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Executive summary  
This report sought to provide a comprehensive marketing plan for Hiut Denim Company based detailed external and internal environmental analysis. Based on the PEST and Porter’s five forces analyses, the main strength of Hiut Denim Company is its ability to produce superior quality product through its employees. Besides, David, the manager of Hiut Denim Company is market savvy and has been able to successfully utilize his marketing expertise in telling the story of the brand. Based on weakness, the quality of jeans is slowly decreasing. Arguably, high competition has introduced new jeans offerings in the market at a mass-market price. The rivals license the production and marketing of jeans under their brand name without much consistency in quality of the jeans. Due to the relatively high level of competition, Hiut Denim Company is likely to experience threats in its performance. There are a number of rivals in the UK’s jeans industry which include Primark, M&S, H&M, Zara, Calvin Klein and Wrangler which are major threats to the company. 
With the increasing level of new technology, companies can successfully innovate and market their products to gain more profits e.g. by use of online shopping platforms. Besides, high level of population provides market for the jeans products. Meanwhile, Hiut Denim Company can segment its market based on lifestyle and social class. The company can also segment its market based on age and focus its effort on addressing the needs of young people. This report measures the outcomes of the marketing plan based on the two financial indicators i.e. the net profit and the ROI.  The higher the net profit, the better the results of the marketing plan. The higher the level of ROI, the more efficient Hiut Denim Company is utilizing its assets and resources to generate sales. Finally, this report recommends that Hiut Denim Company the manager can use innovation such as new product development to introduce new products in the market for increased profit. The company should implement regular training, reward systems and performance appraisals so as to motivate the employees.  The company can also conduct extensive research and development and focus on hiring the right and qualified employees so as to produce valuable and quality products for increased profit.
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1.0 Introduction 
As an appointed marketing manager of the Hiut Denim Company, this report seeks to provide a comprehensive marketing plan based detailed external and internal environmental analysis. A marketing plan refers to a process of management responsible for identifying and satisfying the requirements of customers (De Pelsmacker, Van Tilburg & Holthof, 2018). It includes and outlines business activities involved in achieving specific marketing objectives within a given period of time. The marketing plan illustrates an integrative approach taken to the design of the marketing efforts for the forthcoming year (Chernev, 2018). In order to achieve the main aim, this report starts by giving the company’s background. It then presents the situation analysis based on PEST and porter’s five forces analysis. It then discusses mission and objectives and strategies that fit the chosen company’s marketing plan. The report also presents tactics, actions and control. Finally, this report provides the conclusion and recommendations for the selected company in making a successful marketing plan
[bookmark: _Toc38581891]2.0 Background of the Company- The Hiut Denim Company
Hiut Denim is a jeans manufacturing Company in UK (Smale & Brosnan 2019). Cardigan in Welsh had been the home of Hiut Denim Company where 400 people used to make 35,000 pairs of jeans on weekly basis for UK retailer Marks & Spencer then one day the factory closed. In 2002, the production was moved to Morocco but unfortunately the factory closed down with the loss of 400 jobs (Smale & Brosnan 2019). David from Cardigan knew that there were the facilities and hundreds of people with experience in making denims. Therefore, it was the perfect time and place to set-up the new company. Hiut Denim Company is all about making superior quality products. The main focus is on making the jeans the best way possible (Sheffield, 2018). In Hiut Denim Company, it takes about one hour and 10 minutes to make one pair of jeans. This means it can make 100 pairs in a week (Smale & Brosnan 2019). David, has been able to use internet to sell direct to the target customers and to keep more profit margin (Sheffield, 2018). 
[bookmark: _Toc38581892]3.0 The situation analysis
[bookmark: _Toc38581893]3.1 External environmental analysis (PEST Analysis tool)
[bookmark: _Toc38581894]3.1.1 Political factors
The rising level of UK’s political stability is becoming a major strength in its business growth (David 2019). UK performs well in terms of rule of law, government policies and controlled or low corruption level (Bush, 2016). UK also demonstrates good political relations with US and several other countries in the world. However, Brexit has created and continues to create uncertainties in the country thus, creating an unfavorable business environment in UK (David 2019). While some section of people believe that Brexit will create more anxiety, others believe it is likely to open doors to greater opportunities in the country.  Arguably, the political stability of the country and good political relations with other nations present a great opportunity for Hiut Denim Company to operate and grow in the UK’s fashion industry. 
[bookmark: _Toc38581895]3.1.2 Economic factors
UK has taken successful steps to improve its economy since the economic recession of 2008. The country’s economy now ranks 5th by nominal GDP in the world (David 2019). Due to the strong economy, UK has been an attractive destination for foreign investors. A number of successful businessmen, investors, tycoons and reputable firms from around the globe have invested in the country (Bush, 2016). According to David (2019), the government of UK announced that it would reduce the corporation tax rate to 18% by April 2020. This is likely to positively influence the growth of Hiut Denim Company in UK’s fashion industry. However, the current global pandemic has negatively affected the economic strength of UK. 
[bookmark: _Toc38581896]3.1.3 Socio-cultural factors
UK has a relatively high population. Statistically, the population was 66.4 million in 2018 (David, 2019). Birth rates continue to exceed the death rates which makes population projection of 74 million by the year 2039 (David, 2019). Arguably, the relatively high level of population provides market for most of the businesses in UK thus, promoting the growth of Hiut Denim Company. UK’s firms are therefore expected to develop a number of new products for the increasing needs of different religions and races in the country. Besides, the economic strength of UK has increased consumer confidence due to the reduced level of financial uncertainty in the country (Bush, 2016). Nevertheless, the current global pandemic of Covid 19 has negatively affected the general health and lifestyles of UK’s people and therefore negatively influencing the growth of many companies. 
[bookmark: _Toc38581897]3.1.4 Technological factors
UK is one of the giants in technology advancement in the world (Eltringham, 2020). The relatively high level of technology advancement has encouraged a number of entrepreneurs to enhance their livelihoods through developing new product and improving their operations in the market (David 2019). Typically, London is a great hub of the technology in UK. With new technologies, firms can innovate and market their products to gain more profits e.g. coming up with online shopping platforms to acquire more customers (Su, & Chang, 2018). Arguably, several customers can access and purchase the preferred products at the convenient place using online shopping platforms (Eltringham 2020). Based on this analysis, companies can gain access to unlimited opportunities to do business successfully in UK. 
[bookmark: _Toc38581898]3.2 Internal environmental analysis (Porter’s five forces analysis)
[bookmark: _Toc38581899][bookmark: _Toc37725082] 3.2.1 Competition in the industry
Competition is relatively becoming fierce in UK’s fashion industry. There are a number of rivals who sell similar products like Hiut Denim Company in the UK’s market which include Primark, M&S, H&M, Zara, Calvin Klein, Wrangler etc. (Statista, 2019). These rivals are continuously making their level best to differentiate their products and deliver unique services to the target customers. Due to the high level of competition, every company is striving to develop and deliver the best products and therefore market is becoming more saturated with almost similar brand in the market (Langenwalter, 2019). Hiut Denim Company faces stiff competition from these rivals in its effort to make jeans in UK’s fashion and clothing industry (Smale & Brosnan 2019).  
[bookmark: _Toc37725083][bookmark: _Toc38581900]3.2.2 Potential new market entrants
The potential threats of new entrants are high. Arguably, barriers to enter the jeans market in UK are relatively weak because starting and manufacturing jeans do not require a lot of expertise and knowledge (Su & Chang, 2018). Besides, the new jeans firms can benefit significantly by selling directly using internet and advanced level of technology in UK (Eltringham, 2020). Arguably, Hiut Denim Company can easily expand its operation in the industry. However, the high level of competition intensity from other competitors can have a negative influence on the company’s penetration into the new market. 
[bookmark: _Toc37725084][bookmark: _Toc38581901]3.2.3 Bargaining power of customers
The bargaining power of buyers is high. Due to the relatively fierce competition in the market, customers have a wide range of choices among the various available brands (Langenwalter, 2019). Notably, jeans are very common products and can be found easily in most of the shops at a low price (Ebbers, 2019). This has increased the level of customer switching from one retailer to another. Making your jeans products to appear unique and trendier can significantly attract more customers and enhance customer loyalty (Ebbers, 2019). Therefore, the fundamental role of companies in succeeding the industry is through transforming their common products into fashionable and trendy brands with a strong sense of identity. 
[bookmark: _Toc37725085][bookmark: _Toc38581902]3.2.4 Bargaining Power of Suppliers 
[bookmark: _Toc38581903]The bargaining power of suppliers is moderate (Macchion, et al., 2015). Jeans firms have no power and control over the cost of raw materials and in the event of rise in the cost of cotton, it will have certain implications on the prices for the jeans (Ebbers, 2019). Meanwhile, there are no concentration of cotton supply since few countries in the world produce it. There is typically low power of suppliers for the jeans industry since there are a lot of suppliers who can offer this service of supply (Ebbers, 2019). Arguably, the suppliers do not need specific technology or expertise. In case suppliers increase the costs, jeans firms can find another manufacturer easily thus, encouraging Hiut Denim Company to successfully grow producing more jeans to the target customers. 
[bookmark: _Toc37725086][bookmark: _Toc38581904]3.2.5 Threat of substitute products
In UK’s jeans industry, the switching cost is generally low (Su & Chang, 2018). Customers can easily shift from one product to another due to the cheaper options and quality jeans in the market. Jeans firms such as Primark, M&S, H&M, Zara, Calvin Klein and Wrangler offer similar products and provide customers with a wide range of product choices to choose from thus, increasing the threat of substitute high (Statista, 2019). Availability of similar products with similar quality creates high threats of substitute in the market (Su & Chang, 2018). Therefore, Hiut Denim Company must aim at developing more valuable, unique and affordable jeans products to the target customers. 
[bookmark: _Toc38581905]4.0 SWOT Analysis
It can be seen that there are a number of strengths, weaknesses, opportunities and threats based on the PEST and Porter’s five forces analyses conducted above. Specifically, the main strength of Hiut Denim Company is its ability to produce superior quality product through its employees (Smale & Brosnan 2019). Typically, the main focus of the company is to produce jeans products the best way. David, the manager of Hiut Denim Company is market savvy and has been able to successfully utilize his marketing expertise in telling the story of the brand (Smale & Brosnan 2019). He has been able to use internet to directly sell and keep more profit and access global customers which now stands at 25% of the business. Based on weakness, the quality of jeans is slowly decreasing. Arguably, high competition has introduced new jeans offerings in the market at a mass-market price. The rivals license the production and marketing of jeans under their brand name without much consistency in quality of the jeans. 
Due to the relatively high level of competition, Hiut Denim Company is likely to experience threats in its performance. There are a number of rivals in the UK’s jeans industry which include Primark, M&S, H&M, Zara, Calvin Klein, Wrangler etc. (Statista, 2019). These rivals are major threat to the company as they continue to put more pressure on the Hiut Denim Company to perform better in order to gain market share. The increasing level of innovation due to advancement in technology provides a great opportunity for Hiut Denim to grow and expand in the jeans industry (Eltringham, 2020). Besides, political stability and economic strength of UK provide favourable opportunities for the growth of Hiut Denim Company. With the new technology, companies can successfully innovate and market their products to gain more profits e.g. by use of online shopping platforms (Eltringham, 2020). Arguably, a number of customers can get an opportunity to access and purchase the preferred products online thus, improving the performance of Hiut Denim (Smale & Brosnan 2019). Besides, high level of population provides market for the jeans products. 
[bookmark: _Toc38581906]5.0 Mission statement & objectives
The main mission statement for Hiut Denim Company is to produce as many quality jeans as possible (Smale & Brosnan 2019).  Hiut Denim Company seeks to utilize the available facilities and employees with decades of experiences to make denims. The main objective of this task is to guide the manager of Hiut Denim Company on starting the production of jeans products (Ebbers, 2019). The report also helps the manager to gain marketing insights through developing a comprehensive marketing plan based on the external and internal environmental analyses. The marketing plan will illustrate an integrative approach that is taken to the design of the marketing programme for the forthcoming year (Chernev, 2018). Based on the above conducted analysis Hiut Denim Company aims at developing more valuable, unique and affordable jeans products to the target customers so as to increase switching cost and enhance customer loyalty. 
[bookmark: _Toc38581907]6.0 Strategies
[bookmark: _Toc38581908]6.1 Segmentation
Segmentation refers to the process of splitting a large market into smaller groups of potential customers based on certain characteristics (Dolnicar, Grün & Leisch, 2018). The main aim of segmentation is to identify potential customers so as to persuade them to buy the product offered (Camilleri, 2018). Segmentation helps firms to achieve the right target customers with the specific needs and address these needs more effectively (Camilleri, 2018). Markets can be subdivided based on demographics, psychographics and lifestyles (Dolnicar, Grün & Leisch, 2018). Demographics categorizes customers into age, gender, geography, income ethnicity, education profession, marital status etc. (Saleem, Eagle & Low, 2018). Psychographics looks at aspects such as attitudes, hobbies, leadership and personality among the customers (Dolnicar, Grün & Leisch, 2018). Lifestyle looks at the aspects such as fashion, entertainment, hobbies, vacations, recreation activities etc. (Srihadi, Sukandar & Soehadi, 2016).  Based on the above argument, Hiut Denim Company can segment its market based on lifestyle and social class. Production of jeans can help to fulfill the desires of certain group of people whose interest is in stylish and fashionable clothing such as jeans (Su & Tong, 2016). Meanwhile, jeans is associated with a certain lifestyle among UK’s people (Chen, & Ha, 2016). The company can also segment its market based on age and focus its effort on addressing the needs of young people. Jeans are most popular in young people but recently they are gaining popularity among the other age categories (Ebbers, 2019). 
[bookmark: _Toc38581909]6.2 Targeting 
After segmentation, the next step is to make decision which market segment to target by looking at the one which is most attractive and profitable for the venture (Camilleri, 2018). Interestingly, it is important to look at the PEST in order to identify existing external factor that are likely to influence marketers in addressing the segment. For instance, the high level of competition in jeans industry is likely to inform the company on the kind of successful products to offer to the selected segment so as to competitively gain market share. Besides, the increasing level of technology can offer a great opportunity for the company to innovate and develop its product based on the changing needs of young people and general lifestyles of UK’s customers (Eltringham, 2020). 
[bookmark: _Toc38581910]6.3 Positioning
In this stage, marketers figure out how they are going to place the product in the targeted market segment (Camilleri, 2018). The success of this strategy is based on marketing and presentation of the products. Therefore, marketers are expected to implement uniquely positive strategy to market and present the products in a manner that other competitors are not doing and cannot copy (Chernev, 2018). Before doing so, marketers are expected to understand what the customers appreciate and evaluate the performance of every competitor in the market.   
[bookmark: _Toc38581911]7.0 Tactics (The marketing Mix)
[bookmark: _Toc38581912]7.1 McKinsey 7S Framework
McKinsey 7S Framework’s goal is to demonstrate how 7 elements of the firm i.e. structure, strategy, staff, skills, style, systems and shared values are integrated and aligned together to attain a company’s effectiveness (Singh, 2013) (see the figure below). Due to this integrative approach, a change in one element requires a change to the rest of the elements in order for the firm to function effectively (Langenwalter, 2019). 
[image: The McKinsey 7S Framework - Strategy Skills From MindTools.com]
Figure 1: McKinsey's 7S framework
Source: (Singh, 2013).
[bookmark: _Toc38581913]7.1.1 Strategy
Strategy refers to a plan designed to guide the firm in achieving sustained competitive advantage (Singh, 2013). Strong mission, vision and values help a firm to clearly articulate its strategy in order to achieve a competitive advantage (Hanafizadeh & Ravasan, 2011). Meanwhile, aligning strategy with other elements provide strong results for the company (Luftman, Lyytinen & Zvi, 2017). Hiut Denim Company can use this approach to align its mission and visions with its overall strategy so as to achieve a competitive edge in jeans industry (Pinto, 2013). 
[bookmark: _Toc38581914]7.1.2 Structure
Furthermore, structure represents the manner in which business units and divisions are organized to ensure accountability of roles and responsibilities in the firm (Singh, 2013). Hiut Denim Company can adopt hierarchical organizational structure which is well-organised to promote effective flow of information in the organization. All employees clearly know who to directly report to. Hierarchical structure operates well with production of few products intended to be sold in high volume. Therefore, Hiut Denim Company can have tight control over the design, production, quality and distribution of jeans products (Pinto, 2013).
[bookmark: _Toc38581915]7.1.3 Systems
Systems entail the procedures and processes for the firm which shows the daily activities and decision making process (Singh, 2013). The main focus of Hiut Denim Company is to produce the best quality jeans products in the industry (Smale & Brosnan 2019). The process of production of more jeans by Hiut Denim Company should be the main focus for the managers (Pinto, 2013). 
[bookmark: _Toc38581916]7.1.4 Skills
Skills refer to the employees’ abilities and competencies to perform (Dong et al., 2017). The success of Hiut Denim Company lies heavily on the kind of employees. It can be seen that before the decision to set up the new company, David, knew that there was the facilities and hundreds of people with decades of experience and skills in making denims. Besides, the manager of this company has been quick and smart in using the internet to market and sell the product to the target audience thus, generating more profits (Smale & Brosnan, 2019). 
[bookmark: _Toc38581917]7.1.5 Staff
Staff element looks at the type and the size of employees required and the method of recruitment, training and reward system implemented (Singh, 2013). Hiuti Denim Company is expected to implement a fair form of reward system based on employee’s performance so as to motivate them for increased level of production (Pinto, 2013). Typically, training can be conducted to equip the employees with the relevant skills in their lines of duties. 
[bookmark: _Toc38581918]7.1.6 Styles
Style element shows how a firm is managed by the top-level managers (Singh, 2013). Adoption of style is a guide to the achievement of organizational objectives through proper leadership management (Saeed, et al., 2014). Hiut Denim Company’s manager should engage more interaction with the employees so as to share new ideas and improve production of more jeans (Chernev, 2018). 
[bookmark: _Toc38581919]7.1.7 Shared values
The shared values are the common standards and norms that guide the stakeholders in their performance and operations so as to achieve organizational goals (Valmohammadi & Roshanzamir, 2015). For instance, Hiut Denim Company aims at developing more valuable, unique and affordable jeans products to the target customers. This aim brings different stakeholders to share different ideas, opinions and views in order to achieve the predefined goals (Valmohammadi & Roshanzamir, 2015). 
[bookmark: _Toc38581920]8.0 Action plan
	Element
	Time period
	Sources needed
	Details to practical implementation
	outcomes

	Strategy
	Three months
	Employees
Managers’ support
Capital 
	· Use of effective communication to align mission statements and strategy

	Higher performance 

	Structure
(Hierarchical organizational structure)
	Three months
	Employees
Managers’ support 
Capital 
	· Use of effective leadership skills to implement the structure
· Use of effective communication
	Higher production 

	Skills
	Continuous
	Capital
Employees 
Managers’ support 
	· Competitive leadership
· Effective communication
	Higher performance 

	Styles (transformative leadership style)
	Continuous 
	Capital
Employees
Managers’ support
	· Effective communication
	High performance 

	Staff (effective recruitment)
	Continuous 
	Capital
Employees
Managers’ support
	· Motivation
· Effective communication
	High firm performance 



[bookmark: _Toc38581921]9.0 Evaluation and control (measuring and evaluating the results of the marketing plan) 
The results of marketing plan can be measured based on financial and customers focused indicators (Di Vaio, Varriale & Alvino, 2018). Customer focused indicators seeks to establish common metrics such as customer level of satisfaction through the numbers, comments and referrals, customer retention rate by looking at the ability of the firm to keep customers over time and quality of service such as reliability, responsiveness and assurance (Di Vaio, Varriale & Alvino, 2018). Financial indicators include establishing the net profit and Return on Investment (ROI) (Alshehhi, Nobanee & Khare, 2018). 
This report measures the outcomes of the marketing plan based on the two financial indicators i.e. the net profit and the ROI because it is easier and faster to learn of the firm’s outcomes compared with customer focused indicators. Arguably, the higher the net profit, the better the results of the marketing plan (Chernev, 2018). Managers expect to see a track record of increasing net profit margin over time. This can be done on monthly basis in order to determine whether the company is making any progress on its net profit margin. Meanwhile corrective actions are taken in case of low level net profit. For instance, Hiut Denim Company can increase the product prices or by increasing the level of production to increase its net profit margin (Alshehhi, Nobanee & Khare, 2018). However, the manager should be informed that increasing the price of the product can lose price sensitive customers (Golrezaei, Nazerzadeh & Randhawa, 2020). 
ROI determines the efficiency level of an investment (Alshehhi, Nobanee & Khare, 2018). A high level of ROI in Hiut Denim Company means that its investment’s gain favourably compare with the costs of operations (Alshehhi, Nobanee & Khare, 2018). Thus, the higher the level of ROI, the more efficient Hiut Denim Company is utilizing its assets and resources to generate sales. In case of a low level of ROI, Hiut Denim can reduce its overhead cost, increase customer satisfaction and improve brand image in the industry (Terpstra & Verbeeten, 2014). Meanwhile, the manager should motivate the employees in order to improve the level of production (Pinto, 2013). 
[bookmark: _Toc38581922]10. Conclusion
Based on the PEST and Porter’s five forces analyses, certain number of number of strengths, weaknesses, opportunities and threats have been identified. The main strength of Hiut Denim Company is its ability to produce superior quality product through its employees. Besides, David, the manager of Hiut Denim Company is market savvy and has been able to successfully utilize his marketing expertise in telling the story of the brand. Based on weakness, the quality of jeans is slowly decreasing. Arguably, high competition has introduced new jeans offerings in the market at a mass-market price. The rivals license the production and marketing of jeans under their brand name without much consistency in quality of the jeans. Due to the relatively high level of competition, Hiut Denim Company is likely to experience threats in its performance. There are a number of rivals in the UK’s jeans industry which include Primark, M&S, H&M, Zara, Calvin Klein and Wrangler which are major threats to the company. The increasing level of innovation due to advancement in technology provides a great opportunity for Hiut Denim to grow and expand in the jeans industry. Besides, high level of population provides market for the jeans products. Meanwhile, Hiut Denim Company can segment its market based on lifestyle and social class. The company can also segment its market based on age and focus its effort on addressing the needs of young people. 









[bookmark: _Toc38581923]11. Recommendations
This report recommends that Hiut Denim Company can use the available opportunities such as the high level of technology, political stability, economic strength and high population to come up with effective marketing plan and ultimately increase the overall net profit (Bennett et al., 2017). For instance, the manager can use innovation such as new product development to introduce new products in the market for increased profit. Importantly, the company should implement regular training of employees so as to learn more skills in their relevant area of performance thus, increasing the positive outcome of the marketing plan (Elnaga & Imran, 2013). The company should implement reward systems and performance appraisals so as to motivate the employees and improve their engagement level in the implementation of marketing strategies (Chernev, 2018). Arguably, recognizing and appreciating the effort of employees can significantly improve their satisfaction and performance levels. Furthermore, the company can conduct extensive research and development to learn more about the market needs so as to work towards addressing the prevailing needs (Luftman, Lyytinen & Zvi, 2017). With the growing level of competition in the industry, Hiut Denim should focus on hiring the right and qualified employees so as to produce valuable and quality products that can be distinguished from those of other competitors in the industry. In the same vein, the company should research and constantly monitor its competitors so as to learn more about their updates on the websites regarding changes in pricing, new product launch, new marketing strategies etc. Chernev, 2018).  With the knowledge about the competitors’ tactics, Hiut Denim can take the advantage and stay ahead of the new possibilities for increased performance (Bennett et al., 2017). 
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