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Industry Background 

The European continent has two fashion gathering places in Milan and Paris. On this continent, Europeans reinterpret the denim style and crown the cowboys with the title of “fashion”. European denim representative brands include Diesel, Dsquared2, G-STAR, Replay, Nudie Jeans, Miss Sixty, D&G, etc. Many luxury brands such as Versace, Armani, Dolce & Gabbana, and Dior are paying more and more attention to the different levels of consumerism brought about by denim clothing. (Davies 2008)

At present, in China's domestic denim market, first-line brands are still occupied by international brands, second-tier brands include some domestic brands and international extended brands, the final one is third-line brands.

First-line brand. International brands firmly occupy the main shopping malls and commercial areas of large and medium-sized cities. They are culturally occupied with product development and design, brand culture and terminal image, and focus on cultivating high-end consumer loyalty. These jeans brands have achieved a high international brand status in the world, occupying the absolute mainstream high-end. They mainly use brand culture for marketing. Their market development is mainly self-operated, chain and agent. Second-line brands and domestic and international extension brands. Domestic professional jeans manufacturers, through years of hard work, use their own advantages to enter the market, began the road of self-made brand, have certain industry advantages, but also have the problem of brand influence and lack of appeal, which represents Sex brands include Jason Wood and others. Compared with the first-line brand, the second-line brand is relatively inexpensive, has a certain image base in the market, and has its own resource advantages in technology and development. Third-line brand. These brands are mainly based on agent wholesale in the market. Their target markets are some low-end retail markets such as individual stores and clothing retail markets. These brands are basically still in the imitation stage, with low profits and large sales of single products. The advantage is the price. (Wu 2006)
According to China's domestic denim clothing consumption data, 90% of consumers worldwide have at least one pair of jeans. According to the "2018-2023 China Denim Ready Market Prospects and Investment Opportunities Research Report" released by the China Business Research Institute, the overall growth of China's denim ready-to-wear retail market is stable. (Jin 2010) In 2016, the per capita consumption of Chinese denim garments is equivalent to that of American denim garments. About 8.0% of consumption. In China, the mass market has the highest overall market for denim garments, reaching $133.3 billion in 2016, accounting for 49.1% of the retail value of the Chinese denim retail market. (Tzeng 2016) According to the data of China Merchants Research Institute, benefiting from the steady growth of China's economy, the size of China's denim garment retail market will reach 293.9 billion yuan in 2018. (DeLong 2018)

The survey shows that although the production of denim and jeans produced in China ranks first in the world, the per capita jeans of Chinese consumers are not the most, with only 4 per capita (the global per capita possession is 7). Chinese consumers have 2 denim shorts, shirts, jackets and skirts, each of which is flat or slightly higher than the world average. (Rahman 2011) Overall, the Chinese jeans market has great potential. And as time goes on, the consumption level of the Chinese people will continue to rise, which means that the spending power of the Chinese people will also increase steadily.

PEST Analysis

	Political Factor: Different national conditions, there is indeed a "wall" between China's Internet and the external network. Because some foreign countries do not abide by China's privacy policy, most of them are because there are many reactionary and unhealthy contents. (Blanchard 2015) After all, different countries have different laws, so there are technical restrictions. Another reason is national privacy, and then limit some of the paradoxes. In fact, many countries have the same restrictions on accessing the Internet as China, and the main reason is to prevent the disclosure of some secrets in the country. (Xu 2009) At the same time, national thoughts are different, and some things are not suitable for China's national conditions. If the Internet is opened, the consequences are unimaginable. Changes in the thinking of Chinese people will make it difficult for Chinese laws to be applied. Therefore, for the sake of stability and security of the country, it is necessary to ban foreign networks. (Huang 2012) For Hiut, this is a very big challenge. Social media (Facebook, Twitter, Instagram) is the main tool that Hiut uses to promote its products. Once the network is restricted, the company's publicity work will be resisted. So for Hiut, it is necessary to pay attention to the social media commonly used in China.

	Social Factor: Consumer psychology also has an impact on corporate strategy. For example, the consumer psychology of some customers is that they pursue fresh products more than they meet their actual needs during the shopping process. Therefore, companies should have different product types to meet the needs of different customers. (Maheswaran 2000) Chinese middle-aged people are the main consumer groups of jeans. The consumer psychology of middle-aged people is mainly in the pursuit of product quality. (Zhao 2014) Good quality products can bring long-term use time to customers, so customers are willing to spend money to buy products with long service life and high quality, instead of pursuing the freshness of goods. Hiut can well meet the needs of this type of customer.

	Economical Factor: In the first quarter of 2019, China's GDP grew by 6.4% year-on-year, which was flat compared with the fourth quarter of last year. (Wu 2019) In the first quarter, China's local economic stability and operation are inseparable from the transformation of development ideas. As early as the beginning of the year, the local governments gradually put down their GDP “packages” and focused their attention on high-quality development. High-quality development has also led some regions to make great strides in economic growth. (Dewey 2019) In the southwestern inland provinces, Guizhou's GDP growth rate ranked second in the country in the first quarter. The province's development has long been relatively lagging behind in recent years, and the province has focused on cultivating new industries, new formats, and new business models. (Wang 2019) Overall, China's GDP has shown a steady upward trend, which also proves that China has huge consumption potential and also shows that the consumption level of the Chinese people is also rising steadily. Chinese customers with spending power are a potential customer base.

	Technological Factor: After more than 60 years of development, information technology has penetrated into all aspects of national governance and economic operations. A large part of political and economic activities are related to the creation, collection, transmission and use of data. As network applications deepen, the impact of big data applications is growing. (Yuhao 2019) According to IDC (International Data Corporation) monitoring statistics, the total global data has reached 1.8 ZB in 2011, and this number is still doubling every two years. It is estimated that by 2020, the world will have a total of 35 ZB. (Liu 2019) The amount of data has increased nearly 20 times compared with 2011. In other words, the total amount of data generated in the last two years is equivalent to the sum of all the data in human history. (Ren 2019) Big data technology gives Hiut convenient data collection and analysis. Through big data analysis, you can quickly help Hiut analyze the status quo of the market and keep abreast of competitors' trends.


Internal Environment

The town of Cardigan on the Welsh coast of Ireland is home to Hiut Denim, a high-end jeans manufacturer. Although the town of Cardigan has a population of only 4,000, it has many historic luxury companies such as Hiut. For 40 years, the company has produced 35,000 jeans per year for British retailer Marks & Spencer. But in 2002, the production was transferred to Morocco to reduce costs. Ten years later, Hiut chose this town again. In order to reopen the factory, Hieatt hired artisans who had worked in the old factory and imported a large number of indigo denim trousers from Turkey and Japan. "In addition to Cardigan, there is no longer a town with a long history of jeans. Where is the more technical expertise than here?" founder David Hieatt said. (Rubringer 2012)
Through the understanding of the company, the author assumes that Hiut has the following advantages and disadvantages. First of all, Hiut's products are of good quality. Handmade jeans can better fit the human body curve and give customers a comfortable wearing experience. At the same time, the company's popularity is now very high, there are many fashion bloggers willing to help Hiut try on the product, to achieve the celebrity effect. And the company's social media system operates very well, which is an opportunity for more new customers to get to know Hiut.

The main disadvantage is that Hiut's products are priced higher and may not be affordable to most customers. And the company has a small number of employees, because Hiut insists on hiring old workers with rich experience in jeans making, which will result in the company's production not being comparable to other mechanized production companies. Product production is another factor that constrains the company's expansion.

Objectives

Hiut has a negative problem that needs to be dealt with. Since it is not suitable after receiving the goods, the return rate is as high as 14%. It is understood that Hiut is exploring a new technology - from the photo to accurately distinguish what size, proportion of jeans should be made. (Knowles 2015) For Hiut, it is indispensable to carry out overseas markets, and China can become the target of Hiut. Future market forecasts, due to the rise of China's middle class, the formation of an increasingly mature market in China, and the age of consumers and China's post-80s Internet users are extremely high. It is expected that the compound annual growth rate of the Chinese market is expected to reach 4%-5% by 2020. (Earls 2015)

Strategy 

Hiut should choose Foreign Direct Investment (F.D.I) as its market strategy for entering China. Hiut's products are high quality handcrafted and the company has high recruitment standards for handmade jeans makers. If Hiut wants to conduct overseas business in China and bring the same high quality products to China, F.D.I can help it. F.D.I is an investment behavior in which investors use capital for production or operation in other countries and have certain operational control rights. (Helpman 2004) This will not only help the company to establish foreign-funded enterprises overseas, but also will not lose control of overseas markets. 

Hiut's target market in China should be set in China's white-collar workers. The first and most important reason is the demand from the white-collar workers. China's white-collar workers are basically in the ascending stage of their careers. At this time, they need to show their customers and superiors a decent dress and a dedication to their careers. Hiut's high-quality hand-made jeans will bring a different experience to the Chinese white-collar workers and enhance their wear and tear in their work and daily life. Secondly, even if Hiut's price is adjusted, the overseas price will not be too low, which means that the overseas low-end market will not become Hiut's target market. And China's white-collar workers belong to a group of people who have idle funds and are willing to spend money to improve their tastes, which can match Hiut's price pricing very well. (Kwok 2015) According to the monthly income data of white-collar workers in China, the average recruitment salary in 37 major cities nationwide in 2017 was 7,789 yuan, and the average salary continued to rise. (Tang 2017) This shows that China's white-collar workers are excellent potential customers. 

Marketing mix 

The uniqueness and quality of Hiut's products means that standardisation is the best choice and a way to quickly increase product visibility.

Product 

Since Hiut chose the standardisation strategy, the company does not need to make much changes in the development of overseas markets. Not only the trousers and zippers are handmade, but in Hiut, the entire trousers are hand-stitched, so the output is extremely limited. Only about 120 jeans are produced per week. (Lofthouse 2015) Since the hand-stitched version fits the human body curve, from New York, Paris, to London, Melbourne, Hiut's jeans are loved by more and more fashionistas, delivering expensive jeans around the world. (Kidd 2015) Hiut's product line in China can follow the original series. For example, the shop men's series Selvedge Denim, Organic Denim, The Anderson and Short Run. The shop women's collection includes The Coda, The Girlfriend Jean, The Dina, The Stelsby and The Stelsby - High Waist. (Flint 2016)

Price 

Handcrafted and ritual is the concept of Hiut. Hiut's craftsmen need about an hour and a ten minutes to make a pair of jeans, while in a highly mechanized jeans company it takes only 11 minutes. And every craftsman will sign on his own jeans. (Land 2018) Hiut's founder, David Hieatt, called workers "masters" because some of them had more than 40 years of experience in jeans making. (McLaren 2017) Hiut, who uses the F.D.I strategy to enter the Chinese market, has established a joint venture in China. The cost of hiring employees is higher than that of other companies. These all mean that Hiut's product prices are at a mid-to-high end level, with an average price ranging from £200 to £280, equivalent to between RMB 1800 and 3000. The average price of Levi’s jeans in China is half the price of Hiut. (Goldsworthy 2018) It is recommended that Hiut maintain the price of the product without making too many changes. High price pricing in the Chinese market may not be comparable to other businesses, but this is another strategy for Hiut to develop the Chinese market. Attracting customers with high prices, causing customer curiosity and guiding customers into the store to browse products. Because Hiut's product value is worthy of his pricing.

Place 

First, Hiut can set up pilot markets in Beijing and Shanghai. Both Beijing and Shanghai belong to China's first-tier cities, and people's living standards are at a high level of consumption. As the capital of China, Beijing is the place of choice for every international brand. (Jiangzuo 2018) Not only because Beijing has the most potential customer base, but also opening a store in Beijing means that more Chinese customers know Hiut, which can quickly increase market awareness. At the same time, Beijing's transportation network is also very comprehensive and convenient. For Hiut, a good traffic environment is essential. (Yang 2019)

On the other hand, direct stores are a way that Hiut can choose to use to develop overseas markets. A direct store refers to a chain store directly operated by the head office, that is, a business form in which the company headquarters directly manages, invests, and manages various retail outlets. (King 2016) The management method adopted by the headquarters is to directly control all retail stores, and the retail stores must also fully accept the headquarters command. For Hiut, which has just entered a new overseas market, direct stores are the best and safest option. Because the direct store has direct control, easy operation and management, can timely and accurately implement the company's marketing philosophy, principles and policies. (Dizaji 2018) The company can directly face consumers, understand the characteristics of consumers' needs, help brand companies to obtain the most effective market information, and provide first-hand information for company decision-making. (Endsley 2017) At the same time, direct stores are also a way to achieve a standardisation strategy. Because the company has strong control over the direct store, this means that the company can directly arrange and adjust the goods in its own shop. The cumbersome process of the middleman is eliminated, and the company's products can be presented to the customer most directly. 

Promotion

Founder David Hieatt believes that if Hiut can focus on marketing to consumers around the world via the Internet, sales of products will increase dramatically. And in fact, the order on the company's website is constantly flowing. He said: "If there is no Internet, we will die within 12 weeks. But the Internet has changed everything, the Internet allows us to directly sell and maintain profit margins, and the Internet gives us competitiveness." (Emmens 2016) Therefore, Hiut can continue to use the previous Internet promotion method while developing overseas markets. China is in the midst of a period of rapid Internet development, and both young and old are familiar with and use the Internet. (Peng 2016) The channels for people to get information have also changed from the previous newspapers or magazines to the various social media. Hiut needs to be aware that Chinese customers will use more Weibo or WeChat articles to get fashion information and various store activities. (Cheng 2017) Therefore, Hiut wants to convey promotional information to Chinese customers, and needs to pay more attention about the Weibo and WeChat articles. 

Factory open day is a good way to promote sales. The opening of the factory allows customers to see how Hiut's jeans have changed from fabric to product, which will make customers feel more intuitive about Hiut's products. At the same time, this is also a means of publicity. When customers see the entire hand-made process, they will psychologically agree with Hiut and remember Hiut. The entire hand-made process will add value to Hiut's products, and will also make customers willing to pay for Hiut products. On the other hand, finding fashion bloggers and celebrity endorsements is also a regular promotion. Through the celebrity effect, Hiut can help to quickly increase local market visibility.

People

The people here refer to the employees of the company. Although the customer is also a group that the company needs to pay attention to but the company cannot fully control the customer, and can only play a guiding role, and cannot force the customer to consume the product. At the same time, regarding employees, Hiut should follow his own way of hand-made jeans, so that experienced masters can produce products.

In order to be able to produce products of corresponding quality, the training of employees also needs to be supervised in many ways. First of all, the novice training process is the same as the origin, and it takes three years of training to start making products for customers. (Land 2014) Due to the large base of the Chinese customer base, the training time can be appropriately relaxed, but the quality of the product needs to be guaranteed. Regarding the employee's supervision system, Hiut uses the export mode of F.D.I, which means that Hiut's cadres stationed in overseas markets are personnel of their own head office. (Pavitt 2016) Regarding the employee's supervision system, Hiut uses the export mode of F.D.I, which means that Hiut's cadres stationed in overseas markets are personnel of their own head office. Companies don't need the help of other human resource companies, which can help companies reduce costs. (Saddy 2013) Enhancing Hiut's control also helps the company manage employee incentives. High-intensity employee training will inevitably have some negative and negative impacts, and the employee incentive system is to eliminate these effects.

Process

A mature overseas market requires a comprehensive sales system and after-sales system. The process here refers to the company's sales process and the process of maintaining customer relationships. Hiut's sales system in China's overseas markets is very simple, and it is a direct sales method that sells products to customers through direct stores. Hiut itself needs to pay attention to the collection of customer feedback information, which is conducive to the development and penetration of overseas markets. 

The product after-sales system is another aspect that Hiut needs to pay attention to. As mentioned above, Hiut's return rate in the original market is as high as 14%, which means that Hiut needs to spend more energy to deal with defective products. (Szmigin 2018) One of the main reasons for this is that the product does not fit everyone's body curve. For Hiut, collecting customer feedback is a way to improve your market's competitiveness. Through the feedback from customers, big data analysis can tell which aspect of Hiut's products is the most significant. (Jefferson 2015) Suppose that by collecting feedback information, it is concluded that more than 60% of male customers feedback that the hip part of men's jeans does not fit well with the body. Such feedback can help Hiut to take into account the body curves of Asian men in the handcrafting of jeans. And make adjustments. 

Physical Evidence
Physical evidence is a very important element for customers to remember Hiut. It is necessary to enhance the company's market awareness in the new overseas market. This allows customers to understand the company's products and attract customers to consume and improve the company's performance. Just like Hiut's consistent social media marketing approach, it can be used as a strong physical evidence. Due to the special nature of the clothing industry, clothing products need models to reflect the ductility of the clothing and the versatility of wearing it. Trying on the clothing of fashion bloggers and celebrities with many fans can help Hiut open the market and increase market awareness. The packaging aspect of clothing is also the packaging used in Europe before, which is also the standard for achieving product uniformity. This will also give customers a belief that they feel that the products sold to China have the same product quality as the products sold in Europe, so that customers can enhance their product identity. 
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