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[bookmark: _Toc8418979]Summary
This is a marketing strategy plan for Hiut denim. First, the report introduced Hiut. Then, the situation in the UK will be analyzed. The impact of the UK's Brexit policy on the UK's manufacturing sector is largely negative. But the UK economy is in a state of recovery. After the 2008 economic crisis, people are willing to spend. Global warming and water resources have become a worldwide environmental problem. The development of machine automation is accelerating, automated production and application in modern manufacturing.

For the British fashion jeans industry, Euromonitor predicts that it will grow substantially in 2019. Hiut chose the UK's high-end handmade jeans market in terms of market segmentation and positioning, with prices ranging from £150 to £240 each. In addition, along with the impact of Brexit, Hiut is mainly faced with the problem of supplier and consumer bargaining power. Therefore, marketers advise Hiut to adopt a focused differentiation strategy in Porter's general strategy and to use the Ansoff matrix to develop new products or to penetrate the market in existing markets. So when developing a marketing mix tactic, marketers advise companies to develop new products, increase market expansion through publicity and build physical stores. For the company's internal processes, marketers recommend establishing a comprehensive after-sales service process and making full use of network resources. Specific implementations will be presented in the appendix.

Evaluation and control of Hiut. Marketers surveyed some performance indicators and control tools, including Marketing Information System, key performance indicators, and The Balanced Scorecard, Marketing Dashboard.














[bookmark: _Toc8418980]1.Introduction
Hieatt and his wife, Clare, are co-founders of Hiut Denim, Cardigan, Wales. Prior to Hiut Denim's founding, Cardigan was the home of a factory for nearly 40 years, producing 35,000 pairs of jeans per week for Marks & Spencer. Then in 2002, the factory moved to Morocco due to cost issues, which eventually led to the loss of 400 jobs in the area. At the beginning of the Hiut company's creation, Hieatt hired five local jeans makers. Hiut Denim started trading in May 2011 and produced only 30 handmade jeans per week. Hieatt said in an interview with reporters that the company's goal is to get 400 people back to work. Due to the Internet, Hiut's story is known to the world. Hiut wants to sell the best quality jeans. The company imports salvaged denim from Japan and imports organic materials from Turkey. (Doyle, 2017)

The marketing strategy of the enterprise directly affects the competitiveness and market share of the enterprise in the market economy. A good marketing strategy is the fundamental of production and sales of the enterprise and is a direct means to enhance the sales performance of the enterprise. (Menon, Bharadwaj, Adidam& Edison1999) Now Hiut is facing the need for expansion, the development of marketing plan will enable Hiut's marketing strategy to keep pace with the times, enabling enterprises to continuously develop and improve marketing management and marketing capabilities.





















[bookmark: _Toc8418981]2. Situation analysis
Situation analysis is the process of identifying and evaluating existing internal and external elements that may affect an organization's ability to achieve its objectives. (Cravens&Piercy, 2006)

[bookmark: _Toc8418982]2.1 External environment 
The external environment of the organization includes the macro environment and the micro environment, and the organization's perception of the external environment will have a huge impact on the performance of the organization. (Wang& Ellinger, 2011)

[bookmark: _Toc8418983]2.1.1 The macro environment
The macro environment is a condition that exists in the entire economy, not a specific department or region. And it will be related to the general business cycle, not just the specific industry. (Kenton, 2019)

[bookmark: _Hlk6567529]PESTEL analysis is a framework or tool that marketers use to analyze and monitor the macro environment. It includes political, economic, social culture, technological, environment and legal. (Dockalikova& Klozikova, 2014)

Political, 
The EU has informed the World Trade Organization of its intentions, which also includes tariffs on numerous other American exports including Levi's jeans, and are now due to come into effect from early July. (Chan & Smale, 2018)

When the EU began to increase the purchase of jeans for the United States, this time increased the cost of importing American jeans from Europe. Ultimately, British goods will be more competitive and more profitable in the European market. (Smith, Gasiorek& Serwicka, 2018)

Due to Brexit, the industry group classified as “Textiles, Apparel and Footwear” seems likely to shrink: a large part of its production is currently sold in the EU market. Brexit is the biggest policy issue facing the UK manufacturing industry. The production of jeans is also part of the UK manufacturing industry, and Brexit will increase the cost of jeans for export sales and imports of raw materials to other European countries. 

Economic
The actual household net disposable income is defined as the sum of household final consumption expenditure and savings, minus the change in the net assets of the pension fund family. The UK Annual growth rate of Household disposable income is -0.2% less than EU`s 1.1%. (OECD,2017)

[bookmark: _Hlk6838616]Gross domestic product (GDP) is a standard measure of the value of the final product and service produced by a country minus the value of imports over a period of time. Quarterly GDP has been in a stable state between zero and one percent. (OECD,2018)

The UK's quarterly GDP has maintained a relatively steady state of growth from 2010 to 2018, with each extreme being slightly higher than the previous quarter. From these, we can understand that the economic development of the UK is in a slow upward trend.

Inflation as measured by the Consumer Price Index (CPI) is defined as the price change of a basket of goods and services that are typically purchased by a particular family group. (OECD,2017) The UK's annual inflation rate from 2012 to 2017 has been below 3% above 0, with the highest values ​​being 2.6% in 2012 and 2017. These values ​​surface the UK's economy in a few years of development in a stable state.

From the above information, the UK is in an economic recovery period from 2010 to 2017. The overall economy maintains a sound and stable development, without major economic fluctuations and economic contraction.

Social culture,
In 2014, the population of the UK in urban areas accounted for 70.1% of the total population. On the other hand, the UK has a high social welfare. In the past decade, the social welfare of the UK has exceeded 10% of the total GDP. In 2012, this amount reached a peak of 14.5%. (OECD,2017)

The UK also attaches great importance to education. In 2015, the cost of education for each student in the UK reached $26,320, of which 70% was spent on higher education. This number is second in the world after the United States. (OECD,2017)

Technological 
For the development of technology, the UK maintains a relatively balanced investment of about 1.6% of GDP every year. The number of people engaged in research each year is also maintained at more than 7 per thousand of the total employed population from 2005. (OECD,2019)

[bookmark: _Hlk8339593]In fact, although automation will eliminate very few occupations in the next decade, it will affect portions of almost all jobs to a greater or lesser degree. Manufacturing has all the technological potential, but it is the second most easily automated industry in the US economy. In manufacturing, workers operate machines that account for one-third of the total worker time. For modern life careers, approximately 30% of production activities can be automated. And modern retailers have begun to use robots for automated attempts, such as robotic cafes, automated supermarkets. (Chui, Manyika & Miremadi,2018) With the development of science and technology and the government's emphasis on science and technology, modern automation technology has begun to contribute to human production activities. Robots will be realized instead of human beings.

Environment 

Global warming is caused by the greenhouse effect. The greenhouse effect is caused by an increase in pollutants such as carbon dioxide gas and methane in the air. Carbon dioxide is a natural gas. Plants will absorb these gases to grow. When people use natural resources to produce, these gases will be released into the atmosphere. （WWF,2018）

Globally, 783 million people do not have access to clean water and 2.5 billion do not have water-based sanitation resources, such as toilets or clean bathing facilities. The lack of clean water is not only inconvenient but also fatal. Every year, 6 million to 8 million people die from drinking contaminated water and other water-related health problems. (The Life Company Can Save, 2018)

Nearly 3,800 liters of water will be used in the process of making each pair of jeans and approximately 33.4 kilograms of carbon dioxide will be emitted. The use of these resources and the emission of carbon dioxide will greatly affect the environment in which we live. (Trotman,2018)

Organizations can effectively reduce waste of resources and environmental damage through effective management mechanisms and new technologies. Only companies that meet the social development ethics will be recognized by customers and will continue to operate for a long time. Sustainable development will be the theme of the future. (Trotman,2018)

legal.
According to the UK law, the Corporation Tax rate for company profits is 19%. If companyr company is based in the UK, it pays Corporation Tax on all its profits from the UK and abroad. Taxable profits of up to £1.5 million, Company must pay company Corporation Tax 9 months and 1 day after the end of company accounting period.Company must register company business for VAT with HM Revenue and Customs (HMRC) if its VAT taxable turnover is more than £85,000.(UK , 2018)
If the UK leaves the EU with no deal company will need an Economic Operator Registration and Identification (EORI) number that starts with GB to trade goods into and out of the UK.
Import and export processes that UK businesses trading with the EU would need to follow if the UK exits the EU without a deal. How VAT rules for UK businesses trading with EU countries would be affected if the UK leaves the EU without a deal. (UK, 2019)

[bookmark: _Toc8418984]2.1.2 Microenvironment 
Micro-environment is closely related to the business and have a direct impact on business operations and success. (Bowie, Buttle, Brookes& Mariussen, 2016) 

Hiut Denim is a company that produces handmade high-end jeans in Cardigan, Wales. The company now produces about 100 jeans a week, each with a price between 150 and 240. (Wightman-Stone, 2015) According to market research firm Euromonitor, the global jeans market value exceeded $108 billion last year and is expected to reach $115 billion in 2015, compared to $122 billion in 2016. On the other hand, according to Editd's 2015 denim retail report, UK consumers are increasingly turning to value-for-money products such as Asos, House of Fraser and Debenhams, whose market has grown 52% in the past 12 months. The high-end and luxury goods market has shrunk by 24% in the past 12 months. As sports and leisure trends peaked, sales of jeans slowed in 2015 and 2016. However, after strong performance in 2017, this category achieved the strongest growth in 2018 since 2011. LEVI STRAUSS&CO and NEXT retain their leading position
[bookmark: _Hlk8340533](Euromonitor, 2019)

Poters five forces model.
Porter's Five Forces is a model that identifies and analyzes five competencies that shape each industry and is often used to identify industry structures to determine corporate strategy.   （E. Dobbs, 2014）

Suppliers power
The company's suppliers are often directly linked to the company's costs. The company needs suppliers to provide raw materials in time to produce products. Suppliers also need a suitable price to sell. The cost of switching suppliers and the number of company suppliers will have a huge impact on the company's supply. In general, the more suppliers a company has and the lower the cost of switching suppliers, the less bargaining power the supplier has. (Asmus, Griffin, 1993)

Hiut offer two type, a lighter weight organic denim made in Turkey, and a heavyweight Japanese selvedge variant. In order to ensure the quality of denim, Hiut suppliers are mainly from Japan and Turkey. (Neck, 2013) Therefore, the supply chain is risky and vulnerable to international exchange rates and other factors, such as international relations. On the other hand, there are not many companies that offer these two types of advanced denim. The cost of Huit's replacement with suppliers is also relatively high, so suppliers have a great influence on Huit.

Buyers power
The strength of the customer involves the ability of the customer to reduce the price of the company's products or the attractiveness of the company's products to the customer. The size of the target customer group and their level of recognition of the company's products determine whether they have bargaining power over the company's products. Once the customer approves the company's products, they will be willing to spend money to purchase the product. （Chae & Heidhues, 2004)）

[bookmark: _Hlk8341369]The jeans produced by Huit are hand-crafted by the factory's masters and can only produce about 120 jeans per week. Therefore, Huit's jeans are all high-end jeans. Similarly, customers need to buy a pair of jeans for between £130 and £230. (Neck, 2013)) And every pair of jeans produced by Hiut is different. There will be a unique number on the label of the jean. This number can be used in the Thistorytag.com to find 6 photos of the jean. These services will attract more customers to Hiut. 

Through these unique services, Hiut's jeans can be recognized by customers. Customers are also willing to buy jeans at a higher price. However, because Huit's share in the UK jeans market is small, buyers are also easily attracted by other competitors. So a good strategy will help Hiut be understood and trusted by more customers. (Hiut,2018)

New entrants
For new entrants in the market, the power of the company is also affected by their power. Because new entrants will bring a lot of resources, resources will accelerate the emergence of market competition. The more market competition, the greater the impact of the company's interests. （E. Dobbs, 2014）

After a period of downturn in the British jeans market, the fashion market is now attracting the attention of customers and investors. However, the UK began the Brexit process, and Brexit has a great influence on British textiles. Hiut suppliers are from Europe and Japan. Raw materials for other high-end jeans are also imported from other countries. So now is not the best time for new entrants to invest. On the other hand, the UK's fashion industry and economic conditions are beginning to recover, and companyng people are willing to pay for high-end jeans. Therefore, Hiut also needs to pay attention to market information to make different plans.


substitution
An alternative product is a product from another industry that provides consumers with similar functionality to products produced by companies within the industry. () When there are similar alternatives, customers can have more choices or even give up buying the company's products. Ultimately this will result in the company's premium power being weakened. （E. Dobbs, 2014）

For life clothing classes. There are many alternatives to jeans, such as sweatpants, slacks, and so on. Even for women's jeans, skirts are a major substitute. But in the fashion world, the status of jeans has always been unique. Companyng people think that jeans have a unique trend of the times, which is not replaced by other casual pants. (Gupta, 2011) On the other hand, although the era of jeans cannot be replaced, but the variety of jeans is diverse. Therefore, for Hiut, it is very important to understand the most popular types of jeans in the modern era.

Competition 
Competitive power refers to the number of competitors in the industry and their ability to influence the company. In general, the more competitors there are, the more the equivalent products and services they can offer. This has led to a smaller market share for the company. On the other hand, competitors can promote each other's development, such as designing better products and providing better services, so that the industry is recognized by more customers. （Ford& Håkansson, 2013）

Hiut's main competitors in the UK fashion apparel industry are Levi·s, Gap, Topshop and H&M. These companies are among the most famous fashion apparel companies in the UK, especially the blue jeans Levi·s from the United States. It has a history of making jeans for hundreds of years and occupies 20% of the UK's high-end jeans market in 2017. Of course, in the jeans market of less than £60 in the UK, retailers such as River Island and Top Man dominate. (Doyle, 2017)

[bookmark: _Toc8418985]2.1.3 Other stakeholders
Stakeholders are expressed as organizations or individuals that have an interest in the company. （Freeman, Harrison& Wicks, 2007)  For Hiut, its establishment brought a lot of jobs to the local area and brought commercial taxes to the local government. At the same time, the media learned about the changes brought about by the company and used the network to spread the story of Hiut's company to the world. The media reports made Hiut a good reputation, which is beneficial to Hiut's brand promotion.

[bookmark: _Toc8418986]2.1.4 SW ANALYSIS
Strength 
Hiut has experienced masters to make handmade jeans. In the small town founded by Hiut, there are many factories that can be rented to reduce costs. The company has a good reputation for solving local employment problems. The correct use of online marketing strategies has made Hiut's story spread to the world. (Hiut,2019)

weakness
Hiut has no long history like other competitors, so various industrial chains are not perfect, such as the establishment of the distribution chain is not perfect. In addition, the reputation and market share in the jeans market is not high. The funds operated by the company are not as abundant as other large companies. (Hiut,2019)

[bookmark: _Toc8418987]3.Marketing strategy

[bookmark: _Toc8418988]3.1 Vision and mission statement
Hiut's vision is to be the world's largest jeans company and make jeans for everyone. Hiut's mission now is to become the UK's largest company producing high-end jeans and compete with Levi's company.

[bookmark: _Toc8418989]3.2 Aims and Goals
For Hiut, profitability is the primary goal of all business plans. Therefore, the marketing plan will design appropriate plans to help the company increase sales benefits while fully considering the external environment. The second is to help Hiut expand the operation and development of its brand strategy. In particular, the establishment of Hiut helped local people solve employment problems and the employment of masters. These have built a good reputation for its brand. On the other hand, it does not occupy a large market share in the British jeans market and the international jeans market. Expanding market share is also part of the plan. About Hiut's earnings will be designed for a year-long plan, expanding market share and brand strategy will be a long-term strategy.

[bookmark: _Toc8418990]3.3 Market segmentation of jeans
Market segmentation refers to the market segmentation process in which the marketer of a certain product is divided into several consumer groups through geographic, demographic, psychographic, behavioral four main ways. （Beane & Ennis, 1987). 
The jeans market can also be subdivided using these methods. Marketers can use market segmentation to understand the changes in the entire jeans market and find new markets to develop better plans for product marketing. （Tokatli, 2007)

The entire jeans market can be divided into European markets, North American and South American markets, Asian markets, and African markets, depending on the differences between geographical sectors. On the other hand, depending on the differentiation of different countries, each country's jeans market can also be classified into a separate category, such as the UK market and the Chinese market. The jeans market can be classified based on the differentiation of consumer demographics. Based on the gender of the consumer, the jeans company designed men's jeans and women's jeans because of the physical differences between men and women. For the different ages of consumers, the jeans market will design some fashionable jeans for young people and traditional jeans for the elderly. In addition, and based on consumer income levels, Jeans has designed products with different price targets, such as high-end high-priced jeans and low-cost jeans. For the psychological factors of consumers, the company also designed different types of jeans to meet the needs of consumers. The usual types of jeans are Slim fit jeans, Loose fit jeans, Regular Fit, skinny, and the like. It is best to classify the jeans market by product usage based on consumer behavior. The entire market can be divided into light, medium and heavy product users (Baker & Hart, 2007). And then, the heavy product users are youngsters though medium and Lights lights users are teens and aged people.

[bookmark: _Toc8418991]3.4 Target marketing 
The target market is an existing market that companies choose from the market segments based on their own competitive advantages. And the target market will become an important basis for the company's product positioning. (Dibb & Simkin, 1996)

For Hiut's target market, marketers conducted a detailed survey that Hiut's target market is a high-end jeans market. Its choice of high-end jeans market has many competitive advantages. First, managers have extensive experience in jeans management. Then the jeans produced by Hiut were hand-made and designed by the master, which resulted in the cost of jeans being higher than that produced by the machine. The raw materials of denim are also advanced raw materials imported from Japan and Turkey. These are all beneficial to Hiut's competitive edge in the high-end jeans market.

[bookmark: _Toc8418992]3.5 Positioning 
For the positioning of enterprise products, it is necessary to consider the consumer's demand preferences and fashion consumer psychology. When the consumer's needs change, the company's products also need to be properly adjusted to adapt. (Kaul,& Rao, 1995)

From Hiut's main products, marketers surveyed Hiut to sell men's and women's jeans, and the types of jeans include very fashionable types, such as Selvedge Denim and The Anderson. And the woman's The Dina. The raw materials of these products belong to imported high-end denim suitable for fashionable high-end young people. Of course, these fashionable products are also priced between 185 and 240. Other bottom-priced products are suitable for the needs of the average consumer. The price is around 150. On the other hand, male jeans mainly include Regular, Slim, Slim Tapered and Skinny. The classification of women's jeans is more complicated, adding High Waist. (Hiut，2019) This design is more suitable for women's requirements for the body, more beautiful.

[bookmark: _Toc8418993]3.6 Strategies choice
Marketers have investigated that Hiut can use the Focus differentiated strategy of porter·s generic strategy. Because Hiutsh belongs to the company of production and design, and the company is not very large. The company can design and produce unique products to meet customer needs, especially handmade jeans. Each piece is unique. In addition, for the sale of products in the market, Hiut can use the market penetration strategy of Ansoff's product market matrix. Although Hiut can design and produce unique products, the high-end jeans market is based on the existing market and other competitors also have their own high-end jeans. In addition, the high-end jeans market is mature based on the product cycle. So designing new jeans is necessary to develop new markets. On the other hand, Fractionizing is a strategy that can be used by Hiut as a future development with distributors and companies. Details of the porter s generic strategy and Ansoff's product market matrix will be shown in the appendix.

[bookmark: _Toc8418994]3.7 Marketing mix
[bookmark: _Hlk8096169]It is also an important marketing tool to promote the company's growth. It was McCarthy's 4 Ps. Later in 1981, Booms and Bitner proposed a 7P model to extend 4P. After that, 7P began to be widely used in marketing models. (Constantinides, 2006) Customer loyalty is a consistent positive emotional experience, based on the satisfaction of physical attributes and the perceived value of the experience, including products or services. 
(Uncles, Dowling& Hammond, 2003)

For Hiut's business development, marketers will also use the 7P marketing mix model to analyze and develop appropriate marketing plans.

[bookmark: _Toc8418995]3.7.1 Product
Products are goods and services that are sold to customers and can satisfy their desires. Customer demand and recognition of the product will directly determine the profit of the company. The products offered by the company need to be able to influence the customer's mind and make the customer understand the difference between the company's products and competitors. Therefore, differentiation is the key, which in turn helps to cultivate customer loyalty for the company. (Constantinides, 2006)

For product marketing, Hiut will design a unique ID for each pair of jeans produced to record the history of this pair of jeans from the production stage and some of its photos. After getting the jeans, the consumer can also use the ID to search the History Tag application for the registered details. These photos and information are recorded by the company's boss, which will be a good memory for all customers about jeans. In addition, the master of the jeans will also sign the name of the jeans in the product identification to indicate the recognition of the product. (Hiut，2019) These methods will help Hiut to attract more loyal customers and establish a good brand effect. So, marketers believe that these methods can be retained and promoted.

On the other hand, marketers believe that Hiut can fully consider the theory of product life in product marketing to manage and design products. The product life cycle is divided into five phases, including Introduction, Growth, Maturity, Saturation, and Decline. A picture of the product life cycle will be shown in the appendix. For the existing jeans market, salespeople believe that high-end jeans are in the Maturity period, and the products are widely known by customers and purchased by many consumers. The competition in the entire jeans market is very motivating, so marketers believe that Hiut should increase investment in new products or increase the development of by-products. On the other hand, Hiut also needs to improve after-sales service and service innovation to win a larger market share. （Jensen & Thursby, 1986). 

[bookmark: _Toc8418996]3.7.2 Price
Price refers to the cost of the customer's purchase of the product, which may involve the psychological cost of the currency and the customer, such as the customer's recognition of the product and the time they spend on the purchase. Customers who are loyal to the company are often willing to buy products at the company without considering the price of other competitors' products. For price-sensitive customers, they will consider the different prices of the products before making purchases. And pricing strategies can slowly turn these price-sensitive customers into loyal customers. (Sana, 2012)

For the price of Hiut products, marketers believe that it first needs to consider the cost of the product. Because Hiut's raw materials are imported high-end denim and all cow jeans are handmade by masters, the price of the product will be higher than the price of ordinary jeans. In addition, based on the consumer's recognition of Hiut jeans and the pricing of competitors, Hiut's products can't be much higher than competitors' products of the same type. Hiut also needs to consider the service costs offered to the product, such as the registration and information processing of unique product IDs. (Hiut,2019) So, the marketer suggested that Huit price a new product after calculating all the costs and competitors' impact. 

On the other hand, in order to cultivate more loyal customers, marketers suggest that Hiut can launch some membership services and seasonal pricing of new products. This will help Hiut to attract more customers and accelerate the company's product design and understand the market's response to new product prices. For the customer's online payment deadline, Hiut can set up an online cash on delivery condition for some products to increase customer confidence in the company.

[bookmark: _Toc8418997]3.7.3 Place
Place refers to the product's channel and optional logistics path in the target market. This means that choosing the right sales channel will help promote the company's sales and capture a larger market share. (Constantinides, 2006) Sales channels are generally divided into direct sales and indirect distribution. Direct sales refer to the direct sale of products produced by the company to customers. Indirect distribution refers to the production company's sales through cooperation with a third party (distributor or retailer). 
(Seifert, Thonemann& Sieke, 2006)

The sales channel adopted by Hiut is mainly to make full use of the network to directly sell and to sell with the wholesalers of some big cities in the UK. So Hiut has established an independent company website and published information on sales channels, such as the address and contact information of the wholesaler. () In addition, the sales staff found that all of Hiut's wholesalers are located only in the UK and some of its products are sold to Europe and other countries. Therefore, the sales staff suggested Hiut to develop wholesalers in Europe to further expand the distribution chain, as well as the scope of sales. On the other hand, sales people think Hiut can start a layout or set up a plan for their own store. Because Hiut's target market is the high-end jeans market, the significance of its products and the impact of the company's establishment on the local needs to be understood by more consumers. One of the most effective ways to expand the impact is to establish a specialty store. (Bishop Gagliano& Hathcote, 1994) Of course, Hiut can also use an exclusive way to find a more intimate channel, which will be more cost effective than building its specialty store. For Hiut to work with distributors, Hiut needs to understand that distributors will share a portion of the product's profits and they are not fully aware of the functionality and brand value of the company's products.

[bookmark: _Toc8418998]3.7.4 Promotion
Promotion refers to marketing communication and introduction to target customers, such as promoting products to introduce products, or convincing customers to purchase products. Promotional mixes are also tooling that marketers use to develop marketing plans, including personal sales, advertising, public relations, sales promotion, and direct marketing. (Constantinides, 2006)

For promotional mixes, marketers will design a one-year promotion plan and budget for Hiut. The form for this plan will be shown in the appendix. In this section, marketers primarily design and introduce suitable sales promotions for Hiut. Now, after subscribing to Hiut's product promotion newsletter, customers can get the jeans yearbook made by Hiut for free. And when the customer gives Hiut's products to a friend as a gift, the company will give the customer a gift card. (Hiut,2019) In addition, the salesperson believes that the company can provide customers with coupons or small gifts, such as a photo of jeans, for customers in Europe or other countries. This way will help the company's development in overseas markets.

On the other hand, sales people believe that Hiut has used a good direct marketing strategy this year. Hiut held the Makers + Mavericks Off-Grid event on May 4th this year. At this event, Hiut invited all customers and employees to come to Cardigan for a seminar. In this one-day event, Hiut will have face-to-face communication with all of them. (Hiut,2019) People will have the opportunity to discuss with the company's top management the company that understands the company's products and the company's suppliers. This will help the company promote its own brand strategy and cultivate loyal customers.

[bookmark: _Toc8418999]3.7.5 People
In marketing, people represent people who provide all services and products to target customers, such as employees. For an organization, employees play an important role in all aspects of management, production, and sales. The modern competitive strategy theory believes that company employees have a decisive role in obtaining the company's internal competitive advantage. (Constantinides, 2006)

One of the reasons why Hiut was chosen to be built in Cardigan is because the town has a 40-year history of producing clothing. () Therefore, it is easy for the factory to recruit experienced employees and masters there. It turns out that Hiut's location is quite correct. At the beginning of Cardigan's establishment, the company received five masters with rich experience in making jeans. This master team has a total of 200 years of jeans experience. These masters have produced many elite jeans for Hiut. In addition, because Hiut's jeans are handmade, it requires employees with a wealth of experience and training to be competent. Therefore, marketers believe that Hiut needs to plan and purchase machines for future employee training and recruitment. On the other hand, Hiut is now biased towards the development of commerce in the form of online marketing. Professional network marketers and network maintenance personnel need to be hired. For company employees, managers need to understand their attitudes and adopt appropriate strategies to promote employee motivation, such as holding group activities within the company. 

[bookmark: _Toc8419000]3.7.6 Process 
A process is a combination of activities that an organization sets up for its operations. The establishment of the process helps the organization to reduce costs and increase the efficiency and effectiveness of management. (Constantinides, 2006)

Based on the survey, marketers believe that Hiut has designed a better process for washing jeans. This process includes the finishing of jeans, the use of detergents and tips for using the washing machine. This service reflects Hiut's care for its customers and the company's professionalism. In addition, Marketers believe that Hiut can have a good after-sales service design rather than a simple address and contact. The after-sales service process should include regular consultation and customer experience sharing in addition to basic customer feedback and return mechanism. An effective after-sales service process can counteract product sales and facilitate the promotion of the company's brand. （Saccani, Johansson, & Perona, 2007)

[bookmark: _Toc8419001]3.7.7 Physical evidence
Physical evidence is expressed in marketing as the company's physical environment, such as equipment, commercial invoices, etc. Physical evidence is used by companies and customers or other partners for business activities. (Constantinides, 2006)

Hiut employees can play relaxed music and enjoy coffee in the factory making jeans and use former Soviet sewing machines (while listening to old LPs). Hiut only produces hand-made jeans and can only produce about 100 pieces a week. After the expansion in 2017, Hiut employees began moving into large factories for production activities. In the studio of Hiut's master Adele Stafford, there are three looms and a single electric machine, the bobbin winder. For Master Adele Stafford, she will work on an ongoing basis and will often listen to audio books and music at work. (Hiut,2019) The comfort of the work environment helps to increase the enthusiasm of employees and the efficiency of their work.






























[bookmark: _Toc8419002]4. Implementation
At the Implementation stage of these strategies and tactics, Hiut needs to consider manpower, budget, timing and the equipment needed. (Grimshaw,2004) The detailed marketing Gantt chart will be presented in the appendix. For manpower, Hiut needs charismatic and visionary leaders to expand. They need to understand the trends in future market changes and respond in a timely manner to adapt to change. In addition, considering that Hiut needs to sell to other countries, it is also necessary for people with experience in international sales. On the other hand, companies need to consider more needs and update equipment when they expand. In order to ensure the increase in production, Hiut needs to rent a larger factory to produce. And Hiut specializes in the production of handmade jeans, which requires the purchase of additional sewing machines to train employees. Specialized equipment is also required for brand promotion and filming.


























[bookmark: _Toc8419003]5. Control and Evaluation
Marketing Information System (MKIS) is a set of programs, frameworks, and technologies. Marketers are used to continuously collect information about promotions and sales that may affect a product or service to help marketers get more accurate data for analysis. (Bernstein, 2017) On the other hand, for the evaluation of marketing plans, key performance indicators (KPIs) will be measurable data. It shows how effective the company is in achieving its sales goals. When measuring employee performance, KPIs are an intuitive and accurate performance indicator. And then, Marketers will create Marketing Dashboards using modern digital management. The Marketing Dashboard is a reporting tool that uses data visualization to display marketing analytics, KPIs, and other metrics. In this way, marketers will get clear feedback and respond to adjustments in a timely manner. Klipdolio intelligence software can be used to create Hiut's Marketing Dashboards.

The Balanced Scorecard (BSC) is used to identify and improve the various internal functions of the business and the external outcomes it generates. A balanced scorecard involves measuring four main aspects of a business: learning and growth, business processes, customers, and finance. The progress of Hiut's marketing plan can be measured by the BSC overview or by monitoring key performance indicators to show progress. Specific information on the BSC will be shown in the appendix. (Kenton, 2017)
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[bookmark: _Toc8419006]Appendix 1：Porter`s generic strategy
According to Michael Porter's analysis, the strategy has prompted enterprises to gain competitive advantages from three basic points: cost leadership, differentiation and focus. There are four main types: low-cost strategy, differentiated strategy, low-cost focus strategy and differentiated focus strategy. （Helms, & Spralls，2006) The picture is as follows:
[image: â��porter generic strategiesâ��ç��å�¾ç��æ��ç´¢ç»�æ��]
(sources from: Porter's Model of Generic Strategies for Competitive Advantage)

The low-cost strategy is to use the low cost and low price to gain market share when the company enters the market.

The differentiation strategy is to design and sell different products and services from other competitors to achieve full differentiation.

Companies using Focus's strategy focus on specific niche markets, developing unique low-cost or clearly defined products for the market by understanding the dynamics of the market and the unique needs of its customers. Because the company provides unique services to its customers in the market, the company tends to build strong brand loyalty among its customers.





[bookmark: _Toc8419007][bookmark: _Hlk8390754]Appendix 2：Ansoff Matrix
Dr. Ansoff, the father of strategic management, proposed the Ansoff matrix in 1975. Taking products and markets as the two basic orientations, distinguishing four products or market combinations and corresponding marketing strategies is one of the most widely used marketing analysis tools. （Hussain, Khattak, Rizwan& Latif, 2013)

[image: ]
(sources from: Ansoff Matrix)

Market Penetration is an existing product to face existing customers, with its current product market portfolio as the development focus and strive to increase the market share of products. Market Development is to provide existing products to open new markets, companies must be different Find customers in the market with the same product needs. Product Development is a new product launched to existing customers, adopting a product extension strategy and using existing customer relationships to promote new products. Diversification is the provision of new products to new markets, where the company's existing strengths may not work, so it is the riskiest diversification strategy. （Hussain, Khattak, Rizwan& Latif, 2013)












[bookmark: _Toc8419008]Appendix 3: Budget chart

Promotions and business plans in 12 months plans 
	Projects
	Project Planning ---2019

	
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul
	Aug
	Sept
	Oct
	Not
	Dec
	Budget  ( ￡ )

	Promotion
	134K

	Social media
	Use Facebook, YouTube and other design media to promote
	11k

	Intranet
	Necessary for communication between employees
	20k

	Mail to customer
	
	
	
	
	
	++++++
	
	
	
	++++++
	8k

	Sponsorship 
	
	
	
	////////////
	
	
	
	
	
	
	
	N/A

	TV advertising
	
	
	
	
	
	
	
	
	
	////
	
	
	40k

	Website
	---------------------------------------------------------------------
	10k

	Business evening
	
	
	
	/////
	
	
	
	
	
	
	
	
	15k

	Media interview
	
	
	
	
	/////
	
	
	
	
	
	////
	
	N/A   

	Newspapers 
	
	
	
	
	
	
	
	
	
	
	
	
	30k

	Product design
	N/A （170k）

	Designer Stuff
	///////////////////
	
	
	
	
	
	
	
	//////////
	50k

	Purchasing equipment and materials
	
	/////
	
	
	
	
	
	
	
	
	
	40k

	Product launch and promotion
	
	
	
	//////
	
	
	
	
	
	
	
	80k

	Negotiation of distributors and establishment of special stores
	N/A (120K)

	Negotiation 
	
	//////////////////////
	
	
	
	
	
	
	
	
	N/A

	Sales stuff in stores
	
	
	
	
	
	
	
	
	/////////////
	
	
	80K FOR EACH

	Direct marketing
	
	
	
	///////////////
	
	
	
	
	///////////
	
	N/A

	Logistic 
	---------------------------------------------------------------------
	30K

	Rent expense
	
	
	
	
	
	
	
	
	
	
	////
	
	N/A

	Building stores
	////////////////////
	
	
	
	
	
	
	
	///////////
	N/A

	Establishment of after-sales service process and internet management
	N/A (120k)

	Professional Stuff 
	
	
	//////
	
	
	
	
	
	
	
	
	
	60k

	Electronic equipment’s
	
	////
	
	
	
	
	
	
	
	
	
	
	40k

	Routine maintenance
	
	///////////////
	
	
	
	
	
	/////////////////////////////////
	20k

	Evaluation and sum

	Control 
	/////////////////////////////////////////////////////////////////////////////////////////////////////////////
	N/A

	Evaluation
	
	
	//////
	
	
	
	
	
	//////
	
	
	
	N/A

	TOTAL
	
	134K (544K)






[bookmark: _Toc8419009]Appendix 4: Product lifecycle 
Product life cycle (PLC) is the market life of a product, that is, the whole process of a new product entering the market and being eliminated by the market. A typical product life cycle can generally be divided into four phases, namely, introduction, growth, maturity, and decline. Introducing the index refers to the product from the design and commissioning until the market enters the testing phase. When the product enters the introduction and the sales are successful, it enters the growth period. The growth means that the product has a good test result, and the buyer gradually accepts the product, and the product stands on the market and opens the market. Mature period refers to products entering mass production and entering the market stably. After the growth, as the number of people purchasing products increases, the market demand tends to be saturated. The decline means that the product has entered the phase of elimination. With the development of science and technology and the change of consumption habits, the sales volume and profit of products continue to decline, and the products are aging in the market and cannot adapt to market demand.
(Saaksvuori & Immonen, 2008)



[image: â��Product Lifecycleâ��ç��å�¾ç��æ��ç´¢ç»�æ��]
(sources from: Product life-cycle management)


[bookmark: _Toc8419010][bookmark: _Hlk8415380]Appendix 5: Balanced Scorecard

Balanced Scorecard was first introduced in 1992 by David Norton and Robert Kaplan, who used previous metric performance metrics and adjusted them to include non-financial information.

[image: â��balanced scorecardâ��ç��å�¾ç��æ��ç´¢ç»�æ��]
(sources from: Multi-Component Balanced Scorecard for Perspectives Efficiency Measurement - Scientific Figure on ResearchGate.)
There are four factors on the BSC.
Finance: This view reflects the use of organizational financial performance and financial resources
Customer/stakeholder: This perspective looks at organizational performance from the perspective of the organization's customer or other key stakeholders
Internal processes: View organizational performance through a lens of quality and efficiency associated with our products or services or other key business processes
Organizational competencies or learning and growth: looking at organizational performance through key perspectives of human capital, infrastructure, technology, culture and other capabilities to break through performance
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