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Title
The holistic marketing concept and the financial advisory service firms in the UK.
Introduction
The aim of this research proposal is to find out whether financial advisory firms in the United Kingdom takes into consideration the philosophy of ‘holistic marketing’ when offering their services to their clients.
Holistic marketing concept is synonymous to stakeholder theory and concept of sustainability as it involves the financial advisory firms necessity to take into consideration all its stakeholders, with differing values, when conducting their marketing campaigns in order to ensure the sustainability of advice coming from the marketing offerings.
Despite that, the firm marketing campaigns primary target is the customers. Nevertheless, the campaign must be fair and not misleading as the reliance on the marketing campaign that turned out to be misrepresented can have a negative effect on the rest of the stakeholders.
This is the case in the early 1980s, when “there was a series of mis-selling scandals in the UK financial services industry where consumers were sold unsuitable products deliberately, recklessly, or negligently. Notable products involved in the mis-selling scandals included pensions, mortgages, and payment protection insurance.” 
The financial service industry in the UK is a regulated industry which means that firms operating in the industry must be authorised before they can carry out any business. Several demands and requirements are placed on these authorised firms when giving advice to clients to ensure the suitability of advice. However, these requirements only take into consideration the customers and not the rest of the firm’s stakeholders.
Background to the research
Marketing is a fundamental part of any business’s functions and is the method by which a company promotes its products and services to the public at large. 
Marketing concepts have evolved over the years as the growth in technology and consumer savviness have also evolved. Presently, there are six marketing concepts in chronological order namely: 
· Production concept
· Product concept
· Selling concept
· Marketing concept and 
· Societal marketing concept and 
· Holistic marketing 
Initially, at the onset of marketing which invariably ties with the advent of the industrial revolution in the late nineteenth century, the production concept persists as it involves the production of goods in large quantity by the manufacturing firms to fulfil customer unresearched demands. The consequence of this manufacturing perspective of production concept is stock obsolescence and wastage.
The product concept of marketing follows the production concept whereby attention is placed on the product itself. Thus, manufacturers begin to differentiate their products by adding features which they deem to be important to the consumers. 
The selling concept follows the product concept which involves the manufacturer or firms using salesmen to push their products or services to the consumers. However, this form of aggressive selling has been banned by the Financial Conduct Authority (FCA). 
The marketing concept follows the selling concept and assumes that the starting point for any marketing process is the customer needs and wants, and no longer the aggressive selling. The key assumption underlying the marketing philosophy is that “a market should make what it can sell, instead of trying to sell what it has made”  (Keelson, 2012). Thus, for the first time, the customer needs and wants is the primary focus of marketing activity.
Societal marketing concept takes it further by taking into consideration other stakeholders when designing a firm marketing activity. The societal marketing concept emerged in the 1970s.. It involves the society as part of the marketing concept whereby the buyer, seller and the society are all satisfied.
The holistic marketing concept is the latest concept in marketing and is based on the premise that everything matters. Holistic marketing is thus based on the assumption that the approach to marketing should be the adoption of all activities of marketing. 
Thus, “holistic marketing includes internal marketing, performance marketing, integrated marketing and relationship marketing.” (Keelson, 2012). Holistic marketing concept seems to be an embodiment of marketing practice rather than a concept or philosophy of business (Kotler et al, 2209).
Also, the definition of marketing has evolved over the years, in order to take into consideration the changes in the political, economic, social, technological, ecological, and legal environments. 
American Marketing Association (AMA) current definition of marketing is “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.”  The definition of marketing is revised and updated every five years by the American Marketing Association to take into consideration the societal trend and other factors.
This broad-spectrum definition of marketing encompasses virtually all the stakeholders. Also, the definition has the main theme of value which has to be delivered to all the stakeholders when firms are conducting their marketing campaign.
Given that the stakeholders values are not going to be the same and sometimes the stakeholders values may conflict with one another. Therefore, it leads us to the questions below:
· How does a firm identify its stakeholders? 
· How does a firm assess the value of each stakeholder?
· How does a firm manage the conflicting value of its stakeholders?
· How does a firm prioritise the satisfaction of each stakeholder?
· How does a firm deliver these values to all the stakeholders via their marketing campaigns? 
Research aim and objectives
This research aim intends to find out whether as a matter of good best practice that financial firms carry out a formal procedure of identifying, assessing and delivering values to its stakeholders. The achievement of the research aim will require the pursuit of the following objectives namely:
· To find out whether firms have a framework in place to identify the value of each identified stakeholder. 
· To examine how firms assess the value of each identified stakeholder.
· To find out how firms deliver these values to its stakeholders.
Research Methodology 
Methodology is the theory of how research should be undertaken.
This philosophy underlining this research proposal is from the interpretivism school of thought that places emphasis on the importance of perception, intentions and beliefs when conducting social science research.
Thus, this research proposal intends to explore the holistic marketing concept and  gain an understanding of whether or not the financial advisory firms inculcate this concept when trying to find each stakeholder value.
Method
The techniques and procedures used to obtain data. In this research proposal, postal survey will be employed through the distribution of questionnaire to the population sample. 
(Saunders et al 1997) “notice that probability sampling is most commonly associated with survey-based research where you need to make inferences from your sample about a population to answer your research questions or meet your objectives.” thus the choice of probability sampling for this research.
Primary research method of directly sending questionnaires to the fifty sample firms
Fifty financial advisory firms will be sampled via questionnaires that will be posted to all the fifty sampled advisory firms.
The reason for choosing this method is to remove the interference of the researcher with the subject. Also, it gives the respondent a degree of anonymity and also, the speed of response is better for a postal survey.
The research will involve only financial advisers based in London. This is because of the need to get quick response as fast as possible because of the time-constraint.
The financial industry sector is chosen for this research proposal as I have an interest in this field being a financial adviser.
According to the FCA website, there are about 26,000 financial advisers in the whole of the United Kingdom ranging from one-man band to a big listed firm.
The research proposal will sample fifty of these population of financial advisers.
The fifty selected will be sent a questionnaire via the post, asking both closed and open-ended questions.
Firstly, fifty financial advisory firms will be randomly selected from the population of financial advisers available on the FCA website.
Data will be collected from the sample participants by including a stamped, self-addressed envelopes in the letter to be sent to the firms.
Logistical and Ethical consideration
The questionnaire will also include a declaration to maintain high standard of ethics. 
· To ask for their voluntary participation without coercion.
· To maintain their confidentiality at all times, during and after the course of this research.
· To give the choice of emailing or posting the questionnaires back to the address given on the self-stamped addressed envelope.
Expected Outcome
My expectation of the research outcome is that no formal procedure exists in the firms to assess stakeholder’s value save the shareholder.
Planned Timetable
	Week
	Period
	Target Day
	Month
	Task to be achieved

	1
	22 - 26
	26
	October
	First meeting with Supervisor – To discuss the questionnaires.

	2
	29 - 02
	02
	October/November
	Second meeting with Supervisor – To show the “Introduction” section of the research.

	3
	05 - 09
	09
	November
	Emailing of questionnaires to sample participants.

	4
	12 - 16
	16
	November
	Third meeting with Supervisor – To show “background of the research including literature review” section of the research.

	5
	19 - 23
	23
	November
	Collating up of sample respondent questionnaires for analysis.

	6
	26 - 30
	30
	November
	Fourth meeting with Supervisor – To show “Methodology” section of the research.

	7
	03 - 07
	07
	December
	To continue with the write-up f the methodology section of the research.

	8
	10 - 14
	14
	December
	Fifth meeting with Supervisor – To discuss the “Analysis” section of the research.

	9
	17 - 21
	21
	December
	Sixth meeting with Supervisor

	10
	24 - 28
	28
	December
	To continue with write-up of the Analytical section of the research.

	11
	31 - 04
	04
	December/January
	To continue with write-up of the Analytical section of the research.

	12
	07 - 11
	11
	January
	Seventh meeting with Supervisor

	13
	14 - 18
	18
	January
	To write-up the conclusion part of the research.

	14
	21 - 25
	25
	January
	Eighth and final meeting with Supervisor – To show the “conclusion” section of the research.

	15
	28 - 01
	01
	January/February
	To tie up all the sections of the dissertation and insert “table of contents” and edit prior to submission.  

	16
	04 - 08
	08
	February
	To submit the research dissertation.



Resources
I have access to computers both at home and in the University that is needed for the project. Also, I have SCONUL access to virtually all the Universities in my catchment areas to enable me to access their resources as well.
Additionally, the research expenses of administering the questionnaires will be borne solely by myself.
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