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1. [bookmark: _Toc7722019]Introduction

1.1. [bookmark: _Toc7722020]Report Remit

In this report, there will be a marketing communications plan created for the company Hiut Denim, a premium quality denim brand based in Cardigan, Wales (Hiut Denim, 2011). There is a budget of £5 million. The report will be using the Fill marketing communication planning framework (Fill, 2013) for a guideline.
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[bookmark: _Toc7721971]Figure 1‑1 The marketing communications planning framework by Chris Fill (Fill, 2013).

Introduction
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2. [bookmark: _Toc7722021]Context Analysis

“A context analysis is the starting point for any determination of strategic direction must be a comprehensive and thorough analysis of the background situation along a number of dimensions.” (Fill, 2003, p. 23)

There are four main contextual areas in the context analysis which are internal, external, business and customer. The analysis is very important as it presents information and clues about what the promotional plan that needs to achieve. (Fill, 2013)

2.1. [bookmark: _Toc7722022]The business context

“The business context is including corporate and marketing strategy and plans; brand or organisation analysis and competitor analysis.” (Chaffey, 2012, p. 448)

2.1.1. [bookmark: _Toc7722023]The Market explained 

Hiut denims are in a clothing market, more specifically the denim market. Although Hiut Denim are competing in the denim industry, their market can be narrowed down to be competing in a premium denim market. This is because Hiut Denim believe their products are of the highest quality. They are not the only brand that are described as premium though, so they are up against competition. 

2.1.2. [bookmark: _Toc7722024]The Competition

Hiut Denim are high price for a premium quality product. Their competition would be with companies such as Levi’s, Patagonia, Diesel as these are some of the most popular brands and are known for their high-quality jeans, as well as other products. (Halls, 2017) These companies also sell premium quality denim for a high price, which makes these companies a direct competitor for Hiut Jeans. The competitors that are mentioned have a similar goals and objectives, which is to become a global brand, and the way that they are doing this is by associating themselves with a certain meaning, such as a hobby. Patagonia have associate themselves with people who like to do active activity’s such as hiking and cycling. Levi’s have done this by associating themselves with rebellious youths. (History of Advertising Trust, 2016) These brands already have well-known names and logos and are recognised by the majority of the population. Although their weaknesses are staying relevant with the fast-changing trends of today’s fashion, which is something that Hiut Denim will also find difficult to do. 

2.1.3. [bookmark: _Toc7722025]The Supply Chain

As a company the produces clothing there will be a need to many materials and equipment to be able to produce their product. On the website of the company, is states that the denim comes from one of two mills, one from Turkey for their organic denim, and one from Kuroki, a mill in Japan for their selvedge denim. In order for the workers to create the jeans, the company needs to supply the equipment needed for them to use. All their equipment used to make the products are located within their factory. Hiut use FedEx as their courier for deliveries, and this is the only company they use. Reviews of the company on Google show that customers are satisfied with the product they ordered but are very unhappy with the delivery service because of the length of time it takes to receive their package. This could be a result of the grandmasters not being able to keep up with their orders, or a result of poor carriage by the delivery service. This may need looking further into as a change in delivery service may improve customer satisfaction rates. 
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[bookmark: _Toc7721972]Figure 2‑1 The disintermediation of a consumer distribution channel. (Chaffey & Ellis-Chadwick, 2016)

Hiut Denim are using ‘B’ from the consumer distribution channel in Figure 2-2, as what they produce directly goes to their intermediaries. They do not have any wholesaler of their product as they only make a small number of jeans per week. Although, this is not the only channel they are using in the figure. They are also using the ‘C’ channel, as they sell online, they are selling directly to the customer, which skips the wholesaler and retailer. 

2.1.4. [bookmark: _Toc7722026]Intermediaries

[bookmark: _GoBack]Hiut Denim have an online website where customers are able to buy products, or have their sizes requested to be made. The customers are able to have the products shipped globally, not just the UK, which give the company an opportunity to expand their customer base, which will result in increased profits. In addition to having the online store, Hiut have thirteen stockists in Wales, England, Northern Ireland and Germany. Having only thirteen stockists in Europe means that Hiut have decided to have a selective distribution plan. This may not be through choice but finding intermediaries that will sell such expensive jeans is tough, as it means they may not sell a lot of them. 

2.1.5. [bookmark: _Toc7722027]Other Stakeholders

Stakeholders of the business include the shareholders, of which there is a small amount. Another stakeholder of the business is the local community. Cardigan is a town that has a history of jean making and having employees that work around the area means that local businesses may improve. The company have not had any loans from any bank. More stakeholders of the company will include the local government and the media.

2.2. [bookmark: _Toc7722028]The Customer Context

“Customer context including dimensions of segment characteristics; levels of awareness; perception and attitudes towards the brand or organisation; level of involvement; types of perceived risk and influence of different members of the decision-making unit.” (Chaffey & Ellis-Chadwick, 2016, p. 442)

2.2.1. [bookmark: _Toc7722029]Market Segmentation

The market segmentation for Hiut Denim will be looked at in-depth with Demographic, Psychographic and Behavioural variables. (Kotler, et al., 2008) The target audience for the jeans they make are for male and female adults, as there are no children’s sizes available. As the prices of the jeans are on the high end, the customer will need to have a high disposable income. Other demographic categories are less focused as targets. In the psychographic section, the social class of the customer is working class and above, due to the cost of the product. Finally, behavioural segmentation. The purchase occasion would definitely be for regular occasions as Hiut jeans are made for daily wearing and made to last a lifetime, which also means they are targeting a heavy user. The benefits that the customer gains from purchasing a pair of jeans are quality and service. The target customers are new and existing customers, as they attempt to convince potential buyers that a pair of Hiut jeans are an investment. The existing customers may want to expand their wardrobe and Hiut will also need to convince these customers to come back, which means that they are also hoping a strong loyalty between brand and customer. 

2.3. [bookmark: _Toc7722030]The Internal Context

“An organization’s internal context includes all of the internal environmental
parameters and factors that influence how it manages risk and tries to achieve
objectives. It includes its internal stakeholders, its approach to governance, its
contractual relationships, and its capabilities, culture, and standards.” (Praxiom Research Group, 2018)

Hiut jeans, although a new company has a lot of heritage. Being based in a town that has been known to make jeans in the past, they have skilled workers within the company showing the quality of the products. They state on their website that they will only make jeans, as that is their speciality. The internal communications are not good because they have old technology in use. The company need to improve the internal communications as it is very important for everybody to say up to date with the company’s plans. There will need to be an improvement to the intranet and systems which will keep everybody up to date simultaneously. Their shareholders understand that building a global brand is not going to be easy, which is why Hiut only have shareholders that think in the long term and not want to take over the company. Because their shareholders that believe in this business, they have a good financial backing. (Hiut Denim, 2011)


2.4. [bookmark: _Toc7722031]The External Context

An organization’s external context includes its external stakeholders,
its local, national, and international environment, as well as any
external factors that influence its objectives. (Praxiom Research Group, 2018)

2.4.1. [bookmark: _Toc7722032]Political

Hiut jeans will have to take into consideration trade with countries in the EU due to Brexit. As a hard Brexit would result in having to pay to be able to trade in the EU, and this means that an increase in prices would happen for those living in the EU who want to purchase a product. (Adegeest, 2019) Hiut Denim will also need to follow the tax laws in the UK and also in the other countries that they are going to be selling their products, online or offline. 

2.4.2. [bookmark: _Toc7722033]Economical

There are number of things will need to be taken into consideration in the economical section. As Hiut Denim are operating in the UK and also in the EU in intermediaries, one of the things that needs to be considered will be the exchange rates of the products and supply to other countries. (Camarda, 2017)

2.4.3. [bookmark: _Toc7722034]Social

Social factors are important to any clothing company. The company will need to keep a close watch on trends that the younger generation of the target market re buying and what they want, as recently the trend has been ripped or distressed jeans which the company does not produce. Another thing to consider with social factors is that some cities have high pay rates compared to other cities around the country, which means that the standard of living will be a large factor on where the best locations to target due to the price on the products. (Profitable Venture Magazine, 2014)

2.4.4. [bookmark: _Toc7722035]Technological

There are many things happening within the world of technology, most of these can be used within a business. One of which is the rise of big data, which can be used to find out buying trends and patterns in the target market. Finding information like the ones mentioned can have a positive influence on when Hiut start their pull strategies in order to maximise sales. (Shamir, 2018) Another factor is the computer software that is becoming available, which can help quickly create new designs for the jeans.

Context Analysis
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3. [bookmark: _Toc7722036]Marketing Communication Objectives

“Communication Objectives are - as the name suggests – the process of setting targets for communication. They describe the target that you want to reach with your planned actions. By formulating this in advance, it can ultimately be evaluated whether the desired target is reached.” (Muilwijk, 2015)

3.1. [bookmark: _Toc7722037]Corporate Level

· To be a top ten premium denim brand in the UK by June 2020

3.2. [bookmark: _Toc7722038]Marketing Level

· To increase sales by 15% by June 2020

3.3. [bookmark: _Toc7722039]Marketing Communications Level

· To raise brand awareness from 10% to 20% by June 2020 

· To improve Hiut Denim market share in the UK from 4% to 10% by June 2020 

· To increase sales through intermediaries by 10% by June 2020

3.4. [bookmark: _Toc7722040]Positioning

The positioning of a brand or product is a strategic process that involves marketing the brand or product in a certain way to create and establish an image or identity within the minds of the consumers in the target market. (Wilkinson, 2013)

3.4.1. [bookmark: _Toc7722041]Perceptual Map

[image: ]
[bookmark: _Toc7721973]Figure 3‑1 Perceptual map of Hiut Denim and some of their competitors

3.4.2. [bookmark: _Toc7722042]Positioning Statement

Hiut Denim provides men and women ages 18-35 with the highest quality jeans from the best denim materials from across the world. Hiut Denim jeans are an investment for the buyer.

 
‘With Hiut Denim, one pair will last you a lifetime’


Marketing Communication Objectives

4. [bookmark: _Toc7722043]Promotional Strategies

Promotion is the part of marketing where you advertise and market your product, also known as promotional strategies, through it you let potential customers know what you are selling. (MarketingMix.co.uk, 2015 )

4.1. [bookmark: _Toc7722044]Push Strategy

The Push strategy will be focused on improving our presence in our intermediaries’ stores. The company will be sending the other stores signs and poster to put in their stores. This will include signs for our promotion for customers to bring their old jeans to receive a discount on a pair of Hiut Denim jeans. Providing the other stores with these posters will gain more awareness through the stores. There will also be signs provided with Hiut Denims owl logo on for promotions such as 10% off sales. In order to create a better relationship with the intermediaries, the employees will be given an option to receive a pair a jean for free paid by Hiut Denim. This will be offered once a year at one time only and will not run throughout the year. 

4.2. [bookmark: _Toc7722045]Pull Strategy

The Pull strategy will be focused on raising brand awareness and making Hiut Denim a well-known brand. The first step in order to do this is to contact a market research agency to conduct research to find out our brand awareness at present time. Once this has been completed there will be advertising and promotion within the UK. The advertising and promotion will include social media campaigns, billboard advertising and sale promotions. The social media campaign will consist of increasing engagement with users and delivering content that their followers are interested in. By doing this, it will increase the brand awareness (Chaffey, 2018) without direct cost to the budget, as employees of the company will be behind it. There will be billboards which will be placed in high income areas such as London emphasising Hiut Denims quality of jeans. A start of a promotion to bring old jeans to one of our intermediaries to receive a discount of 10% off the retail price of a pair of our jeans to encourage a recycling campaign. Because Hiut only have intermediaries in Cardiff, Yorkshire, London, Salisbury, Cardigan and Belfast, the advertising for this promotion will only take place within these places. The company will also plan to do a collaboration with a celebrity, as this will increase brand awareness and potentially increase profits. (EditorGuidedSellingBlog.com, 2016) The celebrity in mind would be Meghan Markle, because recently she has been seen wearing a pair of Hiut Jeans without being paid by the company. The collaboration would include her designing her own pair of jeans once a month for three months and only a limited amount will be available. This should increase demand for the product and increase the percentage of first-time buyers. (Luth Research, 2016) There will also be a paid celerity sponsored post on Instagram, and David Beckham has been chosen because of the number of followers he has and his impact in the fashion industry.

4.3. [bookmark: _Toc7722046]Profile Strategy

The profile strategy is going to focus on creating reputation. Hiut Denim will begin to sponsor events such as the Scottish Surf Championships and the Wave Project Summer Surf event. The reason for sponsoring these events is to attract a new customer base that most denim companies do not consider targeting. The company will also sponsor a smaller event called Can we have sustainable fashion. By sponsoring this event, the company will gain a reputation of pushing sustainable clothing and being eco-friendly. In addition to sponsoring these events, Hiut Denim will reduce plastic usage on their products and encourage recycling of clothing, which links with the promotion of returning jeans in order to receive discount. This will be done to make sure all old clothing are reused or recycled properly. By having sponsored posts and have a celebrity collaboration, the brand will gain popularity by being associated by these people. Due to the rising popularity of these jeans the brand will gain an image of being a good quality product that is worth the price tag.

Strategies
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5. [bookmark: _Toc7722047]The Promotional Mix

“The promotion mix is the specific mix of advertising, sales promotion, public relations, personal selling and direct marketing tools that the company uses to persuasively communicate customer value and build customer relationships.” (Kotler, et al., 2008)

5.1. [bookmark: _Toc7722048] Gantt Chart

[image: ]
[bookmark: _Toc7721974]Figure 5‑1 A Gantt chart showing the task that are going to be set and when they will start and end, and the cost to complete each task

Promotional Mix

6. [bookmark: _Toc7722049]Implementation

6.1. [bookmark: _Toc7722050]Manpower 

All of the tasks will be completed by in-house employees, and will require the public relationship team, direct marketing and the sales team. The only time an external agency will be used is for the TV advertisement, for the production and the airing of the advert and for the radio adverts, also for the production and the airing of the advert. The expense of both of these tasks is included in the agency fees of Figure 5-1. 

6.2. [bookmark: _Toc7722051]Materials

All materials needed will be provided by Hiut Denim. 

Implementation

7. [bookmark: _Toc7722052]Control and Evaluation

“Control is the stage in the marketing planning process or cycle when the performance against plan is monitored so that corrective action, if necessary, can be taken.” (Jobber, 2010, p. 59)

7.1. [bookmark: _Toc7722053]Control 

The marketing communication objectives that have been included in this report will need to be regulatory monitored. There will be meetings held on the last Friday of every month in order to monitor the progression of the objectives. In planning these meetings once a month, the people in attendance will be able to have frequent updates and information on the progress of the marketing plan. The attendees of these meetings will be the CEO of the company, the accounts manager on the company to provide financial statements and the shareholders of the company. For the months that the TV adverts are on air, the account executive of the agency will also be in attendance. 

7.2. [bookmark: _Toc7722054]Evaluate

7.2.1. [bookmark: _Toc7722055]Objectives

In order to evaluate the objectives, they will need to be updated every month. The brand awareness percentage will need to be tracked monthly and compared to the months before to be able to see if there has been any improvement. At the end of the year, the final percentage will be compared to the starting percentage to be able to see if the objective has been met. There will need constant monitor on the premium denim brands in the UK, keeping an eye on new entries to the market and also making sure to monitor the more known brands new releases to keep up to date with new trends. Evaluating the intermediary’s sales will down to analysing the company’s current sales through intermediaries combined, and at the end of the year compare the final number with the starting point, which will show an understanding on if the push strategies were successful or not. 

7.2.2. [bookmark: _Toc7722056]TV Advert Evaluation

In order to evaluate the success of television advert, the product sales and brand awareness be needed recorded before any of the adverts are aired. Once the adverts have been aired, there will be a comparison of the before and after figures of the sales and the brand awareness. The TV advert will be a success if figures from both are increased. 
Control and Evaluation
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Jan Feb Mar Apr May June July Aug Sept Oct Nov Dec Cost (£)
TV Advertisment 725,000
Social Media Campeign 60,000
Billboards 52,308
Newsletters (email) 12,000
Sponsorship 90,000
Magazine Adverts 30,000
Employee Clothing 5,000
Celebrity Sponsored Posts 1,000,000
Celebrity Collabarations 750,000
Agency Brand Awerenss Reseearch 15,000
Agency Fees Inc. TV Fees Total 120,000
Improved Internal Communications 30,000
Radio Adverts 40,000
Total 2,929,308
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