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1. Introduction

This document is to outline the aims and objectives of the consultancy project in addition to justifying the business case study, which for this project is Urban Foundry was chosen. The project aims to analytically evaluate the marketing strategies of Urban Foundry and how well they are applied to their projects and events. A set of objectives have been provided in order to enable the researcher achieve the aim.  
     
1.1 Literature Review

Marketing is defined as the action of a business to promote or sell a product or a service including market researches and advertising. On the other hand, the American Marketing Association (2017) define marketing as ‘ the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large’. it was also argued that marketing can be defined as an act of facilitating the exchange of services, goods or money in order to deliver the maximum to the consumer. 

Kotler (2008) suggests that the marketing field has evolved over the year, having five main concept: production concept, product concept, selling concept, marketing concept and social marketing concept, which have directly dealt with marketing the evolution. The name concepts are considered to be the core of all marketing activities. The main theory of the output of these concepts is  to focus on identifying and meeting the unsatisfied demands through more at lower prices. The definition of marketing depends on vigorous advertising and distribution. However, the theory is centred on a consumption-centric strategy. It was also suggested that the marketing practices should focus on contact development and higher value to potential consumers. Which in time will integrate a standard of sustainability towards marketing. 

[bookmark: _GoBack]Marslow Hierarchy of needs presents the needs that people need to satisfy while living. It suggests that the basic need, such as shelter, food and drink, are the most important, and it forms the bottom section of the triangle, the psychological needs. Once the basic needs are met the body requires the safety and security, this forms. After this need is fulfilled, the need for love and belonging, being accepted by people and loved ones becomes important to have, which having will lead to the next level which is Self Esteem. Here people require the respect of people instead of love. When these needs are satisfied and fulfilled, a person reaches self actualization. Moreover, Marslow explains that in order to reach this level, a person must conquer the steps in the lower levels. Hence, the consumer needs and demands are important factors that need to be understood and addressed by any organisation, in order to provide an output that will meet these needs and and fulfil the demands, (Torkildsen, 2005).

Marketing management is known as “planning, organising, controlling and implementing of marketing programmes, policies, strategies and tactics designed to create and satisfy the demand for the firms' product offerings or services as a means of generating an acceptable profit.”, ( Hackley, 2003).
Parsons and Maclaran (2009) state that marketing is recognised as a vital activity in our society continuously studying the consumer behaviour and demand. Therefore, marketing is considered important, not only as a commercial activity in any organisation, as having positive implications that extent beyond profit making. 

According to Moore and Hebert (2008) who state that, in order for an organisation to achieve their aims and objectives it is advised and recommended to follow a marketing strategy, which will lay the path to correct practices. These strategies will enable the organisation to retain positive impacts form their services and products. It will aid with identifying the target demographic and knowing what is in demand. In addition, knowing and studying what competitors have to offer, which could have a negative impact on the organisation. Porter (2004) suggests that these strategies help with achieving the set goals. On the other hand, each organisation is faced with challenges with regards to setting up their marketing strategies, this will be discussed in further detail in the consultancy project. 
  
Therefore, It can be argued that the literature review is vital to any study or research project, as it is considered as a key element for the research. The literature review assists with identifying the gaps in which the predecessor could not, thereby, gives the researchers justification for the questions and evaluation, (Saunders, 2016). 

2. Business Case Study

2.1 Urban Foundry

Urban Foundry describe themselves as a creative regeneration agency who forge new ideas in order create change for a better world, by improving peoples lives, making great places and building business with a purpose. Since 2004 they have been turning great ideas into reality and helping to sustain them for the future. During these years they have been learning what works and what doesn’t, this aids them to develop better ideas for the long term. (Urbanfoundry, 2019). 

Urban Foundry conduct a variety of different projects, from workshops, street markets to putting on events in different locations. They also work alongside universities, working with their officers to develop programmes, as well as, liaising with a range of internal interests and working with various local authorities within the region. 
Some of the markets they have arranges and organised are the Upland Market and Marina Market which saw a success since they have started. The aim of these markets is to demonstrate the qualities of public space, by establishing and sustaining a once a month on street local produced market, which focuses on the high quality sellers and in the process improving the cultural offer of the area, (urbanfoundary,2019).     


   

2.2 Aims and objectives

The aim of this study is to analyse and evaluate Urban Foundry’s marketing strategies and how well they are applied. A number of objectives have been set in order to achieve this and are as follow:

     1. To find out what are Urban Foundry’s marketing strategies and how well they are applied. This will be done by communicating with the Project Manager of Urban Foundry.

     2. Conduct secondary research that will aid the researcher with evaluating the strategies. Secondary research will be explained further in the research methodology section. 

     3 To find out how Urban Foundry apply sustainability to their marketing strategies. 
 
     4. To provide recommendations that could enhance their performance and aid with improving their ways. 
A secondary research will be undertaken and analysed, in order to achieve these objectives and answer the business case questions.

3. Research methodology

Bryman and Bell (2001) state that, it is vital for the researcher to fully understand the different methods available for research and approaches that can be chosen. 
Saunders et al, (2016, p5) explains research as” something that people undertake in order to find out things in a systematic way, thereby increasing their knowledge” 


   3.1 Philosophies

Saunders et al (2016) suggest that, in order to get a better understanding of the area of study, it is considered important to choose an appropriate approach. Interpertivism approach will be the primary paradigm adopted in this study. However, elements of a positivism approach will be used since the researcher will be looking at some numerical data provided by Urban Foundry, (Saunders et al, 2016). Interoretivism is considered the most appropriate paradigm, since this research will be based on an analysis of qualitative data. The positivism paradigm will be acknowledged since there will be an analysis of qualitative data, (Collis and Hussey, 2014). 

The researcher will attempt to base this research on information collected through conducting interviews and secondary data analysis, which will enrich the case study. Therefore, a non probability sampling framework will be used in this study, (Saunders et al, 2016).

   3.2 Research Approach and Method

Loseke (2017) explains that deductive approach involves using what is already known in order to choose the correct choice of data collection. Therefore, the researcher will conduct mixed methods of primary and secondary data, that will provide better opportunities to aid the researcher achieve the aims and objectives, ( Tashakkori and Teddlie, 2003). 
Since this study is looking at evaluating the marketing strategies of the business case study Urban Foundry, the majority of the data will be provided by the organisation themselves. Hence, the researcher will attempt to review and evaluate this data based on marketing theories and the performance of their projects, the previous and current, ( Collis and Hussey, 2009). 
   
3.3 Limitations

Time limitations is seen as part of the usual limitation in an project, given that the researcher’s main source of primary data is provided by Urban Foundry themselves, time is very important and depends on the availability of the business and how fast they respond to the researchers. Access to certain statistics and figures in time is another limitation. However, the researcher will attempt to mitigate these limitations by sticking to deadlines when performing certain sections of the project report.

   3.4 Ethical Risks

It is important that all participation is completely volunteered and all are above the age of eighteen. Hence, the ethical risks are considered minimum. All the data collected shall remain confidential and held on servers with passwords. This will also be applied to all the data collected from Urban Foundry.  All participators identities shall remain anonymous.  

   3.5 Validity and reliability of data

The outcome of this study may have high reliability, however, low validity within this primarily interprevism research as it is based on data provided from the organisation, ( Collis and Hussey, 2009) . Thus this research will include elements of positivism which will theoretically provide a combination of two that should therefore provide both in equal .  

4. Research and planning

Various resources shall be collected and used for this study, in order to provide a wider understanding to the subject and aim of the study, which will, therefore, be used to achieve the objectives. Moreover, time is an important element to this study, it is crucial to the researcher to follow a time scale in order to meet the deadlines successfully . 
As for the resources , the primary data will be collected via interviews and collecting data from the chosen business for this case study. IT equipment shall be used to analyse the data collected. On the other hand , secondary data, which will include theoretical sources such as books and academic journal articles, will assist the researcher in developing the understanding of the subject area and provide the business with recommendations for the future. 
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