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	Brief explanation of the relevant theories adopted 

	Marketing has different definitions. 

Marketing can be defined as a social and managerial process through which individuals and organizations get what they need and want by creating and exchanging value with others (Kotler et al, 2017). The American Marketing Association updated its definition of marketing to complement the new definition, adding value to customers and customer relationships. Furthermore, marketing is defined as an organizational function. The previous 1985 AMA definition of marketing was: Marketing is the process of planning and implementing the design, pricing, promotion and distribution of ideas, goods and services to create exchanges consistent with personal and organizational goals. Marketing Concept and Strategies Marketing concepts known as the philosophy that companies must analyze the needs of their customers and find ways to satisfy them. The marketing concept is based on four pillars: target market, customer needs, integrated marketing, and profitability. Marketing is divided into micro and macro environments. The microenvironment includes the company's suppliers, competitors, marketing intermediaries, customers, and the public. The macro environment consists of forces external to the organization that can create opportunities (legal forces, economic forces, political forces, environmental forces, technological forces). The companies were chosen based on the opportunities created for the football team. Each company has something to offer that will make the soccer team grow and achieve its goals. There are four types of marketing strategies: product, price, place, and promotion. Companies usually consider the four Ps when creating marketing plans and strategies for effective marketing to their target audience.


	Reflection & advice to the organization

	You should always return to your intended audience, regardless of the platform you use, whether social media or another. Attempting to join every social media platform is a common oversight on the part of businesses. However, when they are dispersed too thinly, none of them work.
Select social media channels to better target prospects. Because they may only be able to do one or two things well, make sure these are the channels where your target customer is most likely to hang out and interact. Your audience should find your social media profiles to be comprehensive and informative. Include a phone number and email address to make it simple to get in touch with potential customers. It is not a good strategy to use a contact form.
When used correctly, content marketing is a powerful tool. It all boils down to producing high-quality, interesting, and useful content that your intended audience can truly comprehend. You can, for instance, decide to blog frequently about solutions to common issues that your readers face.
The most important point is that your content should always be created with targeted prospects in mind to attract them. Say no to things that are trite and boring!
Brands with a cult following don't always have the best or most original products, but they frequently have a compelling brand story that captivates their audience.
Sponsoring events is another strategy that brings in many potential customers and draws in large audiences. Attend audience-pleasing conferences, trade shows, or even community events.
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	Brief explanation of the relevant theories adopted 

	Marketing mix and market segmentation
The four Ps of marketing - Product, distribution, creation, and pricing must all be combined to create a successful marketing mix. Market segmentation is also necessary. A company can use a variety of marketing tools in a marketing mix to achieve its objectives in a particular market.
E. Jerome McCarthy, a well-known philosopher, was the one who first proposed the four Ps of marketing: product, location, price, and promotion. He has written a lot about politics and ethics. Additionally, he has written about language philosophy. Price, product, product, and location are the four most important aspects of marketing. 
Products are a way for an organization to show the products and services it offers. To collect payment, marketers offer guests a package of benefits as the product.
In marketing blends, price is one of the most important factors. It can be demonstrated that products or services with advised values are beneficial.
Place. The purpose of producing goods is to exchange them with guests. In appropriate locations, businesses must be accessible to guests.
Promotion. Any successful marketing mix must include advertising. There is a lot of debate surrounding the meaning of MEA. There are many ways to interpret what it means, and there is no one right answer.

	Reflection & advice to the organization

	Market segmentation is a marketing strategy that involves identifying select consumer groups to showcase a particular product or product line.
Market segmentation recognizes that not all customers have the same interests, purchasing power, or consumer needs. Market segmentation is important as it aims to make a company's marketing efforts more strategic and sophisticated rather than comprehensively serving all potential customers.
Strategies include targeting groups by location, demographics (such as age and gender), social class and lifestyle, and behavior (such as usage and reactions).

Demographic segmentation
Demographic segmentation is one of the most common forms. We describe the segmentation of target groups based on observable individual differences. These characteristics include age, gender, marital status, family structure, occupation, education level, income, race, nationality, religion, etc.


Behavioral segmentation
The market can also be segmented based on consumer behavior especially related to products. By segmenting your audience based on the behaviors they exhibit, you can create messages that target those behaviors. Many of the actions we focus on relate to interactions with products, websites, apps, or brands. geographic segmentation
Geographic segmentation, which divides the market by location, is a basic but very useful segmentation strategy. Customer locations help us better understand our customers' needs and enable us to send them location-specific ads.

Psychographic segmentation
Psychographic segmentation is like demographic segmentation but focuses more on mental and emotional traits. By understanding these aspects of your audience, you can create content that engages your audience more effectively. Examples of psychographic traits include personality traits, interests, beliefs, values, attitudes, and lifestyles.
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	Brief explanation of the relevant theories adopted 

	Marketing targeting
Segmentation, targeting and positioning are core areas of marketing strategy in both domestic and global environments. After the segmentation process, the company becomes more precise about who its customers are. Managers should consider the company's overall goals to determine which segments are best targeted. The process of choosing target segments is called targeting.

Target strategy
Concentrated marketing (single segment). This is also called niche marketing. Purple Bricksand Saga follows this approach. Niche marketers focus on being the best within a single segment, often small.
Differentiated marketing (or multi-segmentation) means focusing on two or more segments and offering a differentiated marketing mix to each.
Undifferentiated marketing uses a "decentralized" approach. Manufacturers who do this usually tend to offer basic products suitable for all ages and lifestyles.
The decision of which strategy to pursue next he depends on three factors.
What does the target consumer need? What is already available? Can the company offer something better than what is currently available?

Positioning
Positioning was defined as: "The place a product occupies in a particular market as perceived by relevant customer groups. This customer group is called the 'target segment of the market' (Wind 1984). Positioning usually refers to the place a product occupies in the consumer's perception of the market. B. A quality product, a reliable product, or a cheaper version. Products are placed next to similar offers on recognition cards. This is the result of the classification and splitting process.
Product positioning depends on the attitude of each target market.








	Reflection & advice to the organization

	Marketing communications and advertisements are responsible for bringing marketing offers to the target market. A planned and integrated communication activity that communicates with an organization's stakeholders.

The communications process
Source
Encoding
Message
Decoding
Receiver
Feedback

How marketing communications work 
There is no model that can explain how marketing communications work. The AIDA model is an early attempt to describe how an advertising target audience can go through a series of steps, attention being primarily and the most important one.
Marketing communications can change attitudes by changing negative attitudes, which in turn can change buying behavior.

Direct marketing
Direct marketing is an interactive marketing system that uses one or more advertising media to generate measurable responses everywhere.

Direct mail
A key advantage of using direct mail is the ability to target campaigns based on geographic or geo-demographic segmentation. Additionally, you can personalize your message for better responsiveness. Lists can also be purchased or rented based on demographics and lifestyle.

Sponsorship
A sponsorship is a mutually beneficial partnership between a sponsoring organization and a sponsor. It assumes that clubs can influence their image and sponsors can exchange money or goods/services. Often enables sponsored media coverage for the sponsor.

Common sponsorship goals include:
■ Increase brand awareness
■ Build and improve corporate image 
■ Obtain media coverage where media exposure is restricted by law

Types of Sponsorship 
■ Program Sponsorship 
■ Arts/Sports Sponsorship 
■ Festival or Other Event Sponsorship 
■ Individual or Team Sponsorship
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