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         A proposal on marketing functions in corporate event management in the UK


Abstract
This study discovers the marketing functions in corporate event administration in the UK through a literature review. The research purpose is to identify the key marketing approaches used in business events and their impact on occurrence success. The study highlights the importance of operative marketing strategies and a customer-centric method in event planning and management. The literature review classifies key themes such as the role of social media in event advertising, the importance of event labeling, and the use of data analytics to measure event success. 
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[bookmark: _Toc129693720]1. Introduction
Corporate events are an important part of modern business operations and offer companies with the prospect to showcase their brand and establish vital relationships with their stakeholders. The success of business events is dependent on effective advertising strategies and execution. In the United Kingdom, the business event management industry has skilled significant growth over the years, making it a perilous sector in the economy. Therefore, empathetic marketing functions in business event management are crucial in attaining successful events (Herbane, 2018). The primary objective of this study is to inspect the marketing functions in business event management in the UK. The study will explore the dissimilar marketing strategies and methods employed by event management businesses to attract potential clients and endorse their events. It will also analyze the part of social media in corporate event marketing and its influence on event success. The research will employ a mixed-method approach, connecting both qualitative and quantitative research methods. Data will be composed through structured interviews with event directors, questionnaires to attendees and sponsors, and document examination of marketing plans and event reports. This study purposes to contribute to the knowledge base of corporate event advertising in the UK and provide practical insights for event organization companies to advance their marketing strategies and increase the feat of their events (Pham and Tran, 2020).
[bookmark: _Toc129693721]2. Discussion and analysis
[bookmark: _Toc129693722]2.1 Methodology
This study on marketing functions in business event management in the UK will depend on secondary data sources, such as academic literature, market research reports, industry reports, government publications, and online databases. The methodology for this study will contain a systematic search of pertinent literature, data extraction, and analysis of the data using content analysis (Sheng et al., 2020).
1. Data Collection
The researcher will comportment a comprehensive search of relevant literature using suitable keywords and search terms in academic records such as JSTOR, EBSCOhost, and ProQuest. In addition, the researcher will explore relevant reports on business event management in the UK on industry-specific sites, such as Event Industry News and Event Industry Council. The data collection method will include the screening of titles, abstracts, and full transcripts of identified studies and reports for significance and inclusion in the study (He and Harris, 2020).
2. Data Analysis
The secondary data attained will be analyzed using content analysis. The content breakdown will contain identifying and coding key themes and designs in the data related to the different advertising strategies employed by event management businesses in the UK, the effectiveness of these approaches, and the challenges faced in applying them. The coding process will be guided by a coding outline developed by the researcher, which will be knowledgeable about the research questions and objectives. The coding framework will be pre-tested using a sample of the data to ensure its dependability and validity (Kumar et al., 2019).
3. Validity and Reliability
To safeguard the validity and reliability of the study, the researcher will use recognized criteria for choosing secondary data sources. These criteria will comprise the relevance, reliability, and reliability of the data sources. In addition, the researcher will safeguard that the data is analyzed objectively and that the coding process is reliable and systematic (He and Harris, 2020).
4. Ethical Considerations
Since this study depends on secondary data sources, there are no moral considerations related to human subjects. However, it is significant to ensure that all sources used are cited suitably to avoid piracy (Kumar et al., 2019).
5. Limitations
One of the limitations of using secondary data sources is that the investigator has no control over the excellence of the data. This means that the data may be imperfect, biased, or outdated. Additionally, there may be limits to the scope of the data obtained, which may limit the researcher's aptitude to draw complete conclusions (He and Harris, 2020).
[bookmark: _Toc129693723]2.2 Aim and Objective
This study aims to observe the marketing functions in corporate event administration in the UK. The objective of this study is to classify the various marketing approaches utilized by event management corporations in the UK. The study seeks to appraise the effectiveness of these advertising strategies in achieving the advertising goals of the companies (Kumar et al., 2019). The research also aims to measure the challenges faced by event management businesses in implementing advertising strategies in the UK. The primary determination of this study is to provide insights into the marketing purposes of corporate event management businesses in the UK. By identifying the dissimilar marketing strategies employed by these businesses, the study will contribute to the current body of knowledge on marketing purposes in corporate event management (Kumar et al., 2019). 
The results of this study will be useful to event management corporations seeking to improve their advertising strategies and to marketers seeking to comprehend the marketing functions of event management corporations in the UK (Aggarwal, Jindal and Seth, 2019). This study will deliver valuable insights into marketing purposes in corporate event management in the UK. The study's purposes will be achieved by conducting a complete analysis of secondary data sources, together with academic literature, market investigation reports, industry reports, government publications, and online databases. By attaining the research objectives, the study will make an important contribution to the field of event management and marketing in the UK (Aggarwal, Jindal and Seth, 2019).
[bookmark: _Toc129693724]2.3 Literature review
[bookmark: _Toc129693725]2.3.1 Marketing strategies in event management
Marketing strategies play a vital role in the success of events, and the literature proposes a wealth of info on the various strategies that event management businesses can employ. For instance, research proposes that social media marketing has developed an increasingly popular strategy for event raising, allowing companies to reach wider spectators at a lower cost (Aggarwal, Jindal and Seth, 2019). Other marketing policies that have been discussed in the literature comprise experiential marketing, influencer marketing, and email advertising. However, while these approaches can be effective, their suitability may differ depending on factors such as the event type, target spectators, and budget. The literature also highlights the position of measuring the effectiveness of advertising strategies to ensure that they are delivering the desired results. Overall, a thorough understanding of the available advertising strategies and their efficiency can help event management businesses to design and implement effective promotion plans (Aggarwal, Jindal and Seth, 2019).
[bookmark: _Toc129693726]2.3.2 Challenges in implementing marketing strategies
Implementing marketing approaches in event management can be stimulating due to a range of factors, both internal and external. Research suggests that limited finances can often constrain the advertising efforts of event management businesses, making it difficult to compete with larger businesses that have greater financial capital (Getz, 2022). Other challenges highlighted in the literature contain the rapidly evolving technical landscape, which can make it problematic to keep up with new marketing tools and trends, and the essential to balance the desire to stand out with the essential to appeal to a broader audience. The literature suggests that internal issues such as organizational culture, lack of expertise, and confrontation to change can also pose important challenges to implementing effective advertising strategies. Understanding these challenges is critical for event management businesses, as it can help them to classify potential obstacles and develop strategies to overcome them (Getz, 2022).
[bookmark: _Toc129693727]2.3.3 Consumer Behavior in Event Management
Consumer behavior plays a vital role in the success of events, and the literature proposes valuable understandings of how event management businesses can leverage consumer behavior to improve their marketing efforts. The research proposes that understanding the motivations and predilections of different consumer sections can help event management businesses to design events that are more tempting to their target audience (Allen et al., 2022). The literature also highlights the position of experiential marketing, which aims to make a memorable and engaging experience for customers that aligns with the brand or communication of the event. Other strategies that have been deliberated in the literature contain personalization, which involves tailoring the event knowledge to the individual predilections of attendees, and the use of social media influencers to endorse events and reach wider spectators. Overall, understanding customer behavior can help event management businesses to design more effective marketing approaches that resonate with their target spectators and lead to greater success (Allen et al., 2022). 
[bookmark: _Toc129693728]2.4 Limitation
As with any research plan, numerous limitations should be acknowledged when interpreting the verdicts of this study. Firstly, the study relied solely on subordinate data sources, which may not offer a complete picture of the marketing purposes in corporate event management in the UK. While exertions were made to source data from trustworthy academic journals, industry reports, and other pertinent sources, there may be breaches in the literature or differences in the data that were not taken in this study. Therefore, more recent growths in the field of event management and advertising may not be imitated in the data analyzed (Allen et al., 2022).
Furthermore, the study is attentive specifically to the UK context, which may bind the generalizability of the results to other regions or countries. Event administration practices and marketing approaches may vary significantly contingent on cultural, economic, and regulatory factors, among others. Consequently, caution should be trained when applying the findings of this study to other settings (Masterman, 2021). It should be noted that the investigation of the literature in this study was based on the clarification of the researcher and may be subject to prejudices or limitations in their information or experience. To address these limitations, efforts were made to disapprovingly evaluate the literature and draw on a diverse variety of sources to provide a complete overview of the marketing purposes in corporate event management in the UK (Masterman, 2021).
[bookmark: _Toc129693729]2.5 Ethical consideration
In leading this study, several ethical deliberations were taken into account. Firstly, efforts were made to settle that all secondary data sources used in the study were reached and used in agreement with copyright laws and principled guidelines. All sources were critically evaluated to safeguard that they were trustworthy and provided valid and dependable data. Secondly, the privacy and confidentiality of individuals and management mentioned in the literature were measured (Bladen et al., 2022). The investigator made every effort to circumvent any possibly defamatory or harmful declarations, and all data was obtainable in collective form to avoid the identification of exact persons or organizations. The study followed the values of academic integrity, safeguarding that all bases were properly cited and any straight quotes or summarizing were attributed. The ethical discussions taken into account in this study intended to defend the rights and privacy of individuals and administrations mentioned in the literature, and to certify that the research was conducted in an accountable and transparent manner (Bladen et al., 2022).
[bookmark: _Toc129693730]2.6 Time frame
	Task
	Time Frame
	 
	 
	 
	 
	 

	 
	Week 1-2 
	Week 2-4
	Week 5
	Week 6
	Week 16-19
	Week 20

	Introduction
	 
	 
	 
	 
	 
	 

	Aims and objectives
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	Limitation 
	 
	 
	 
	 
	 
	 

	Ethical consideration
	 
	 
	 
	 
	 
	 

	Time Frame
	 
	 
	 
	 
	 
	 


Table 1- Time frame
[bookmark: _Toc129693731]3. Conclusion
In conclusion, this study has discovered the marketing functions in business event management in the UK through a literature review. The study has highlighted the importance of operative marketing approaches in the success of corporate events and the requirement for companies to adopt a customer-centric method in their event planning and administration. Through the literature review, this study has recognized several key themes, together with the role of social media in event advertising, the importance of event branding, and the usage of data analytics to measure incident success. Additionally, the study has highlighted several limits of the research, such as the dependence on secondary data sources and the lack of primary data. This study has provided valuable insights into the marketing purposes in corporate event management in the UK and has identified areas for future research. The findings of this study can be used by event directors and marketing professionals to improve the efficiency of their marketing approaches and enhance the success of business events.
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