The Hiut Denim Company

Marketing Planning and Practice

Darren Agnew
P146521




Contents


· Executive Summary…..3
· Introduction………………3
· Main Body…………………4
· Conclusion………………..14
· Bibliography……………...15
















Executive Summary 
First in this report will be an analysis on Hiut Denim Company who are a luxry denim brand from West Wales. The analysis will consist of a macro analysis, micro analysis, market analysis and an internal analysis. Following that it will then be established the competitive advantage and segmentation for the brand. Then the strategic intent will be set in place. Following the strategic intent, it will be decided on what strategy has been decided to help the brand grow. From deciding the strategies, the marketing mix will then outline areas in which the brand can do to implement and meet the objectives set. Finally a control and evaluation will be set in place to make sure that the brand implements and follows the strategies correctly.

Introduction
Hiut (2018) Hiut Denim Company is a luxury denim brand located in Cardigan West Wales. West Wales have been making jeans for over 40 years’ and made 35,000 jeans per week. In 2002 they lost a huge contract with Marks and Spencer’s and this forced the company to move production overseas to Morocco which forced the loss of 400 jobs. As Cardigan is a very small town it had a major impact and with David Hieatt the owner of the denim company being from there, he realised the effect the loss of jobs had. It then became apparent to him that it was the perfect location for a new luxury denim brand. With bringing the manufacturing back to the town and to use the skills it brought a new sense of life into the town.

“Upon returning to Cardigan, the Hieatts put an advert in their local paper asking for ex-Dewhirst workers to come on board a new denim venture and were flooded with applications. I had hundreds of emails within one day, says Hieatt, with each one saying: I want to make jeans again!” (Hall, 2017, Page 1)


















Main Body
External Marketing Environment
Farooq (2017) believes that’s marketing external environment is a strategic tool which helps identify external factors which affect the organisations abilities to work properly. The external analysis will ensure that the organisation must be proactive in their findings to move forward as a brand. The external analysis will also help identify influences of the company which again is very important when looking into improvement. The most important aspect when doing an external analysis is to establish the company’s base this then will help set realistic targets and objectives.

“The business market is very dynamic; everyone tries to develop ideas and products which compete in the market but suddenly the whole scenario changes.” (Farooq, 2017, Page 1)


Macro Analysis (PESTLE)
Frue (2016) says that a PESTLE analysis is a planning method to reduce threats to the organisation. By examining political, economic, social, technological, legal and environmental the organisation will gain valuable information on advantages.
Political 
· Levels of corporation tax in the UK have been lowered to stimulate economic activity. 
· UK interest rates stand at an all-time low 
Economical
· Rising prices for material 
· Increase in retail sales price of clothing 
Social
· The fashion industry is affected more than any other industries by culture
· Aging population
· UK is a diverse nation with a variety of diverse cultures, races and ethnicities 
· Trends have a major influence 
Technological
· The internet has allowed the company to expand
· Online shopping is on the rise 
· Technologies have allowed companies to develop better relationships with their consumers
· Fashion apps are becoming widely used
· High Street shops are not as popular anymore
Legal 
· The company must comply with employment regulations
· They also must make sure all of their products are labelling with each material as these are requirements from the government
· Health and safety rules must be met
Environment 
· The company have to take caution to environmental risks when manufacturing garments
· They also must be a sustainable company

Micro Analysis
Hiut Denim Company currently make 120 pairs of jeans each week from 18 cuttings of material they receive from their supplier in Japan and the also receive organic denim from Turkey. They are said to use the best fabrics to go alongside the best skills. They believe that this is the best way to produce luxury jeans for their consumers. 
As Hiut Denim Company are a luxury denim brand their competitors are Levi’s, Patagonia and Calvin Jeans. These three organisations are huge in the industry and currently have a much faster production time than Hiut. It is safe to say that their competitors are also a lot more well known around the world. However, the difference with Hiut and their competitors is that 99% of Levis, Patogonia’s and Calvin Jeans products are made in China, Japan and Italy as opposed to all of Hiut’s products being made in house. With Hiuts jeans being priced around £200-£240 the are a lot more expensive than their competitors with Levi’s costing around £60-£100, Patagonia’s £60-£100 and Calvin Jeans £80-£140. 
Hiut Denim customers on the other hand are somewhat of a niche market as the jeans are priced very high there is only a specific customer would purchase an item of clothing at that price. They do on the other hand have a lot of celebrity customers with the likes of Radiohead and the Artic Monkeys and world-famous chef Rene Redzeppi among those currently wearing their products. Halls (2017)
The brand does not have any distributors for their products with currently the only way for consumers to purchase the products is through the brands website. All of Hiuts competitors have multiple distributors all over the world.

Market Analysis
Customers – Hiut Denim Company customers are a very niche market as the jeans are in the luxury end of the market with the quality and the price tag to match. 
How much are they paying – Currently their denim products range from £200 to £240 with all of the jeans being handmade and made in Cardigan in West Wales. The price compared to their competitors is always going to be much more expensive with their jeans taking 1 hour 10 minutes to make as opposed to around 11 minutes for competitors. Hiut Denim tend to go for quality over quantity.
Changes over the years – Fashion trends have a huge impact on the progress of any brand within the industry. Below is an image in figure 1 of a pair of jeans from 1999. As you can see from the image the jeans 20 years ago were very different to the jeans on the market today. With technology advancing and with consumers all having different preferences the jeans industry has become a wider variety. Trends also played a huge impact in the progression of the slim/skinny fit jean which are now very popular in society today. Also, below in figure 2 in an image of a pair of jeans in 2019 just to compare with figure 1.

Figure 1 Style (2014)
[image: Image result for jeans from 1990s]






Figure 2 Hiut (2018)
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“The market analysis is one of the most important parts of any startup strategy. It can actually help reduce risk because if you really understand your potential customers and market conditions, you’ll have a better chance of developing a viable product or service.” (Kerr, 2018, Page 1)


Porters Five Forces 
Bush (2016) believes that Porters Five Forces tool is a great way to establish just how competitive the current market is, and consequently, how profitable it may be for the brand.
Buyer Power – Clothes shoppers have little to none direct bargaining power.
Supplier Power – Suppliers in the fashion industry do not have very much power as usually they make a small profit from each piece of material and focus on quantity. They also can be swapped with another supplier very easily as communications with suppliers with today’s technology is very accessible.
Competitive Rivalry – The fashion industry is a very crowded market with a lot of brands producing similar products. It is a very difficult market to be successful in and in a way is known as “a race to the bottom”. There are many brands that produce denim products however Hiut produce luxury denim which sets them apart from many brands.
Threat of New Entrants – New entrants is a very small threat. As it is already a crowded market there is not much that a new entrant could do that someone isn’t already doing currently.
Threat of Substitution – Fortunately in the denim industry for jeans there isn’t very many substitute items. Jeans have been about for many years and they are worn everyday by 80% of the public.

Internal Analysis (SWOT)
“The SWOT methodology advantages, such as its use to address a variety of business issues, makes it a desirable tool to support some brainstorming sessions.” (Nordmeyer, 2019, Page 1)

Strengths
· Strong management 
· Excellent marketing strategies
· Considered a high-class product
· Low overheads 
· Industry knowledge
· Quality of the products
· Accessible online
Weaknesses
· Few choices
· No high street shops 
· High cost
· Slow production time
· The brand is not established around the world
Opportunities
· Brand expansion
· International markets
· Pop up shops or trade stands
· Celebrity collaboration
· Niche market 
· Attracting new consumers
Threats
· Bad economy 
· Competition
· Change in trends


Competitive Advantage
Hiut Denim Company being a luxury brand they do not have the ability to have a cost advantage and be cheaper than some competitors with their low production rate. There competitive advantage is differentiation as they have quality products that are all hand made with a premium price tag.
The brands strap line is ‘do one thing well’ which outlines in the strap line that they are only good at one thing and that is that they are experts in making good quality denim products.

“The purpose of the competitive analysis is to determine the strengths and weaknesses of the competitors within your market, strategies that will provide you with a distinct advantage, the barriers that can be developed in order to prevent competition from entering your market” (Entrepreneur, 2006, Page 1)

Strategic Intent 
Spacey (2018) says that strategic intent is the process in place where the brand looks at where they are now, where do they want to be and how do they get there.
Currently Hiut Denim Company are a luxury brand who is somewhat unheard of by many consumers around the UK. They do however continue to do well as a brand with online sales around the world.
The brand would like more awareness for their products around the UK with the general public which in itself would help the company expand and with that the can expand on premises and machinery to then compete with their competitors with production time. 
With specific marketing techniques set in place along with SMART objectives set below over a 5-year period by meeting these objectives the brand will be more recognised and continue to grow. 
Objectives
1. Increase Instagram following from 24K to 50K by May 2023.
2. Open retail stores in Cardiff and London by 2022
3. Expand current production warehouse to increase production time by 2021
4. Have made a TV appearance by 2020
5. Be ranked in the top 5 searches on google when customers type in “jeans” 

“SMART goals and objectives are goals that are specific, measurable, attainable, realistic, and time-sensitive” (Johnson, 2018, Page 1)

Segmentation
Suttle (2019) believes that market segmentation Is a process of dividing all consumers into specific categories based on distinguishing characteristics.
Gender segmentation with Hiut relates to the brand accompanying for both male and female providing a number of different styles and colours for each.
Age segmentation however for Hiut currently is 25+ as the brand do not have very many consumers under the age of 25. Their style of products is more suitable for the older market. Also, with their price being high it is unlikely that anyone under 25 would spend a high price for jeans. The brand also targets consumers with a high income as they will not target anyone on a low income as they will unlikely be able to afford the products.
Geographic Segments currently with the brand selling in the UK they can target anyone in the UK as weather has a huge impact on the clothes that consumers wear and usually in the UK the weather is very cold and this has an advantage as opposed to a brand selling in a more warmer country as they are more than likely not going to wear jeans in the warm weather.
Consumers purchase items from small label manufactures for prestige. They also feel that with luxury labels they purchase their products for quality of the product and quality of the service. Consumers may also only buy jeans at specific times of the year. For example, consumers are more than likely going to purchase and wear jeans in Autumn, Winter and Spring as opposed to Summer. 
Customer loyalty is another positive aspect for Hiut Denim as they have a very positive customer retention rate in where if a customer purchases a product, they are more often than not going to purchase again. This is down to the quality of the product even with the high price tag. 
Denim is a versatile product in the fashion industry and is one product that has never went out of fashion or trends. Denim is an everyday product for individuals and no matter what changes in trends there is they never go out of fashion like other products. The only changes in the denim is the style and fit and these areas have just progressed with time.
So, for segmentation the brand should look to target 25+ male and female with a high income. They also should specifically market their products in the Autumn, Winter and Spring for maximising sales.

Targeting & Positioning
As the target market for the denim company are 25+ with a high income it is evident that the positional strategy that must be used is price and quality, with a high price tag and with the quality being of the highest possible the brand should use these strategies to their advantage. The consumer is the one who will position the product however if a consumer is purchasing a high-quality pair of jeans with a high price tag, they are going to categorise it in this sector. The high price tag indicates to a consumer that the product is of the highest quality.
Below is a perceptual map on where the brand is currently in regard to their competitors. The four categories chosen were high and low price and high and low brand awareness.

[image: ]

As you can see from the perceptual map it indicates compared to competitors that Hiut Denim Companies brand awareness is the area for improvement. If the brand were to improve on brand awareness the would be in a very good position as a brand.

“Perceptual maps measure the way products are positioned in the minds of consumers and show these perceptions on a graph whose axes are formed by product attributes.” (Kardes et al, 2011, page 1) 


Strategic Choices
Strategy is one of the most misused tools in business today. Strategy is known to be the key to success for brands so when choosing a specific strategy for your outcome is essential to make sure it is the correct.
Because Hiut Denim Company have a premium product that they currently do very well within their niche market with it would be a mistake to change it to suit a new market for growth. Also, with brand awareness being a major negative downfall on the brand compared to their competitors it is safe to say if the general public was more aware of the brand the company would be more successful.
The strategy chosen to best represent Hiut Denim Company is market penetration by Ansoff’s product market matrix. The reason behind choosing market penetration is it gives the brand the opportunity to penetrate the market and build on their current brand awareness with their current product which does not need changed. With specific marketing strategies the market penetration will increase the overall awareness of the brand and their products on a massive scale which will only help the brand. 

“Although market penetration strategy doesn’t make any radical changes to the firm’s corporate marketing strategy, it has an unbelievable potential to grow profitability and revenue.” (White, 2018, Page 1) 

Marketing Mix
Product – Hiut Denim should keep their existing products as in the current market they are exactly what the consumers want. The brand should also consider keeping quality the same as before as they do not want their consumers to have a negative opinion about the quality changing. The branding for Hiut Denim is very basic but perfect for the products that the brand is selling. The current logo is a great emblem for a luxury product.

Price/Place – Currently the retail price for Hiut Denim Company’s products are £200-£250 which in the market that they are in is very expensive compared to competitors. However, because all of the jeans are handmade, and the quality is to the highest standards the company should keep the pricing for their products the same as before. By keeping the price, the same with the high price tag, it phytologically says to the customer that these products are high quality. Keeping the high-quality value for the products is vital for success.
For place on the other hand Hiut Denim should consider opening a retail store in Cardiff City Centre and London Centre. Open these retail stores in these places will increase overall sales as they will be available in these places for customer to go and try on the item before purchasing because a lot of customers will not buy before they have tried them on with specific clothing items. Being in London it keeps a very upmarket appeal for the brand and also with the target market they are aiming to market to London is a perfect match. Cardiff is a great location because it keeps the personal effect of the brand being from West Wales, but it also is another great place to maximise sales with the target market.
Hiut should also look to expand their current production warehouse and exapand with machinery that can speed up their manufacturing process so that they can compete on the same level or close to the same level as competitors.

Promotion – Brookins (2018) By keeping the same products with the same price it adds more importance onto the promotion.
Firstly, for promotion the brand should associate two celebrities in the public eye as brand ambassadors for the company. The brand ambassadors should be male and female modelling each of their range of products. For the male brand ambassador, it should be Gareth Bale who currently is a welsh international professional footballer for Real Madrid. Gareth is a public figure who is an idol to a lot of people in the world never mind people in Wales. When he is not training or playing football, footballers tend to go to events all over the world and these events are a perfect place for him to wear Hiut Denims products. He also has a following of just under 40 million followers on Instagram and each post gets just under 1 million likes. For him to be the face of the male products for the denim company would be massive as it would increase overall awareness of the brand all around the world. Not only would he help the brands profile, but he is also welsh which still keeps the brands roots of being from West Wales. Gareth is also the perfect age to be a brand ambassador as he is 25+ which is the current market that the brand should be targeting.
The female brand ambassador for Hiut Denim would be welsh singer and public figure Katherine Jenkins. Katherine is proud to be from Wales and no matter where she goes in the world, she always has something nice to say about where she is from. Katherine is also an Instagram influencer for mothers all over the UK as she takes to Instagram to tell her stories about motherhood, this is a very humble way to interact with fans and although she has a lot less of a following than Gareth Bale she interacts a lot with her followers ad for that reason it would be perfect for her to be associated with the brand. 
Both celebrities chosen would post via their own personal social media pages about the brand, they also would appear in all of the brands photoshoots and on the brands social media pages. When they are also at certain events, they should tag the clothing brand in any photos taken so that anyone that comes into contact with the post they know exactly what jeans they are wearing. They both are very well thought of celebrities and with that bring the correct personality to the brand.
The brand should also look to doing discount incentives online and promote the incentives through social media. It means that from when customers see the discount on the social media pages in encourages them to go onto the website then and use it. Using discount codes for 10 and 20% off and then posting the codes onto Instagram. Also, by including limited time online discount code it encourages urgency with customers to purchase there and then just in case they miss out.
Another promotion method to encourage sales in store in Buy one gets £100 of another pair that day. This promotion encourages both male and female to make a purchase instore on the same day. Most men tend to shop with their partners and this way it can boost sales of 2 products as opposed to just one item.
Email marketing is another promotional area in which Hiut should look to exploit. When a member of the public enters the website, they will be asked if they want to sign up to a newsletter. This newsletter is an email marketing method in which the member of the public enters their email address in when they sign up and therefore gets sent emails with special promotions on it that are only available to them. This method will encourage new customers to purchase and also will help retaining customer.

“The role of promotion in the marketing mix is critical for brands who want to ensure the right consumers are reached and objectives are met.” (Pfc, 2018, Page 1)

Service – By opening 2 retails stores in London and Cardiff as discussed above the entheses must be on the brand to deliver to the best customer service possible to everyone that enters into the shop. With most luxury brand retail shops, a lot of people feel intimidated entering into them but Hiut must be the complete opposite and change customers opinions on luxury brands and make everyone feel welcome. Their customer service online is already second to none and with the brand already offering repair services for jeans they should definitely keep these two aspects the same. 

Control & Evaluation

Market penetration was chosen as the be suitable strategy to help Hiut Denim Company achieve greater things in the future. With specific analysing methods it became apparent that overall brand awareness and lack of knowledge about the brand was the only negative area for the company. By looking into what competitors do and the comparison with Hiut with regards product and quality Hiut were ranked the best but for brand awareness they were the lowest. 
Following on from addressing these issues it was obvious that with market penetration and by using specific marketing techniques in each section of the marketing mix there could be a very bright future for the company from West Wales. There is going to have to be a marketing budget set in place for the implementation to work but by doing these marketing strategies it can really have a positive effect on the overall brand. By implementing these strategies in the marketing mix the brand will be able to meet all of the SMART objectives set above. From meeting each of these objectives it will become apparent that the brand will enter into new territory as a leading brand in the luxury denim industry.

“A great strategy with poor implementation won't help the business achieve its goals, because it won't take the proper steps to achieve the strategy. “(Grunert, 2019, Page 1)


























[bookmark: _GoBack]Bibliography

Brookins, M. (2018). Why Would a Company Keep the Product the Same But Alter the Promotion?. [online] Smallbusiness.chron.com. Available at: https://smallbusiness.chron.com/would-company-keep-product-same-but-alter-promotion-10075.html [Accessed 7 Apr. 2019].

Bush, T. (2016). Five Forces Analysis of the Fashion Retail Industry. [online] PESTLE Analysis. Available at: https://pestleanalysis.com/five-forces-analysis-of-fashion-retail-industry/ [Accessed 6 Apr. 2019].

Entrepreneur (2006). Competitive Analysis. [online] Entrepreneur. Available at: https://www.entrepreneur.com/article/25756 [Accessed 6 Apr. 2019].

 Farooq, U. (2017). What is Marketing Environmental Analysis | Marketing Tutor. [online] Marketing Tutor. Available at: https://www.marketingtutor.net/marketing-environmental-analysis/ [Accessed 4 Apr. 2019].

Frue, K. (2016). The Advantages of PESTLE Analysis. [online] PESTLE Analysis. Available at: https://pestleanalysis.com/advantages-of-pestle-analysis/ [Accessed 5 Apr. 2019].

Halls, E. (2017). Your new favourite pair of jeans come from a tiny, rural town in Wales. [online] Gq-magazine.co.uk. Available at: https://www.gq-magazine.co.uk/article/best-jeans-for-men-hiut-denim [Accessed 5 Apr. 2019].

 Jain, S. (2001). Marketing planning & strategy. Australia: South-Western College Pub.

Johnson, J. (2018). Definition - What are SMART Goals and Objectives? - Tallyfy. [online] Tallyfy. Available at: https://tallyfy.com/smart-goals-objectives/ [Accessed 6 Apr. 2019].

Kardes (2011). Understanding perceptual maps. [online] Segmentationstudyguide.com. Available at: https://www.segmentationstudyguide.com/understanding-perceptual-maps/perceptual-maps/ [Accessed 6 Apr. 2019].

Lake, L. (2018). Lifestyle Segmentation and How to Use It to Promote Sales. [online] The Balance Small Business. Available at: https://www.thebalancesmb.com/what-is-lifestyle-segmentation-2295510 [Accessed 6 Apr. 2019].

 Marmol, T., Feys, B. and Probert, C. (2015). PESTLE analysis. [Lieu de publication non identifié]: 50Minutes.

McDonald, M. (1996). Strategic marketing planning. London: Kogan Page.

Nordmeyer, B. (2019). Advantages & Disadvantages of SWOT Analysis. [online] Smallbusiness.chron.com. Available at: https://smallbusiness.chron.com/advantages-amp-disadvantages-swot-analysis-41398.html [Accessed 5 Apr. 2019].

 Pfc (2018). Role of Promotion in the Marketing Mix. [online] Promotion Fulfillment Center. Available at: https://www.pfcfulfills.com/whitepapers/role-of-promotion-in-the-marketing-mix/ [Accessed 7 Apr. 2019].

Ranchhod, A. and Gurau, C. (2007). Marketing strategies. Harlow: Financial Times Prentice Hall.

Spacey, J. (2018). 5 Examples of Strategic Intent. [online] Simplicable. Available at: https://simplicable.com/new/strategic-intent [Accessed 6 Apr. 2019].

Style (2014). Mom Jeans 2014: Dos and Don'ts. [online] Style with Curves. Available at: https://stylewithcurves.com/mom-jeans-2014-dos-and-donts/ [Accessed 5 Apr. 2019].

White, W. (2018). Market Penetration Strategy: Definition & Pros and Cons · Inevitable Steps. [online] Inevitable Steps. Available at: http://inevitablesteps.com/marketing/market-penetration-strategy/ [Accessed 6 Apr. 2019].



1

image1.jpeg




image2.jpeg




image3.png
High price

Hiut Denim Co.

LowBrand
Awareness

Calvin Jeans

LowPrice

High Brand
Awareness





