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[bookmark: _Toc8421317]Summary
This report will attempt to,
· Analysis of the macro environment of UK manufacturing through PESTEL
· Analysis of Hiut's micro-external business environment through five-force model
· Analysis of Hiut's micro-inside business environment through the advantages and disadvantages of SWOT

All academic materials in this report are original academic journals and books.

This report will discuss how to help Hiut increase sales.

Firstly, determine Hiut's Aim and Objectives
Secondly, determine the market, subscribers and products of Hiut through STP
Thirdly, based on the marketing mix, comment on Hiut's existing situation.
[bookmark: _GoBack]Fourthly, develop a plan for the transformation and budget for Hiut
Finally, using the Ansoff matrix, Porter's general strategy and product life cycle curve to evaluate the feasibility of the plan and propose improvements. 

[bookmark: _Toc8421318]1.0 Introduction
[bookmark: _Toc8421319]1.1 The importance of marketing plans
Marketing planning is a forward-looking exercise that determines the organization of future strategies. Marketing plans help to better serve customers by avoiding uncertainty, simplifying management, achieving goals, coordinating departments, and controlling development. (Ghose, 2019)

[bookmark: _Toc8421320]1.2 Company background
Hiut Denim Company is a small organization for the manufacture of jeans in the fashion industry. It is located in Cardigan, Wales, UK. In order to implement his own fashion concept, Hiut insists that every pair of jeans is handmade. Compared to the highly mechanized modern jeans factory that produces a pair of jeans in 11 minutes, Hiut, which produces a full-length pair of jeans in about 70 minutes, is undoubtedly inefficient. There is no doubt that limited production is hindering Hiut's profitability. But after self-promotion through social media, Hiut's products, which are recognized by subscribers, are also promising. (Smale and Brosnan, 2017)


[bookmark: _Toc8421321]2.0 Analysis method
In this section, there are three methods used to analyse Hiut.
· PESTEL analysis
· Five Porter's Five Force Model Analysis
· SWOT matrix

[bookmark: _Toc8421322]2.1 PESTEL 
PESTEL analysis is a model used to analyse macroeconomic factors that affect an organization. PESTEL analysis is often used to organize new business or enter overseas markets. PESTEL is an abbreviation for political, economic, social, technical, environmental and legal factors. (B2U - Business-to-you.com, 2016)

[bookmark: _Toc8421323]2.1.1 Policy support
The profitability of the UK textile industry has continued to rise in recent years. The devaluation of the pound is cheaper for consumers in other countries, and it will promote the export of British textile products. However, due to Brexit, the UK will no longer enjoy tariff-free policies in many countries or regions, so the cost will rise. The UK textile industry ranks first in terms of innovation in Europe and third in the world. In particular, there are huge breakthroughs in medical textiles, advanced materials, composite materials and textiles only.
To encourage the return of manufacturing, UK Trade & Investment (UKTI) and the Manufacturing Advisory Service (MAS) have launched the Reshore UK policy to provide the right support for organizations within Made in the UK. (GOV.UK, 2014)

[bookmark: _Toc8421324]2.1.2 Slowdown in economic growth
According to BBC NEWS (2019), UK economic growth slowed in the three months to November 2018 and expanded at a weakest rate of 0.3% in six months. According to analysis, in addition to the uncertainty of Brexit, another factor that adversely affects UK economic growth is the trade war between China and the United States. After the outbreak of the trade war, Chinese consumers, one of the world's largest markets, showed a clear negative attitude.

[bookmark: _Toc8421325]2.1.3 Social trends
Compared to formal wear, the British prefer to choose casual wear. According to research, only one in ten employees wear suits. According to a survey of 2,000 people, more than 20% said that casual wear is more representative of personality, and more than 50% said that casual wear is more affordable and less expensive to maintain. (Bailey, 2018)

[bookmark: _Toc8421326]2.1.4 Artificial Intelligence
Artificial intelligence has always been the cutting-edge product of science and technology for civilian use. It means efficiency and low cost, which is what all entrepreneurs dream of. For the widespread use of artificial intelligence, the British government has always maintained a supportive attitude. Setting up billions of pounds of rewards and increasing the number of special talent visas has helped the UK become a world leader in the artificial intelligence industry. Although 30% of jobs in the UK are threatened, it is expected that productivity in the UK can be increased by 30% and capital outflows can be saved by 25%. (Armstrong, 2018)

[bookmark: _Toc8421327]2.1.5 Production of textiles and greenhouse gases
The source of the textile may be plants, animals and crude oil. Every step in the production of textiles has an impact on the ecological environment. The apparel and footwear industry currently account for 8% of global greenhouse gas emissions, almost equal to the entire EU, and it is growing. Therefore, in order to protect the earth's ecological environment, producers and consumers should be more ethical. (Taylor, 2018)

[bookmark: _Toc8421328]2.1.6 Law of Right of Repair
Some states and the European Union are considering implementing a law requiring manufacturers to repair goods. Manufacturers must provide replacement parts and repair them if necessary. The law aims to reduce waste of resources, the amount of waste, and urge manufacturers to produce reliable products that are easy to maintain. The British government is also supporting the plan. Although the UK is about to launch the EU, in order not to affect trade, standards such as manufacturing must match the EU. (Cockburn, 2019)

[bookmark: _Toc8421329]2.2 Porter's five-force model analysis
Porter's Five Forces is a model for analysing the external environment in the target enterprise's micro-environment. It is used to identify and analyse the five competencies of the target industry and to help identify the strengths and weaknesses of the industry. These five competencies are Competition in the industry, Potential of new entrants into the industry, Power of suppliers, Power of customers and Threat of substitute products. (Chapplepw, 2019)
For Hiut, only the luxury industry can guarantee its handmade concept and earn enough money. The luxury goods industry is tempting because it is one of the most rewarding industries, but at the same time the risks are high.

[bookmark: _Toc8421330]2.2.1 Competition in the industry
In the past decade, the British jeans market has changed frequently in terms of brand, material and style. According to statistics, in 2014, the top 20 brands of British jeans accounted for 44% of the value of the industry, and 71% of the top 20 brands represented fast fashion retailers. It is clear that the UK jeans market is becoming more and more polarized, super quality and super cheap. Therefore, it is easier for British jeans practitioners to make money in the high-end market and the low-end market. In other words, the mid-end market for British jeans is highly competitive. (Rendle, 2015)
Impact on Hiut: Small

[bookmark: _Toc8421331]2.2.2 Potential of new entrants into the industry
For all practitioners in the UK apparel industry, the biggest threat is the emerging model of “fast fashion”. Take PrettyLittleThing as an example. This retailer targeting young women was founded in 2012. Because the target markets of teenagers and twenties were snapped up, PrettyLittleThing's sales soared 400% to £17 million in the 12 months to the end of February 2016. PrettyLittleThing masters the fast-paced lifestyle of young people and provides them with cheap but depleting fashion products, and most of the less affluent young people are willing to pay for it. (Wood, 2016)
Impact on Hiut: Large

[bookmark: _Toc8421332]2.2.3 Power of suppliers
As a supplier of jeans, their power is weak. Although the jeans sold in the market are graded, the denim as a material does not differ much. Moreover, making denim is not a technical job. Therefore, jeans producers tend to choose cheaper suppliers. Thousands of Chinese organizations have helped British high street stores offer cheap and cheap fashion for jeans that cost less than £10. However, due to the rising cost of denim produced in China, buyers are more willing to choose products from other Southeast Asian countries. (Moore, 2011)
Impact on Hiut: Small

[bookmark: _Toc8421333]2.2.4 Power of customers
Consumers of luxury goods have more power. The luxury industry's fault tolerance rate for brands is small, because consumers of luxury goods are much less tolerant of substandard products than consumers of lower-standard products. And luxury goods are difficult to achieve consumers repeat the same product. This can lead practitioners to over-invest in certain areas. But once the brand has established contact with the customer, they will be more loyal. (Coleman, 2016)
Hiut has to deal with an important negative problem while winning overseas orders. The product return rate is as high as 14%. The reason for consumers to return is that the product is not suitable. (Smale and Brosnan, 2017)
Impact on Hiut: Large

[bookmark: _Toc8421334]2.2.5 Threat of substitute products
As a luxury producer, ensuring customer loyalty is paramount, so they don't have to worry about the loss of consumers. But they have been plagued by piracy. According to the European Union Intellectual Property Office (EUIPO), due to illegal trade, the annual European clothing and accessories company was infringed and lost €26.3 billion, slightly less than 10% of its sales. But for luxury producers, the biggest loss is that they not only have to deal with the public opinion caused by piracy, they also lose potential users who choose to pirate because they can't afford genuine. (Blog.crispthinking.com, 2019)
Impact on Hiut: Large

[bookmark: _Toc8421335]2.2.6 Stakeholders
Freeman (1984) defines the stakeholder as a group that does not have their support and the organization will not exist. Such as employees, customers, suppliers, financiers, communities, governmental bodies, political groups, trade associations, and trade unions.
For Hiut, the most affected stakeholders are employees. Located in the west of Wales, Cardigan is a small town with a population of only 4,000. For nearly 40 years, a factory in the town produced 35,000 pairs of jeans per week for British retailer Marks & Spencer. But in 2002, the plant closed 400 jobs because production was transferred to Morocco to reduce costs. If they don't have Hiut, they will still be unemployed. (Smale and Brosnan, 2017)

[bookmark: _Toc8421336]2.3 SWOT matrix
The SWOT matrix is a method used to analyze the microscopic environment. SWOT is an acronym for Strengths, Weaknesses, Opportunities and Threats. The strengths and weaknesses are often related internally, while opportunities and threats often focus on the external environment. (Mindtools.com, 2019)
For Hiut, only Strengths and Weaknesses can be evaluated. Because it is not a public company, the data used by many Opportunities and Threats cannot be verified.
[bookmark: _Toc8421337]2.3.1 Strengths
Hiut's Strengths is an existing skilled workforce with a long history of jeans production culture. Skilled employees can guarantee Hiut's philosophy and efficiency at the same time. The culture of the location can prove the quality of Hiut's products, which saves a lot of publicity fees for Hiut. What Hiut has to do is to increase the coverage area of the advantage. For example, the expansion of apprenticeships allows skilled but older employees to be responsible for the teaching of apprentices, both to reserve talent for the organization and to avoid overworked by older employees at the time of production. (Smale and Brosnan, 2017)

[bookmark: _Toc8421338]2.3.2 Weaknesses
	The disadvantage of Hiut is that the scale is too small, and the handmade jeans with a weekly output of about 100 are difficult to meet the order. Although Hiut's jeans are in short supply, this affects the development and promotion of new products. It is difficult for consumers to pay for the same luxury goods repeatedly. In order to ensure the purchasing power of consumers, the organization must increase the types of products. To ensure profitability and innovation at the same time, Hiut has to expand the recruitment of workers. Of course, new workers don't have too many opportunities to produce products. They need to practice repeatedly. The immediate contribution they can make to the organization is to provide materials for skilled employees and reduce the time lost. (Cvetkovic, 2018)


[bookmark: _Toc8421339]3.0 Marketing Strategy
[bookmark: _Toc8421340]3.1 Aim and Objectives
Aim is the overall intent of the project, which means what is being studied. Objectives is a concrete step to implement a project, which means how to do research. (Thomson, 2014)
For Hiut, Aim is increasing the number of users. Objectives is to recognize their own advantages, expand their own advantages, and target their target groups.

[bookmark: _Toc8421341]3.2 Segmenting-Targeting-Positioning (STP)
STP is a framework for market segmentation. STP is an acronym for Segment, Target, and Position, respectively. STP is market segmented in chronological order. First, the market segmentation of customers according to common characteristics and needs helps to effectively serve different groups. Then, by segmenting the segmented market through profitability, this helps determine the market segments that are worth developing. Finally, positioning the product through the customer's needs helps maximize the benefits. (Mindtools.com, 2016)

[bookmark: _Toc8421342]3.2.1 Market segmentation
Hiut has been targeting the top market since its inception. At first, Hiut had only two different styles, priced at £130 and £230 respectively. In order to guarantee that the process can stand up to this price, Hiut plans to produce only 30 pieces per week. But Hiur received a six-month order in the first month, which was based on no ads other than social media and newspaper articles. (Connor, 2013)

[bookmark: _Toc8421343]3.2.2 Target customer group
For Hiut, their target users are middle-class and wealthy classes influenced by the royal family. In January 2018, Meghan, Duchess of Sussex and Cardiff, Prince Harry and Duke of Sussex wore black jeans from Hiut. Under the influence of the royal effect, consumer demand for Hiut surged, and the small company was forced to move to a larger factory to respond to orders and a three-month waiting list. (Klerk, 2018)

[bookmark: _Toc8421344]3.2.3 Positioning products
Hiut has positioned itself as a light luxury, and it does. The Hiut team's masters produce about 100 pairs of jeans a week, each working hard to achieve the concept of "do everything you can." The fine production and the scarcity of the handmade make the jeans it produces match the price. (Cvetkovic, 2018)

[bookmark: _Toc8421345]3.3 Marketing Mix
Marketing mix is ​​a set of actions and strategies that an organization uses to promote its brand or product in the marketplace. The classic marketing mix includes ​​Product, Price, Place and Promotion. Products are items or services that are used to meet customer needs. Price is the money that the consumer pays for the product. Place is the organization that provides access to customers. Promotions are stimulating consumers to buy products. (McCarthy, 1960)
Later, People, Process and Physical evidence were added. People are employees in the organization that serve consumers. Process is the process of the service. Physical evidence is to materialize the service. (Booms and Bitner, 1981)

[bookmark: _Toc8421346]3.3.1 Product
Hiut's products are light luxury jeans featuring quality, scarcity and handmade. Hiut implements the “Do one thing well” concept when producing jeans, which helps users to recognize products. (Hiutdenim.co.uk, 2019) Maintaining the loyalty of subscribers is a very important thing for luxury producers, so Hiut is advised to stick to the current philosophy.

[bookmark: _Toc8421347]3.2.2 Price
Hiut's products are priced from £150 to £340. As a competitor in the industry, most producers' jeans are priced at $300. (Wilson, 2009) Therefore, it is recommended that Hiut retain existing products and develop some higher-priced products. But the premise is that quality and design should be better.

[bookmark: _Toc8421348]3.2.3 Place
Hiut's factory is in Cardigan, Wales. This town was once the M&S jeans factory, but 10% of the 4,000-person town was unemployed due to cost issues. After many years, local couple entrepreneurs David and Claire Hieatt built Hiut with the remaining expertise in the area. Hiut's success proves that the town's jeans production technology is still recognized. (Walker, 2012) Therefore, it is recommended that Hiut choose Cardigan's factories and employees when expanding the factory, which allows consumers to understand the quality of the goods they purchase.

[bookmark: _Toc8421349]3.2.4 Promotion
Hiut invites subscribers to participate in an off-network event it hosts. This activity helps to build a stable consumer base. This activity is more suitable for Hiut than sharing users with other big brands through joint products. Because for Hiut, the story of the product is more attractive to consumers. (Denim, 2019) Therefore, it is recommended that Hiut organize such events to promote.

[bookmark: _Toc8421350]3.2.5 People
Hiut's masters are employees who serve customers. Hiut was founded ten years after the collapse of a large jean factory in Cardigan. When people thought that the skills of senior employees were unfamiliar, Hiut proved the value of senior employees with its success. Every master at Hiut can use 75 different crafts to make jeans. (Business Wales Skills Gateway, 2019) Therefore, it is recommended that Hiut first consider experienced and experienced employees when adding jobs, who can skillfully apply skills and guide newcomers.

[bookmark: _Toc8421351]3.2.6 Process
Hiut is now facing a threat that it is difficult to query its customer service data on the network. Probably because it is a small organization, limited staff and scarce output allow them to integrate customer service into other departments. This is a negligence that should not be seen, because the lack of professional customer service means that Hiut is difficult to respond to user comments and suggestions in a timely manner. When consumers feel that they are not respected, they will no longer pay for Hiut's products. This is very serious for newcomers in the light luxury industry. Therefore, it is recommended that Hiut quickly set up a professional customer service team.
[bookmark: _Toc8421352]3.2.7 Physical evidence
For Hiut, the best physical evidence is to produce quality jeans. As consumers of an organization that promotes through social media, they need to convince themselves that everything described by this strange organization is real. Online retailing reduces the cost of physical storefronts, but it also increases the suspicion of potential customers. Because the time they touch the goods will be extended. Therefore, it is recommended that Hiut pay more attention to reducing the return rate.


[bookmark: _Toc8421353]4.0 Implementation and Budget
[bookmark: _Toc8421354]4.1 Suggested changes
As mentioned in the marketing mix section, 
Hiut should maintain the following aspects: the concept of insisting on the production of high-quality jeans, the use of Cardigan's factories and employees; 
the areas that should be developed are: high-quality products with better research and development quality and better design. Activities to cultivate user loyalty, priority to recruit older employees with jeans production experience; 
areas that should be improved are: set up a professional customer service team to reduce return rate.

[bookmark: _Toc8421355]4.2 Plan for change
In order to match the changes, I made a one-year plan.
· Producing quality jeans is the philosophy of the organization and needs to be maintained throughout the year.
· Research and development is concentrated in February, May, August and November, respectively, launching new products for the four seasons
· First set aside a fee for factory expansion, and wait for the price to be appropriate.
· Employee expansion is in March, June, September and December, matching new listings, replenishing labor for a potentially large number of orders
· The meeting will be held at Christmas and Easter to attract tourists in the name of travel.
· Hire customer service for the whole year
· Reduce return rate for the whole year


[bookmark: _Toc8421356]4.3 Changed budget
For the changes in different aspects, I made a budget, as follows
	Research and development 
	£10,000

	Staff expansion 
	£20,000

	Factory expansion 
	£40,000

	Meeting 
	£5,000*2

	Customer Service
	£10,000

	Reduce return rate
	£10,000

	Totally
	£100,000.






[bookmark: _Toc8421357]5.0 Evaluation and Recommendations
[bookmark: _Toc8421358]5.1 Evaluation methods
	To evaluate the viability of the product, three methods are used. First of all, Ansoff Matrix is used to predict the market in which the product is to enter, and then Generic Competitive Strategies is used to judge the competition of the product in the market. Finally, the Product Life Cycle Curve is used to determine the status of the product.
[bookmark: _Toc8421359]5.1.1 Ansoff Matrix
The Ansoff Matrix (Ansoff, 1957) is a model that is critical to strategic marketing programs. Organizations can use it to find opportunities for products to increase revenue in the marketplace. The Ansoff matrix provides four strategies for different situations:
· Market Penetration, selling existing products to existing consumers
· Market Development, opening up new markets with existing products
· Product Development, selling new products to existing consumers
· Diversification, selling new products to new consumers
 [image: C:\Users\Administrator\AppData\Roaming\Tencent\Users\1516012692\TIM\WinTemp\RichOle\U~BDK{FM2F7A1T4NL`E(%Q0.png]
Source from: https://www.smartinsights.com/marketing-planning/create-a-marketing-plan/ansoff-model/
[bookmark: _Toc8421360]5.1.2 Generic Competitive Strategies
Porter suggested that there are three basic competitive strategies: Overall market leadership, Differentiation and Focus. Companies must choose one of them as the dominant strategy to compete effectively in the environment. Companies must have one of three conditions that minimize production costs, have features that competitors do not have, and focus on serving a particular market segment. After development, a Cost Focus strategy was derived. Here, companies seek low-cost advantages in only one or a few market segments. (tutor2u, 2019)
[image: C:\QQ\1516012692\FileRecv\MobileFile\Image\YCGZ(32LVYJD}B4F)BR0BU7.png] Source from: https://www.tutor2u.net/business/reference/porters-generic-strategies-for-competitive-advantage

[bookmark: _Toc8421361]5.1.3 Product Life Cycle Curve
Product life cycle theory is an important concept of marketing, which describes the process from the time a product is planned to be sold until it disappears from the market. For different products, their peaks and times are different. Some continue to grow, and some fall quickly. (tutor2u, 2019)

There are five main stages in the product life cycle:
1. Research and development - this is the stage before the product is available, at which stage the product is usually losing money.
2. Introduction - This is the stage of promoting the product
3. Growth - This is the fastest growing period of sales of products
4. Maturity - Sales peak at this stage, but the growth rate drops
5. Decline - This is the final stage of the cycle, sales begin to decline

[image: C:\QQ\1516012692\FileRecv\MobileFile\Image\UGTQY1]@$_GFUZPC)GU$RJ1.png]
Resource from: https://www.tutor2u.net/business/reference/product-life-cycle
[bookmark: _Toc8421362]5.2 Recommendations
The jeans produced by Hiut are an existing product, and its consumers are still in the presence of jeans. Therefore, through the Ansoff matrix, Market Penetration is the strategy that Hiut will use before entering the market. In order to increase the sales of jeans, Hiut can make more people until the brand by increasing the number of ads placed on social media. The more people you know, the more people are willing to buy, and the sales of products increase.
The target market for jeans produced by Hiut is the market for light luxury products. In the British jeans business environment, the competition between high-end jeans manufacturers is not particularly obvious. Therefore, Hiut can increase consumer loyalty by focusing on the culture of the product. Hiut now always says something about the recovery of Cardigan's jeans industry with its help. This is a good direction and it is recommended that Hiut update some of the stories after the recovery.
It can be seen from the Product life cycle theory that Hiut now has the recognition of the masses and the support of the government, so Hiut is in the Growth stage. For luxury goods, sales are easily diminished by changes in fashion trends. For Hiut, the best way to extend the product lifecycle is to explore new markets, such as selling products to overseas markets.


[bookmark: _Toc8421363]6.0 Conclusion
In this report, the PESTEL analysis method is used to determine the macro environment of the British manufacturing industry. The micro-external environment of Hiut is determined by Porter's five-force model. The advantages and disadvantages of Hiut are analyzed through SWOT matrix.

Then Hiut's Aim was determined to increase the number of users and how the Objectives increase the number of users. The Hiut market, user groups and products are identified through the STP framework. Suggestions for Hiut's Product, Price, Place, Promotion, People, Process, and Physical evidence are separately provided by Marketing Mix.

Finally, integrate the advice from Marketing Mix and define a plan for Hiut to execute and anticipate the budget. Through the Ansoff matrix, Porter's general competitive strategy and product life cycle curve measure changes and propose improvements.
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