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 WEEK 1:
 
Overview of the project (UK location, business population etc.)
 
An island country in northwest Europe, the United Kingdom is made up of England, Scotland, Wales, and Northern Ireland. Shakespeare and The Beatles were both born in England, and London, the country's metropolis, is a major hub for economics and entertainment on a global scale. The Neolithic Stonehenge, the Roman spa at Bath, and the historically significant universities of Oxford and Cambridge are all located in England. 68,695,046 people call the United Kingdom home as of Tuesday, October 11, 2022, according to World meter’s analysis of the most recent United Nations data.
 
The overall purpose of this project is to look out for those companies within a geographical area of 10 miles who are willing for sponsor a social. We will be using different theories based on marketing which will be used on targeting the segment and how to attract them and make them sponsor for the social cause.

In week 1, we have selected the following companies:

Dudley Surgical Appliances Limited
Flexi 
Panesar Foods
A1 – Clutches
CMS
Neos Composites Limited 
Ten Steps Coffee
Sticky Fig Catering
Ann’S Administration and Bookkeeping Company Limited
Arco West Bromwich
 
[bookmark: _Int_TWreDUrJ][bookmark: _Int_EhEKUkWH][bookmark: _Int_bYA7sfIL]The reason we have chosen these companies is that they are diversified in the nature of the businesses they do and are relatively small and want to come to the eyes of public attention to grow. By sponsoring our social cause, they will come into the limelight.

Explanation of the relevant theories adopted to research and segment the market.
 
In week 1, we focus on the basic concepts of what marketing is and how we can target our potential customer i-e organizations which have been selected in week 1. Since the company is recently established and they want to come in the eyes of the public, therefore, they could become our potential customers.
 
 Advice on future marketing strategy, branding and customers
 
[bookmark: _Int_mNg37PO3][bookmark: _Int_nvjeaWTS]We have gone through their official websites and data available and based on that data, we advised these companies to spend more on marketing and try to reach to the customers from different mediums like giving ads on social media platforms like YouTube, Facebook etc., which will help them in seeking growth. Companies should focus on building a brand which will become a source of income for them in future
 
Reflection
 
[bookmark: _Int_Wa3J5JSy][bookmark: _Int_U1l3vVFc]In this week, we learnt the basic concepts of marketing and we applied them in searching for sponsors for our organization and asking them to donate for our social cause. In doing this, we first select companies and then decide our marketing strategy which will be best suited for them. We also advised a few changes in their marketing strategy which should be made by them to grow and operations and which will them in increasing their customer base.
 
 WEEK 2:
 
Overview of the project (UK location, business population etc.)
 
In week 2, we have selected the following companies:
Perico Peri Chicken & Pizza
Swallow Fields 
Giggles Play and Party
Jellylegz Bouncy Castle Hire
Midland lamps and panels
Mad O’ Rourke's Pie Factory 
Enablelink Limited
Allens Sport
Dudley Zoo and Castle
Noah’s Ark
 
[bookmark: _Int_TXUbz1zt][bookmark: _Int_nuUWgwhk][bookmark: _Int_u0vUFlHx]The reason we have chosen these companies is that they are diversified in the nature of the businesses they do, and some are small, and some are big in size. The purpose of targeting these companies is they spend for social causes to do Corporate Social Responsibility Activities because they have a requirement to do so as this will promote positive image of their company therefore it will become easier for us to convince them to spend for our social cause.

Explanation of the relevant theories adopted to research and segment the market.
 
[bookmark: _Int_E1YS49Tg]In week 2, we learnt about the advanced marketing concepts which will help to analyze the environment of the company on a micro and macro basis. There are two main models which will help in analyzing the external and internal environment of any company, which include PESTEL Analysis and SWOT Analysis. We applied these models to get to know more about their strengths, weaknesses, and opportunities that will be emerging for them and threats which could potentially impact the company’s sales. Then we assessed their external environment via PESTEL Model and studied how difficult or easy it is for them to operate in the market and how external environment forces impact on the Companies.
We also studied Ansoff Matrix and learnt that the company could expand by following either of the four strategies, which include Product development, Market development, Penetration or Diversification.
 
 Advice on future marketing strategy, branding and customers
 
[bookmark: _Int_HReZAIzT]The Companies that we selected in week 2 were a mix of large- and small-scale companies and so they were following different marketing strategies. Some of them were using market development and were trying to enter new markets and a few of them were also using diversification strategies. The future of brand marketing is digital therefore efforts should be made in this regard and strategies should be implemented towards digitalization. This could also be done by building a separate brand in which a vision of the Companies should be connected and make them feel the customers that they are more accessible, and the products and services offered by the company are more relevant and trustworthy
 
Reflection
 
[bookmark: _Int_GCqphy1x][bookmark: _Int_cBtZU646]In this week, we learnt a few advanced concepts of marketing which include Ansoff Matrix, PESTEL Analysis and SWOT Analysis. We saw the application of these models by using the companies that we had chosen in Week 2 and get insights that what forces the companies must face to operate and how the marketing concepts are applied in practical life.
 
 
 

 WEEK 3:
 
Overview of the project (UK location, business population etc.)
 
In week 3, we have selected the following companies:
Shutter Wize Limited
DFS
Tividale Football Club
Oldbury United Football Clubs
Lathams Security Doorsets Limited
Applied Coating Technologies Limited
Q3 Academy Tipton
WED4LESS OUTLET – Wedding
Aspect Powder Coatings
Martial Art Concepts – Dudley
 
 
[bookmark: _Int_KWMyrdQO]We chose these businesses because they are diverse in the types of enterprises they engage in, and most of them are big, well-known companies and brands. The reason we are focusing on these businesses is that they must spend money on social reasons as part of their CSR obligations, and since doing so will enhance their brand, it will be simpler for us to persuade them to contribute to our social cause. Additionally, they are active on social media platforms like Facebook and LinkedIn, and the public is aware of them.
 
Explanation of the relevant theories adopted to research and segment the market.
 
[bookmark: _Int_2kq1sbrk][bookmark: _Int_M2mlQabM][bookmark: _Int_E6orI0jq][bookmark: _Int_kjQ4ra0d]In week 3, we learnt about the marketing concept and what should be the optimal marketing mix for any company, which would be based on the type of product or service that they are offering to their customer. We also learnt about 7Ps of marketing, which is Product, place, price, promotion, people, process, and physical existence and how I should take advantage of these marketing concepts to develop a successful marketing strategy. We also studied how the same marketing mix concept applies differently when it comes to products and services. Furthermore, we also studied about the segmentation of market, how and why the market should be segmented and on what basis segment should be selected based on the quality of product or the price which is considered as value for money from the good that will be received in exchange of price. We also learn that segmentation is made based on age, gender, race, marital status, income, education, and occupation. In week 3, the companies that were chosen were all well-known companies and we saw that most of them segmented based on income or occupation. 
Once a segment is selected, then choosing the right strategy to attract the market is very crucial. The marketing strategies could include undifferentiated marketing strategy, differentiated marketing strategy and concentrated marketing strategy
  
Advice on future marketing strategy, branding and customers
 
[bookmark: _Int_hbJFBWag]The Companies that we selected in week 3 were mostly big companies that were well known to the people and public. Some of them are using differentiated strategies and in short all are following different marketing strategies. The improvement that could be made by these includes they should overall work on the branding strategy and should develop online brands as well. This could include product/ range strategy, brand extension, co-branding, or brand licensing strategy.
 
Reflection
 
In this week, we learnt the advanced concepts of marketing and saw the application of marketing in the companies that were chosen and different marketing strategies which are being followed by them.
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