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	Brief explanation of the relevant theories adopted 

	       
       First theory adopted is the market research conducted on the Edgbaston Spartans FC. Desk research, telephone interviews, in-person interviews, self-completion questionnaires, focus groups, and observation are all tools available to market researchers. For sample selection and data analysis, specialised methods are being applied. Business risk is being reduced when a market research is being conducted. By doing the research, ‘’new territories for products and services’’ can be found. (Hague, Hague and Morgan, 2004). Spartans mission and their culture can be understood by conducting a market research. At the same time, the research was done by comparing the number of the companies in different areas of Birmingham, and so Solihull was a good area to chose from the possible sponsorships. The contact details of those companies were carefully searched. 
        Secondly, segmentation has been carried in researching the businesses that can offer a sponsorship for the football club. The goal of segmentation is to provide consumers with products that meet their unique demands and behavioral tendencies. One segment of the market can be identified by gender, while another might consist of customers in a particular age range. Along with income level and cultural level, locality is a general component of market segmentation. (Martin, 2011). Geographical and demographical segmentation helped in understanding and choosing the companies. They were chosen as having a sport tendency, by thinking that the Edgbaston Spartans FC is a football club, those companies will feel closer in sponsoring a sport team. Also, as a Birmingham area, Solihull is close to the address of the Spartans and the businesses may think of gaining more customers by sponsoring a team in the close proximity. 


	Reflection & advice to the organisation

	1. The long journey in finding contact details of the companies who can possibly sponsor the Edgbaston Spartans FC made understandable the fact that the companies have limited contact resources and most of them do not have an email address listed on the website, and also those who do have an email address listed, it was a general address, not a specific one just for the Solihull business located. My advice to Edgbaston Spartans football club is to expand their methods in finding the businesses to sponsor them, by telephone contact or face-to-face speaking for a better sponsorship chances, as the email method it is not enough, since there was no response to the emails sent. 
2. Looking further in the research, I would advise Edgbaston Spartans Football Club to look into contacting bigger national businesses as they have a better capital and a higher amount kept for sponsorships, but also to be careful as the big national and international companies may already sponsor another football clubs. Again, looking into bigger companies may make it harder for the football club in meeting them directly and obtaining a sponsorship. 
3. The Spartans can also try to open up as an organisation for other businesses and people to know better and to understand what they are standing for and what their culture is about, in this way they can attract businesses who share the same culture. 
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	Name of companies contacted

	1
	Up and Running -Myself

	2
	Bizseek Birmingham Runner -Myself

	3
	Fortress Boxing - Myself

	4
	Direct Sport

	S
	JD

	6
	Birmingham Runner

	7
	Sport WearSS LTD

	8
	Villain Fitness LTD

	9
	Nike Fsctory Store

	10
	Sports World 

	11
	Sky betting & Gaming

	12
	Coral
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	Brief explanation of the relevant theories adopted 

	          

           The theory applied in Week 2 for trying to obtain a sponsorship for Edgbaston Spartans FC is targeting. Targeting is the process of choosing a sector to pursue. The best way to achieve precise targeting is to do in-depth market research about the requirements and preferences of the target audience. The most crucial tasks a marketer performs may be selecting the appropriate market and then correctly targeting it. The improper market segmentation strategy, or even worse, not segmenting the market at all, results in missed opportunities and wasted time. (Blythe and Martin, 2019). Following market segmentation, the business must understand the requirements and preferences of the categories it has chosen. The process of target marketing entails locating the most lucrative market groups. As a result, companies may choose to concentrate on only one more of these categories. To meet the needs of each chosen sector, they might create products or services. In marketing, targeting is segmenting your target market and creating marketing campaigns that will attract the groups that are most likely to respond to your efforts. (Camilleri, 2017). “Once [a] firm has identified its market segment opportunities, it must decide how many and which ones to target. Marketers have a range or continuum of possible levels of segmentation that can guide their target market decisions.” (Kotler & Keller, 2016, p. 284,286). 
          The decision to target the businesses in the sport sector has been made by the thought that Edgbaston Spartans Football Club is a sportive group and the businesses from the same sector may feel closer to the potentially sponsored team and this can attract better the audience on the football team. The companies has been also targeted from a medium-business strategy, looking for medium companies that have enough income but are not international companies. 

	Reflection & advice to the organisation



	
1. Due to the research based on targeting, I would advise Edgbaston Spartans FC to look into contacting smaller local companies who have common interests or culture, as there was no following response by contacting the chosen businesses. Also, they can also strategize their contacting information in offering the exact price target for the sponsorship and the exact promotion they are also offering to the businesses, as having the company name written on their T-shirts or boards on the stadium. Moreover, they can also look into finding businesses closer to the organisation, because place is an important component of the marketing mix, as is the price and promotion they are looking into to obtain. People are also important in targeting, as they need to find people with the same cultural structure and same beliefs. 
2. I would also recommend for the team to start having their own physical evidence as mugs, T-shirts, cards, neckwear, hoodies, so they can also bring them when meeting with their targeted businesses. This kind of evidence helps when a business will make the choice in sponsoring them or not, as what people see they tend to believe faster. As advised earlier, meeting face to face plus the physical evidence brought together may be a more efficient method to attract sponsorships rather than sending an email with no later response. 
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	Brief explanation of the relevant theories adopted 

	          In week 3, I adopted the positioning theory in the aim of obtaining a sponsorship for Edgbaston Spartans Football Club. “Positioning is the act of designing the company’s offering and image to occupy a distinctive place in the minds of the target market” (Kotler and Keller, 2016, p. 297). The brand positioning plan must be understood by the entire team of the organisation. Analyzing internal marketing to place the company's products in within organisation is essential to understanding the facets of market position. "Positioning can be defined as a collection of creative activities that manipulate the consumers' mind in favour of the brand’’. (Kamau and Wafula 2015, p.1) Brand positioning, or the set of connections a customer has with the brand, is a component of market positioning. Aspects, use scenarios, lifestyles, and images are only a few examples of the associations that might be made. As Kotler found the three steps in creating a good positioning of a business, them being picking a frame of reference that is competitive, finding the differences and similarities and establishing a brand motto, I believe the third one will be really helpful for the Edgbaston Spartans FC, because “A brand mantra is a three to five word articulation of the heart and soul of the brand.” (Kotler and Keller, 2016)



	Reflection & advice to the organisation

	
1. The first advise I would give to the Edgbaston Spartans football club is to think about how they can position their brand to the most important people from the organizations they are trying to contact, as emailing the director or Human Resources department of the company. Most of all, along with the email they can also try directly calling the firms directly to position their team right in front of them and getting the message exactly as it is sent by the businesses, because on the email they can sometimes get only the ‘’receiving confirmation’’ and not the direct answer that they expect.
2.   Also when emailing them, Spartans can offer something in return of the desired sponsorship, such as free seasonal tickets for matches, advertising the business at the stadium during matches. Inviting the executive or HR of the businesses helps Spartans to show their face and intentions and to create a stringer connection with them, and this can have higher chances in obtaining a sponsorship from them. Spartans needs to help the firms gain a strong idea on why they should sponsor their team, and they can only do that by finding the best positioning strategies, and by that they need to show how there are better than others and to believe in their qualities. 
3. The Spartans have an interesting LOGO which has Greek origins and it can have an impact in the Greek businesses, but the majority of businesses in UK are not Greek and the FC can try to design a new logo which resonate more with everyone, or they can try to make it more colourful, and also accompanied by a message/motto, which can stay printed in everyone’s mind when they think of the Edgbaston Spartans Football Club.
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