they want to be, thus analysing strengths in comparison to competitors to desire to be insightful on what consumers want, which can be considered a benefit of this toll. When implemented successfully, segmentation can result in competitive advantage, team building and effective in sales management. (Dolnicar, et al., 2018). 
Disadvantages of segmentation include the need of substantial investment, more human and financial resourced are required to implement a desired marketing mix, ongoing commitment of resources and risk in losing investment (Dolnicar, et al., 2018).

[image: Image result for segmentation marketing]
Appendix H (Market Segmentation Criteria (Claessens, 2016, n.p)
[bookmark: _Toc8757518]7.1 Consumer market approaches 
The following four approaches can be considered in the segmentation process for Hiut;
Geographical segmentation: Includes splitting customers by city, country, state, continent and region (Weinstein, 2004). Hiut’s currents sales are 25% based overseas and 75% British sales. One aim could be to increase overseas sales by 35% to coincide with Asian growing demand for jean market.  
Demographic segmentation: Divides gender, age, income, religion, family size and education (Weinstein, 2004). In this context it can be said that Hiut’s demographic segmentation is used to target young to middle ages, male and female adults, with disposable income.
Behavioural segmentation: Behavioural segmentation identifies the underlying reason for purchase, by analysing motivations, prior experience with the product, purchase spending, frequency of purchase, and other behavioural variables (Dolnicar, et al., 2018). In this instance, it could be said Hiut bases behavioural segmentation on targeting consumers with appreciation for product value and acknowledgment of an investment garment due to variables such as buying for brand reputation, for social acknowledgment.
Psychographic segmentation: This method used to ‘group prospective, current or previous customers by their shared personality traits, beliefs, values, attitudes, interests, and lifestyles and other factors’ (Directive Group, 2019, n.p). It can be argued that Hiut targets consumers who wish to purchase ‘investment’ garments and quality clothing. Those with sustainability values are also targeted, as investment pieces are beneficial to reducing carbon foot print and water usage. 
[bookmark: _Toc8757519]7.2 Targeting
Breaks market into segments focusing the marketing on one or few of the customers’ needs and desires that match an organisations product or service.  It can be said that concentrated targeting best fits Hiut as it ‘concentrates on resources, can better meet the needs of a narrowly defined segment, allows small firms to better compete with large firms and creates strong positioning’ (Lamb, et al., 2009, p. 221). This selective niche process is underlined in Hiut’s explanation of ‘Do one thing well’ and links to suggested strategies and objectives of this report (Huit Denim Co, 2019). Whilst there are advantages to this target concept, disadvantages should also be considered. Concentrated targeting drawbacks include targeting to small a target, a continuously changing segment and large competitors marketing more effective to niche (Lamb, et al., 2009). To achieve this successfully a strong marketing mix is needed. Selective targeting does result a reduced target audience, but it can be said targeting can gain customers more likely to buy.
[bookmark: _Toc8757520]7.3 Positioning
It can be assumed that ‘product positioning is about your differentiation in the market, and the identification of your competition (McKinley, 2002, p. 80). Outlined below is the assumed positioning of Hiut Denim based on the price of garment verses the average price of jeans as demonstrated in (appendix A) and the quality of garments as stated by (Hiut Denim Co, 2019). Positioning usually entails developing an advantage over the competitor (McKinley, 2002), it can be said that Hiut have achieved this with their unique selling point and differentiation strategy, discussed in more detail in (Competitive Advantage, section 10.0). That being said there is still risk of competitors replicating the unique selling point, an applying it to their own brands.

It could be argued that product user strategy could be applied successfully to Hiut, by targeting themselves to upper class, higher class and working-class consumers, as a hand crafted, quality jean manufacture for young men and women who appreciate higher priced investment garments Product class strategy can be applied to advertise Hiut as a sustainable, quality jean company that is environmentally friendly, however this may increase pressure on the brand to be entirely sustainable and should it not be, this may distress consumers and affect brand reputation (Marketin 91, 2017).Product benefit strategy is usually applied to products that offer more than one benefit, although Hiut offer benefits, it can be said this strategy is not as fitting nor beneficial as others Price and quality strategy is applied for consumers looking for products based on quality and price that is best suited to their needs. Arguably, this can be identified as the best positioning strategy for Hiut (Marketin 91, 2017). One positioning is defined, a positioning statement can be applied to direct potential customers through use of the marketing mix and or promotion mix (Kotler, et al., 2017).
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Low Price
Appendix I (Positioning of Hiut Denim)
High price strategy (see below, appendix J) can be more complex when attempting to drive consumers to a brand, as consumers are generally drawn to low cost pricing, meaning companies need to be more innovative and find methods of drawing consumers to the brand. In this instance, it can be said Hiut currently use a premium price in comparison to other jean retailers as demonstrated in (appendix A). Advantages include increased brand identity and to aspirational quality of the product. There are disadvantages that should also be considered, that include risks associated with over or under producing a product, thus not meeting demand, this is already demonstrated in Hiut’s restriction on production as previously mentioned. Premium pricing strategies are also difficult to initiate and maintain, especially with the strain of competitors undercutting price (Mind Tools, 2019).  
[image: https://www.mindtools.com/media/Diagrams/Pricing%20Strategies.jpg]
Appendix J (The Pricing Strategy Matrix, Mind Tools, 2019, n.p)
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8.0 Implementation
Implementation is a strategy that entails the necessary decisions needed to produce strategic options into reality. According to Favoro ‘a strategy can never actually be fully implemented because everything that you necessarily assumed when formulating it — about customers, technology, regulation, competitors, and so on — is in a constant state of flux’ (2015, n.p).
[bookmark: _Toc8757522]8.1 Marketing Mix
Jefkins et al states that the ‘marketing mix, or the marketing strategy, is the combination of stages or elements necessary to the planning and execution of the total marketing operation’ (1999, p. 7). The Marketing Mix evaluation for Hiut is as follows:
Place: Hiut have recently moved premises, to a larger warehouse to increase productivity and production. There is a large work space and offices, innovative spaces could be made for employees to relax on break to create a more unified environment and build employee relations and culture. All sales are made through website.
People: Employees at Hiut have unique skills and experience in the workplace, future employment may be difficult in terms of finding workers with the necessary existing skills. Further training investment and mentoring programs may be necessary in order to expand. Hiut do not have the human resource team and customer service team in comparison to larger chains, resulting in less employee relations and customer service application and analysis. 
Promotion: Hiut produce capturing and professional images and good content frequently on Instagram and Facebook however, engagement levels are low, with under 100 likes for most posts. Hiut state that due to low production sale are unavailable, instead competitions are held to win gift cards and campaigns such as ‘Doggy Denim’ are applied
Price: Hiut manufacturing costs are expensive in terms of materials, as they use high grade denim to produce their products. Sale price is above the average jeans price, using a premium price strategy. This limits target audience as most consumer purchase low cost jeans.
Physical Environment: Engaging, well-constructed website, although limited on language selection to English. Physical evidence is limited, with no seen signs of advertising through banners or poster form. 
Process:  Process is currently limited to online sales direct to customer. Wholesalers are used but not clearly advertised.
Product: Jeans are high quality and fairly sustainable, with a variation of jeans. Hiut offer a unique hand-crafted jean in comparison to leading jean brands. There are currently no children’s jeans available. It can be said Hiut have created a distinctive, high end looking brand and have a clearly defined vision. The website displays products well, an is visually appealing.
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Appendix K (The 7 P’S Marketing Mix (Marketing Mix, 2019, n.p)

8.2 Promotion mix
Product promotion entails promoting effectively through personal selling, advertising, public relations, sales promotion, and direct marketing. Product promotion mix ‘essentially what promoting entails as well as how promoting is effectively done’ and ‘It uses the right blend of the promotional mix ensures that a business will continue gaining customers and achieving success in both the short and long run’ (Marketing Mix, 2019, n.p). The following Gantt chart (Appendix M) has been designed for Hiut to implement, incorporating a mix of promotion techniques.
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Appendix L (Proposed Promotion Mix-Gantt Chart)


8.3 Product life cycle
As previously identified, Hiut themselves, have pointed Levi as a direct competitor. Therefore, assumptions can be applied in terms of product life cycle. Below is a demonstration of product life cycle of a jean type produced by Levi.
[image: ]
Appendix M (Product Life Cycle of a Levi’s 501 Jean (Levi Strauss & Co, 2015, n.p)
[image: Eco friendly denim or blue jeans]
Appendix N (Blue Jeans Environmental impact (Islam, 2017, n.p)

The following diagram (Appendix 0) demonstrates the product life cycle in the apparel industry, as previously outlined, it is suggested that the jean market is here to stay and is at no risk of any dramatic decline, coinciding with the below diagram.
  [image: Image result for product life cycle apparel industry]
Appendix O (Product Life Cycle of Apparel industry, Levitt, 1965, n.p)
Product life cycle benefits include helping managers with decision making, defines strategies which are based on life cycle stage, assist managers with decision making regarding sales and performance and indicate when a product has run its course or needs replacing. Disadvantages include fluctuation in sales data, delay in collecting data and variance in sales data to name but a few (Bhasin, 2019, n.p).
8.4 Value chain
‘For companies that produce goods, a value chain comprises the steps that involve bringing a product from conception to distribution, and everything in between—such as procuring raw materials, manufacturing functions, and marketing activities’ (Tardi, 2019, n.p). A value chain has been established below (Appendix P) in reference to Hiut.

[image: ]Appendix P (Based on Porter’s Generic Value Chain 1985)
[bookmark: _Toc8757523]8.5 Digital auditing 
A digital auditing can be applied to identify strengths, weaknesses, opportunities and threats. Hiuts social media and website can be examined to analyse website traffic, hits, search results, functionality, engagement and performance. Recommendations may be applied such as using SEO tools to advance in search results. Costs of development and improvement can then be established, and a comparison of new results can be examined. Hiut currently have over 10,000 Facebook likes with under 100 engagements per post, Facebook post results provide a breakdown of who visited the post, how far they proceeded with clicks and demographics such as age and location are given. Targeted posts could be applied in this instance selecting a target audience based on post findings. Hiut currently have 24.4 thousand followers with an average of 150 likes per post, this may be improved with the suggested implementation of acquiring Instagram influencers, with more engagement, publicity and followers. This would best be presented in a Marketing Dashboard as pictured below in (Appendix Q).
[image: Image result for marketing dashboard]
Appendix Q (Marketing Dashboard, Agency Analytics, 2019, n.p)

[bookmark: _Toc8757525]
10.0 Competitive Advantage 
‘Competitive advantages are attributed to a variety of factors including cost structure, branding, the quality of product offerings, the distribution network, intellectual property and customer service’ (Kenton, 2019, n.p). Entrepreneur Europe define a unique selling point as ‘The factor or consideration presented by a seller as the reason that one product or service is different from and better than that of the competition’ (2019, n.p).
The unique selling points of Hiut include the following:
Do one thing well: Hiut focuses primarily on one product, jeans, with the tagline ‘Do one thing well’. It can be said that focus on one type of item can be beneficial as focus is on one component, offering expertise in one sector, using a personal hand-crafted method, unlike many jean companies.
No wash Club: A creative concept that has a number of benefits, including; a bespoke fit, the environmental benefit of saving water and maintaining quality of the jeans.
Denim Breaker: Hiut has demonstrated innovation with their Denim Breaker Club which is an experiment that entails sending a participant a garment, secured with a deposit to ‘break in’ the jeans. The participant must wear the jeans for six months without washing and in return, will receive 20% of the sale. An innovative process that no other company in this industry are identified doing.
Signed Jeans: Every pair of Hiut jeans are signed by the ‘Grand Master’ that was responsible for making the, a personal touch that enhances customer relationship to the product.
Quality: Hiut pride themselves on using quality denim to produce investment garments.
The History Tag:  According to Hiut, they are the only company in the world providing the history tag service. On purchase, each customer is given a unique reference number to which they can register online and upload photos of the jeans to store memories. 



[bookmark: _Toc8757527]11.0 Conclusion 
In conclusion, a thorough analyse had been applied using the SOSTAC system. A number of weaknesses, threats, opportunities and strengths have been identified. Theoretical frameworks that best fit Hiut have been established and recommended. A marketing plan has been developed to fit the external and internal environments of Hiut Denim Co. There several indications that Hiut have successfully applied branding, have a quality product but face a number of threats such as political and environmental. Hiut lack social engagement despite good content and a Market Dashboard was advised. A segmentation, targeting and positioning strategy has been recommended that best fits Hiut, and both traditional and digital audits have been proposed. Objectives in regard to progression and expansion, have been set that include KPI’S and CSF’s and methods of evaluation and control have been advised. 


[bookmark: _Toc8757528]12. Recommendations 
Recommendations provided has used a combination of the applied SWOT analysis results, to utilise strengths and opportunities and overcome weaknesses and threats. 
· Hiuts website is already well produced and visually appealing, this could be made stronger by making the website overseas friendly using multiple language selection.
· Apply suggested promotional mix to overcome lack of advertising.
· Mentor employees to obtain skills, such as a second jean cutter, to limit the risk of loss in sales and delayed delivery, should the sole cutter become unavailable.
· Increase engagement on social media using, Megan Markle press and obtaining several social media influencers, to increase following and engagement.
· Approach well established, high end retailers such as Harrods, this results in no loss of capital through shop outlets and increasing brand reputation and sales.
· Introduce a sustainability program such as recycling jeans and invest in research and development to target environmentally friendly consumers and reduce carbon footprint during manufacturing.
· Use previous experience with successful Howie’s company to plan and prepare for any threats resulting from Brexit.
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[bookmark: _Toc8757531](A) Number of people purchasing jeans in the United Kingdom (UK) in 2017, by expenditure (in 1,000s) (Statista, 2019, n.p)
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(B) Sales Revenue Estimation
	Mean (Based on 14 products- Men’s & Women’s Jeans £155-£240)
	Calculated mean £170 per sale X 100 pairs sold per week= £17,000 

£68,000 X 12 Months
 =£816,000 per annum (Estimated sales)

	Wages (Based on 15 employees working the average 30 hours at minimum wage)
	Calculated wages= £3694.50 per week £14,778 X 12b=£177,336 per annum (Estimated Employee Wages)

	Premises & utilities
	Calculated on the average asking price for a factory in cardigan (£695,000 sale price/£4000 monthly rental cost/Mortgage Cost) X 12 = £48,000 per annum

	Materials (Based on the average mill price for high quality denim- 3 metres, 180 metres of thread per jeans & stud hammered on buttons)
	Denim Fabric £40.50 X 100 pairs per week=£450.50 (£1802 X 12 = £21,624 per annum)
Thread=£3.00 per 180m, £3 X 100=£300 (£1200 X 12=£14,400 per annum)
Buttons=£0.20 per button x 400 X 12=£160.00 per annum)

	Shipping Costs (Based on Hiut’s use of next day delivery- Royal Mail)
	Royal mail calculates 100 parcels containing the weight of the average jeans at £7.24 per parcel. £7.24 X yearly jeans (4,800) =£347.50 Per annum

	(Estimate does not include any extra costs, accountants, repairs etc)
	Estimated profit = £554,132.50 – 40% Tax & National insurance (£15,047 + £234,359) = £304,726




Assumptions based on:
Government minimum wage: (GOV.UK, 2019)
Pairs made per week: (Hiut Denim, 2019)
Employee Numbers: (Hiut Denim, 2019)
Premises: (Zoopla, 2019) 
Mortgage Rate: (Money Saving Expert, 2019)
Denim Fabric: (empressmills, 2019)
Buttons: (Ebay, 2019)
Thread: (Amazon, 2019)
Shipping: (Royal Mail, 2019)

(C) Pest Factors and the regulatory framework (Luck, 2010, p. 43)
[image: ]

(D) Porter’s Five Forces (CGMA, 2013, n.p)
[image: Image result for five forces model]





(E) The Micro environment (Oxford college of marketing, 2019)
[image: Micro and Macro Environment]
(F) (Jeans Market share, Trefis Team, 2018, n.p)
[image: Image result for market share jeans] 
 (G) (SWOT template taken from Hooley, et al., 2014, p. 39)
	Opportunities
	Threats

	1. Demand for products
	1.Brexit (costing, regulations & overseas distribution)

	2. Media attention
	2. Fierce competition

	4. Brand recognition from high profile clients
	3. Rising Labour Costs

	5. Growing casual wear market
	4. Increasing competition

	6. Increasing online retail sales
	5. Fast Fashion/Changing Consumer taste 

	7. Huge market in Asia
	6. Cotton price increasing 

	8. Add focus to women’s wear
	7. Climate Change

	9. Focus on online market
	8. Reduced GDP

	10. Artificial Intelligence
	9. Decline in exchange rate 

	11. Use reputable retailers (Harrods etc)
	10. Fast Fashion

	12. Become organic
	11. Tax

	13. Sustainability Programmes-Recycling
	12. Counterfeit products

	14. Expansion
	13. Rising labour costs

	15. New staff
	14. Entry of new competitors

	16. Children’s wear
	15. Recession

	17. Jean market predicted growth
	16. Competitors (Experience, Capital, Resources)

	18. Innovation 
	17. Competing against low cost market & big brands

	19. Slow fashion rebirth
	 
	 
	 

	20. Ability to customise as needed
	 
	 
	 

	21. Workwear becoming more casual
	 
	 
	 

	22. Huge jean market in Asia
	 

	Strengths
	Weaknesses

	1. Environmentally friendly brand ethos
	1.Poor delivery and waiting time

	2. Hand Crafted (USP)
	2. Limited production (Resources and manpower)

	3. One Grand Master produces the product
	3. lengthy manufacturing process

	4. Expertise in jeans
	4. Specialist skills needed for manufacturing

	5.Brand recognition
	5. Highly Priced Products-Exclusive target

	6. Strong branding 
	6.Limited Capital

	7. No stores
	7. Focus on menswear

	8. Excellent visual content on Social Media
	8. One jean cutter could be detrimental to manufacturing

	9. Website clear, visual and easy to use
	9. Consumers can only purchase online

	10. Quality components & Fabric
	10. Products not available in big chains

	11. Aim to be organic coincides with new trends
	11.Poor advertising of wholesalers

	12. Experienced in industry
	12. Poor response with social media

	13. Established one successful company
	13. Limited advertising 

	14. Personable products-customer relationship
	14. More likely to have one-time purchase 

	15. Low advertising costs
	15. Only 25% of goods sold overseas

	16. 'Sell the story' 
	 16. Website (Not overseas Friendly)



(H) (Market Segmentation Criteria, Claessens, 2016, n.p) 


 [image: Image result for jeans market share]

(I) Appendix G 

[image: Image result for segmentation marketing]




Appendix (J) (Positioning of Hiut Denim)
High Price
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      Low Quality                                                                                                                  High Quality






Low Price
Appendix J (Positioning of Hiut Denim)

(K) (The Pricing Strategy Matrix, Mind Tools, 2019, n.p)
[image: https://www.mindtools.com/media/Diagrams/Pricing%20Strategies.jpg]


(L) (The 7 P’S Marketing Mix (Marketing Mix, 2019, n.p)
[image: Image result for marketing mix]

 (M) (Proposed Promotion Mix- Gantt Chart)
[image: ]

(N) (Product Life Cycle of a Levi’s 501 Jean (Levi Strauss & Co, 2015, n.p)
[image: ]







(O) (Product Life Cycle of Apparel industry, Levitt, 1965, n.p)
[image: Image result for product life cycle apparel industry]

(P) (Based on Porter’s Generic Value Chain 1985)
[image: ]
(Q) (Marketing Dashboard, Agency Analytics, 2019, n.p)
[image: Image result for marketing dashboard]
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