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Introduction

	The following report aims to identify how hosting the Commonwealth Games impacts Birmingham by analysing the internal and external stakeholders of the event, the internal and external marketing environment, the political, economic, social, technological, environmental and legal factors, the marketing information system, and the seven functions of marketing.

The global marketing environment is the external factors and forces that affect a company's ability to conduct business internationally. It is a complex and dynamic system that includes economic, social, cultural, technological, and political forces. Firstly, the economic environment plays a critical role in global marketing. The level of economic development, income distribution, and economic policies of countries can impact a company's global marketing strategy (Hitt et al., 2018).
Secondly, the social and cultural environment influences consumer behaviour and preferences. Global marketers must understand cultural differences to tailor their products and marketing messages to local markets. As noted by Usunier (2012), "cultural differences can influence consumers' perceptions, attitudes, and behaviours toward brands and products."
Thirdly, the technological environment has transformed global marketing. The rise of digital technologies has enabled firms to reach global audiences through social media, e-commerce, and mobile marketing. As stated by Kotler et al. (2017), "digital technologies have disrupted traditional marketing channels, and companies need to adapt to stay competitive in global markets."
Fourthly, the political and legal environment can pose significant challenges for global marketers. Political instability, trade policies, and legal frameworks can affect a company's ability to operate in certain countries. As noted by Hill and Hult (2019), "political and legal systems can be very different from country to country, creating complexities and uncertainties for global marketers." As stated by Porter (1990), "global competition can drive innovation and efficiency, but it can also create intense price competition and erode profit margins."
The Commonwealth Games is a multi-sport event that takes place every four years, bringing together athletes from across the Commonwealth nations. The 2022 edition of the games was scheduled to take place in Birmingham, UK, from July 28 to August 8. The Commonwealth Games in Birmingham, UK, is the largest multi-sport event to be held in the UK for a decade, with over 4,500 athletes from 71 nations competing in 19 different sports (British Council, 2021). The games are expected to bring significant economic benefits to the region, with an estimated £750 million boost to the local economy (Deloitte, 2018).
The event is also expected to have a positive impact on the social and cultural development of the region, with initiatives such as the Commonwealth Sports Education Programme (CSEP) aimed at increasing sports participation among young people and promoting social inclusion (Commonwealth Games Federation, 2021). The Commonwealth Games in Birmingham, UK, also presents an opportunity for businesses to showcase their products and services to a global audience. The games are expected to attract significant international media coverage, providing a platform for companies to reach new markets (Birmingham 2022, 2021). The event has also been designed to be sustainable, with a focus on reducing waste, promoting public transport, and using renewable energy sources (Birmingham 2022, 2021). This aligns with the United Nations Sustainable Development Goals (UN SDGs), which aim to promote sustainable economic growth and social development (UN, 2021).
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The Commonwealth Games in Birmingham, UK, scheduled for 2022, presented a range of stakeholders that should be considered. Internal stakeholders, those individuals or groups within an organisation who are affected by its decisions and actions, include the organisers, athletes, volunteers, and employees of the event (Freeman et al., 2010). External stakeholders, individuals or groups outside of the organisation who have an interest in its activities and are affected by its decisions and actions, include the government, sponsors, media, local businesses, and residents (Carroll & Buchholtz, 2015).
The organisers of the Commonwealth Games in Birmingham, UK, are responsible for planning, coordinating, and executing the games (Freeman et al., 2010). Their main goal is to ensure the games run smoothly and efficiently, and that the athletes have a positive experience. The athletes are the primary focus of the games and their performance is what drives the event's success (Freeman et al., 2010). Volunteers and employees also play a crucial role in the success of the games, as they help with various tasks, such as crowd control, security, and event management (Freeman et al., 2010).
External stakeholders, including the government, provide funding for the games and may have specific expectations regarding the economic impact of the event (Carroll & Buchholtz, 2015). Sponsors provide financial support and expect to benefit from the exposure and brand recognition associated with the games (Carroll & Buchholtz, 2015). The media covers the event and helps to generate interest and excitement, while local businesses may see an increase in sales due to the influx of visitors (Carroll & Buchholtz, 2015). Finally, residents may have concerns regarding traffic, noise, and other disruptions caused by the games (Carroll & Buchholtz, 2015).
The Commonwealth Games in Birmingham, UK, has a diverse range of internal and external stakeholders who are essential to the success of the event. The organisers, athletes, volunteers, and employees of the event are the internal stakeholders, while the government, sponsors, media, local businesses, and residents are the external stakeholders (Freeman et al., 2010; Carroll & Buchholtz, 2015). All stakeholders should be considered to ensure the games run smoothly and efficiently, and that the event is beneficial to all involved.
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The Commonwealth Games is subject to various political factors that may affect the event's success. One of the main political factors is government funding, as the government provides financial support for the games (Carroll & Buchholtz, 2015). The level of government funding can significantly impact the quality of the event and the extent to which it meets expectations. Furthermore, the government may have specific expectations regarding the economic impact of the event, which may affect decisions regarding funding and planning (Carroll & Buchholtz, 2015).
Another political factor that may affect the Commonwealth Games in Birmingham is the Brexit process. Brexit may have implications for travel, visas, and trade agreements, which could impact the logistics of the event, including the ability of athletes and visitors to attend (Sport England, 2018). The political climate surrounding Brexit negotiations may also affect the level of international participation and support for the games.
Finally, political factors such as security and safety concerns may also impact the Commonwealth Games in Birmingham. The organisers must ensure that appropriate security measures are in place to protect athletes, spectators, and volunteers (Sport England, 2018). Additionally, local politics and tensions may affect the level of support and participation from residents and businesses in the host city.
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The games are also subject to various economic factors that may impact the success of the event. One of the main economic factors is the cost of hosting the games, which includes building new infrastructure and upgrading existing facilities to meet the standards required by the event (Carroll & Buchholtz, 2015). The cost of hosting the games can be significant, and it is important to ensure that the economic benefits of the event outweigh the costs.
Another economic factor that may affect the Commonwealth Games in Birmingham is the level of tourism generated by the event. The games have the potential to attract a significant number of visitors, which can generate revenue for local businesses and boost the local economy (Carroll & Buchholtz, 2015). However, it is important to ensure that the economic benefits are distributed fairly, and that the event does not negatively impact the local community.
Finally, the level of sponsorship and advertising revenue generated by the event may also impact the success of the Commonwealth Games in Birmingham. Sponsors and advertisers provide financial support for the event and expect to benefit from the exposure and brand recognition associated with the games (Carroll & Buchholtz, 2015). It is important to ensure that the level of sponsorship and advertising revenue is sufficient to cover the costs of the event and provide a return on investment for sponsors and advertisers.
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One of the main social factors is public support, which is critical for the success of the games. The event must be well-received by the local community, as well as the wider UK population, to ensure a positive legacy for the games (Miah & Garcia, 2013). The organisers of the event must engage with the public and ensure that their concerns are addressed.
Another social factor that may impact the Commonwealth Games in Birmingham is diversity and inclusion. The games are intended to bring together people from diverse backgrounds, cultures, and nations. It is important to ensure that the event is inclusive and accessible to all, regardless of race, gender, or ability (Miah & Garcia, 2013). The organisers of the event must be sensitive to cultural differences and ensure that the games are a celebration of diversity.
Finally, the impact of the event on the environment is also a social factor that must be considered. The organisers of the Commonwealth Games in Birmingham must ensure that the event is sustainable and that measures are in place to minimise the environmental impact of the games (Miah & Garcia, 2013). The event must be planned and executed in a way that respects the environment and the communities in which it takes place.
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One of the main technological factors is the use of technology to enhance the spectator experience. The organisers of the Commonwealth Games in Birmingham must ensure that the event is equipped with state-of-the-art technology to provide a seamless and immersive experience for spectators (Preuss, 2015). This may involve the use of advanced audio-visual systems, stadium Wi-Fi, and other interactive technologies.
Another technological factor that may impact the Commonwealth Games in Birmingham is the use of technology in sports performance. Advances in technology have enabled athletes to enhance their performance through the use of wearable technology, analytics, and other performance-enhancing tools (Preuss, 2015). The organisers of the event must ensure that these technologies are allowed within the rules and regulations of the games.
Finally, the use of technology in security and safety is also a significant technological factor that must be considered. The organisers of the Commonwealth Games in Birmingham must ensure that the event is equipped with the latest security technology to ensure the safety and security of athletes, spectators, and staff (Preuss, 2015). This may involve the use of advanced CCTV systems, facial recognition technology, and other security measures.
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One of the main environmental factors is the impact of the event on the local environment. The organisers of the Commonwealth Games in Birmingham must ensure that the event is held in a way that minimises its environmental impact (Girginov, 2017). This may involve implementing sustainable practices such as waste reduction, energy efficiency, and the use of renewable energy sources.
Another environmental factor that may impact the Commonwealth Games in Birmingham is the impact of climate change. Extreme weather events, such as heatwaves or heavy rainfall, may disrupt the event and impact the safety and performance of athletes (Girginov, 2017). The organisers of the event must consider the potential impact of climate change and develop contingency plans to ensure that the event is not disrupted.
Finally, the use of natural resources, such as water and energy, is also a significant environmental factor that must be considered. The organisers of the Commonwealth Games in Birmingham must ensure that the event uses resources efficiently and minimises its environmental impact (Girginov, 2017). This may involve implementing water-saving measures, reducing energy consumption, and using renewable energy sources.
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One of the main legal factors is the compliance with regulations and laws related to hosting international sporting events. The organisers of the Commonwealth Games in Birmingham must comply with international sporting regulations, such as those set by the International Olympic Committee (IOC), as well as national laws and regulations governing sporting events (Maennig & Zimbalist, 2012).
Another legal factor that may impact the Commonwealth Games in Birmingham is the protection of intellectual property rights. The organisers of the event must ensure that all intellectual property rights, including copyrights and trademarks, are protected and respected (Maennig & Zimbalist, 2012). This includes ensuring that all advertising and promotional activities comply with relevant laws and regulations related to intellectual property.
Finally, the issue of liability and insurance is also a significant legal factor that must be considered. The organisers of the Commonwealth Games in Birmingham must ensure that appropriate liability and insurance policies are in place to protect the event, athletes, and spectators in case of accidents or incidents (Maennig & Zimbalist, 2012). It is important for the organisers of the event to consider these legal factors to ensure a successful and legally compliant event.
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The use of a marketing information system (MIS) can be crucial to the success of the Commonwealth Games in Birmingham, UK. An MIS is a system that gathers, organises, analyses, and communicates information for marketing decision-making (Kotler, 2012). According to Lee and Kim (2018), an MIS can help organisers understand the preferences and behaviours of various stakeholders, including athletes, sponsors, spectators, and local communities. This can help organisers develop effective marketing strategies, improve customer satisfaction, and enhance the overall success of the event.
One key use of an MIS for the Commonwealth Games is to analyse data related to ticket sales and attendance. By tracking sales and attendance data, organisers can identify patterns in demand, determine the effectiveness of marketing campaigns, and adjust ticket prices and promotions accordingly (Kotler, 2012). This can help optimise revenue and ensure that the event is well-attended. As noted by Tseng and Chou (2020), MIS can help with data-driven decision-making to help organisers create and deliver customised experiences for different audience segments.
Another use of an MIS for the Commonwealth Games is to monitor social media and online conversations related to the event. This can help organisers gauge public sentiment, identify issues or concerns, and respond in a timely manner (Kotler, 2012). By monitoring social media, organisers can also identify influencers and engage with them to amplify the reach of marketing messages. According to Jain and Gupta (2021), social media analytics can help organisers identify trending topics, engagement rates, and audience demographics, providing insights that can be used to fine-tune marketing strategies.
Finally, an MIS can help organisers evaluate the impact of the Commonwealth Games on the local community and economy. This can include data on job creation, economic growth, and other factors that impact the success of the event (Kotler, 2012). By evaluating the impact of the event, organisers can identify areas for improvement and work with local stakeholders to ensure a positive legacy for the event. As noted by Lee and Kim (2018), an MIS can help with post-event evaluation, identifying successes and areas for improvement, and guiding decision-making for future events.
The use of a marketing information system can be crucial to the success of the Commonwealth Games in Birmingham. An MIS can help organisers analyse data related to ticket sales and attendance, monitor social media and online conversations, and evaluate the impact of the event on the local community and economy. By leveraging an MIS, organisers can develop effective marketing strategies, improve customer satisfaction, and enhance the overall success of the event.
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Product is a crucial element of marketing, and it plays a significant role in the success of an event like the Commonwealth Games in Birmingham. The product in this context refers to the event itself, and it is critical that organisers ensure that the event meets the needs and expectations of various stakeholders, including athletes, sponsors, spectators, and the local community (Kotler, 2012). By understanding the needs and preferences of these stakeholders, organisers can design an event that offers high-quality experiences and creates lasting value for all involved. This can help enhance the reputation and long-term success of the Commonwealth Games in Birmingham.
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Price is another crucial element of marketing for the Commonwealth Games in Birmingham. The price of the event needs to be carefully determined to ensure that it is affordable and accessible to a wide range of stakeholders, including athletes, sponsors, and spectators (Kotler, 2012). Organisers need to balance the costs associated with hosting the event with the need to generate sufficient revenue to cover expenses and potentially make a profit. By setting the right price, organisers can attract a larger number of participants and spectators, which can enhance the event's overall success and sustainability.
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Place, or distribution, is also a critical function of marketing for the Commonwealth Games in Birmingham. It refers to the channels and methods used to make the event accessible to stakeholders, including athletes, sponsors, and spectators. Organisers need to ensure that the event is promoted and advertised through various channels, including social media, television, and print media, to attract a large number of participants and spectators (Kotler, 2012). Additionally, organisers need to ensure that the event is easily accessible, with appropriate transport and accommodation facilities available for participants and spectators. By ensuring that the event is easily accessible and promoted through appropriate channels, organisers can enhance its overall success and reach a wider audience.
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Promotion is a critical function of marketing for the Commonwealth Games in Birmingham. It refers to the methods used to communicate information about the event to stakeholders, including athletes, sponsors, and spectators. Organisers need to promote the event through various channels, including social media, television, print media, and word-of-mouth, to reach a wide audience and attract a large number of participants and spectators (Kotler, 2012). Additionally, organisers need to ensure that the event is adequately marketed and branded, with a clear message and identity that resonates with the target audience. By promoting the event effectively, organisers can enhance its visibility, reputation, and success.
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People, or personnel, are also a critical function of marketing for the Commonwealth Games in Birmingham. The success of the event depends on the skills, expertise, and commitment of the people involved in organising and delivering the event, including event planners, volunteers, and support staff (Kotler, 2012). Organisers need to ensure that they have a skilled and motivated team of people who are dedicated to delivering a high-quality event that meets the needs and expectations of various stakeholders. By investing in people and ensuring that they have the necessary skills, training, and support, organisers can enhance the overall quality of the event and its success.
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Process is also a critical function of marketing for the Commonwealth Games in Birmingham. It refers to the methods and procedures used to plan, organise, and deliver the event to various stakeholders, including athletes, sponsors, and spectators. Organisers need to ensure that they have robust processes in place to manage various aspects of the event, including logistics, accommodation, and security (Kotler, 2012). Additionally, organisers need to ensure that they have appropriate mechanisms to receive feedback and suggestions from stakeholders to improve the event's overall quality and success. By having robust and effective processes in place, organisers can ensure that the event is delivered smoothly and meets the needs and expectations of various stakeholders.
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Physical evidence is also a critical function of marketing for the Commonwealth Games in Birmingham. It refers to the tangible and intangible elements that stakeholders encounter during the event, including the venue, facilities, and overall atmosphere (Kotler, 2012). Organisers need to ensure that the event is held in a venue that is suitable and equipped to handle the event's requirements, including transportation, accommodation, and infrastructure. Additionally, organisers need to ensure that they provide high-quality facilities and services that meet the needs and expectations of various stakeholders. By providing a pleasant and memorable experience for stakeholders, organisers can enhance the event's reputation, attract more participants and spectators, and achieve a higher level of success.
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[bookmark: _Toc129633115]Product

The proposed recommendations to improve the product include diversifying the range of sports and events to attract a wider audience and participants (Kotler et al., 2017), investing in improving the quality of venues, facilities, and services to enhance the overall experience for stakeholders (Manning et al., 2020), ensuring that sustainability is a key consideration in the planning and execution of the Games, to align with growing consumer demand for environmentally-friendly events (Gössling et al., 2019) and collaborating with local communities to showcase the culture, heritage, and traditions of Birmingham and the West Midlands region (Müller et al., 2018).
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The proposed recommendations to improve the price include offering a range of ticket prices to cater to different segments of the market, including affordable options for families and students (Müller et al., 2018), implementing dynamic pricing strategies to maximise revenue during peak demand periods (Kotler et al., 2017), offering package deals that include accommodation, transport, and other amenities to attract international visitors and boost the local economy (Manning et al., 2020).
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The proposed recommendations to improve the people factor include ensuring that all stakeholders, including athletes, volunteers, and staff, are provided with adequate support and training to ensure a positive and inclusive experience (Gössling et al., 2019), working with local organisations to promote diversity and inclusivity, and celebrating the cultural diversity of Birmingham and the West Midlands region (Manning et al., 2020)
Promotion

The proposed recommendations to improve the promotion include leveraging social media and digital marketing channels to engage with audiences and promote the Games globally (Müller et al., 2018), partnering with local and national media to generate interest and coverage of the Games (Kotler et al., 2017) and collaborating with sponsors and partners to create innovative and engaging activations that showcase the values and brand of the Commonwealth Games (Gössling et al., 2019).

In conclusion, an event of the magnitude of the Commonwealth Games will have a huge impact on the city that organises it, and even the country, through the number of benefits that it can bring such as big investment in the area, new infrastructure, increased tourism, and more, and the most important factor for the success of the event is a detailed planning and successful collaboration between the stakeholders. 
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