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Executive Summary

The purpose of this research is to explore, analyse and evaluate Urban Foundry’s marketing strategies. These strategies are compared to theories. This was done through conducting primary and secondary research, in order to collect the suitable data that aids the researcher with the evaluation. The COVID-19 global pandemic has created challenges and limitations to this research which are discussed later in the report. An environmental analysis has been provided. This assists with identifying the internal and external factors that has an impact of the performance and strategies of Urban Foundry. Recommendations have been put forward, which could be of assistance to Urban foundry and taken into consideration. 
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2. Introduction

As explained in the initiation document, the researcher explained that the purpose of this report was to look at and analytically evaluate Urban Foundry’s marketing strategies. The strategies they follow are compared to marketing theories. However, due to the unexpected circumstances which the whole globe is facing, the COVID-19 pandemic, there were a minor changes to what the initiation document suggested. The original intended means of contact was via email, which at this point is the safest and best way. 
Urban Foundry were forced to cancel their events and markets, following government guidance. Hence, the researcher has based this research on their previous marketing strategies and how they intend to recover from this pandemic. 

3. Aims and Objectives

As stated in the initiation document the main 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. In addition, find out their strategies to recover from the pandemic.
     2. Conduct secondary research that will aid the researcher with evaluating Urban Foundry’s marketing 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

4. Background
According to Kotler (1994), he believes that marketing is considered as a social and managerial process where groups and individuals should create and exchange products in order to obtain what is needed and wanted. On the other hand, the Charted Institute of Marketing (1984) suggests that marketing is believed to be a management process where customers needs and requirements are met and satisfied, and in the process they make profit. Moreover, Parsons and Maclaran (2009) explain that marketing aids businesses with reaching and achieving their aims and objectives, and does not focus mainly on meeting consumers needs and wants. Therefore, as it can be seen, marketing does not mainly focus on promoting a business, however, it is considered as a strategy process that assists the business in meeting their aims and objectives. 

Therefore, Moore and Hebert (2008) recommend that, businesses should follow a marketing strategy that will lead them to the correct practices which will therefore, aid them with achieving their aims and objectives. As it was argued that marketing strategies are plans that are formed in order to achieve marketing objectives for a business. It is considered as a blueprint that aids with attaining the business marketing objectives. Moreover, Moore and Hebert (2008) believe that  these strategies will retain positive impacts form their services and products. The strategies will assist the business with identifying the correct target demographic and determine what is in demand in the market.  Not only that, it will aid with studying and identifying the competitors position in the market and what they are offering the consumer. As Poter (2004) suggests that competitors could have a negative impact on a business and lead consumers towards their products and services.   

In terms of Urban Foundry, who 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). 

5. Research Methods
In this section, research methods for this project have been identified and justified. According to Bryman and Bell (2007) they believe  that the researcher should fully understand the research methods available. This will assist with choosing the correct form of data collection, which will provide an understanding to the topic. Furthermore, Saunders et al (2016) suggest that, choosing the most appropriate approach will provide the researcher with a wider understating of the project area. This project has adopted an interpertivism approach, as a primary paradigm. Moreover, it was suggest that elements of a positivism approach will be used for this research, however, this was unsuccessful due to lack of time and the results of the forced quarantine which was applied by the government, (Saunders et al, 2016).  Since this research is based on analysing qualitative data,Interpertivism was considered as the most appropriate paradigm, (Collis and Hussey, 2014). 

A deductive approach, as described by Loseke (2017) explains that a deductive approach uses what is already known to assist in knowing what data to collect. With regards to the research area, the data is already known. However, it will be used to evaluate and aid with analysing Urban Foundry’s marketing strategies. This will provide the secondary data, the data that is available for the researcher to collect. As Baxter et al (2001) suggests that this data is available in the form of books, journals, pubic reports and websites.  
Moreover, the primary data is  that is collected for a specific reason. This data could be collected by a questionnaire or an interview, ( Bryman and Bell, 2007). Blaxter et al, 2001 suggest that a researcher may used a combination of more than one type of data collecting. However, the researcher chose only one form of data collection and this id  done by a interview. In terms of the interview, the style of the interview that has been chosen was semi structured interview. The interview was conducted via email as explained previously. This style involves a set of topics, which is prepared prior to the interview with some major questions. ‘ the questions are generally open ended in order to gain richer information’ , (Miller and Brewer,2003,p 167). 

While conducting this research, the researcher was faced with limitations. The first limitation was time. The researcher has faced challenges with receiving the data from Urban Foundry in time, in order to analyse it. Another limitation was not having access to books and journal articles. This was due to the pandemic of COVID-19 that forced quarantine. However, the researcher accessed online libraries in order to obtain the data and form the secondary research. 
All the data has been put together,  discussed and analysed in the finding and analysis section of this research. 

6. Environmental Analysis
An environmental analysis assists a business with developing their marketing strategies. As it is considered as a guide to aid a business with exploring their internal and external environments. What are their strengths and weaknesses, their opportunities and threats. What affects them and their performance externally and internally. These are presented in the forms of a PEST and SWOT analysis, ( Kolomiets et al, 2019). 
A PEST analysis consists of political, economical, social and technological factors. These factors access the external environment where the business operates. Kolomiets et al (2019), continue to suggest that a SWOT analysis allows a business to explore their internal and external environment. This analysis aids their decision making process in addition to assisting with the evaluation of their strategy choices.
With regards to Urban Foundry, these factors play a part in their performance and outcomes. Political involves governmental regulations and legal factors. this has an impact of the business, for example, for their street markets they require certain permits for road closures and clearing some parking spaces. For the the economical factor, this includes economy growth, interest rates and unemployment rates. Urban Foundry is a small business with a few paid employees, and for certain events they take on volunteers or university students interns. Therefore, does not have a great impact on their employment payments. However, could affect the traders who trade in the street markets as rates may increase. Since the business deals with people and host events the social environment is very important to consider. In addition to considering the target market segment. Furthermore, Urban Foundry rely on social media for advertising and promoting, therefore, the technological factor is a main factor to consider as this may affect their advertising and promoting. 

On the other hand, the SWOT is exploring the internal strengths and weaknesses, and the external opportunities and threats. Urban Foundry consider sustainability in their marketing strategies, in their services too. This is considered as a strength. They are a small business, which makes them more hands on with events and the services they provide, leading to dealing directly with their customers. Hence, knowing exactly what they need and want and attempt to fill these needs and wants. However, being a small business could also be considered as a weakness as they do not have a big budget and their projects are enterprises. Adding to that, relying mainly on social media platforms and word of mouth for marketing their projects, which is due to their low budget. This could limit their customers and limit the audience. Moreover, could also be seen as a strength, as statistics reveal that 87% of adults use the internet daily in the UK, (ons, 2020). 
In terms of the external factors, the global pandemic could be considered as both an opportunity and a threat. People would think twice before booking to go abroad with COVID-19 still being active, therefore, more people will be staying local. As soon as government regulations and guidance are offered and the street markets reopen more people could attend and join. However, could be considered as a threat. As the uncertainty of the outcomes of what is happening and the length of quarantine could mean that Urban Foundry would struggle to recover, as they are a small business with a low budget. 

7. Findings & Analysis

In this section, the findings will be discussed and analysed. 
In these times, where the pandemic of COVID-19 has taken a devastating toll on the hospitality, tourism and leisure industries. Having marketing strategies in place is crucial for the survival of businesses, in particular small business such as Urban Foundry. 
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).     Hence, having an updated marketing strategy is considered essential for businesses, regardless of the size of the business. 

As a main part of the marketing research, gathering marketing mix is considered important for a business to adopt the best and suitable marketing strategies. Wu and Li (2018), explains that the marketing mix can be defined as a business model and consists of the four P’s, the price, place, product and promotion. This mix is considered as a tool that businesses use to pursue their marketing objectives and their target market. These four categories aid the marketing strategies in order to maximise the business profit. However, for Urban foundry, their aim is not making large profits. Their aim is making a difference and using their business for a great force. 

According to Urban Foundry, their marketing strategies always consider sustainability as a key to all their projects and events. It was argued that sustainability has been defined the strategy to meet the needs of the present while not compromising the needs of the future generations. In addition, it was explained as  “ the quality of being able to continue over a long period of time”, Cambridge Dictionary (2019). For example, one of their street markets, Uplands Market has been set up as a social enterprise. Which indicates that they do not rely on funding or any other support. Therefore, their marketing has to work hard as they mainly focus on social media platforms such as Facebook advertising. As Urban Foundry have stated, this social media platform has worked well for their markets. Hence, they allocate a set budget for their social media adverting. They also rely on word of mouth, as it is believed that it was the origin of social media. Forbes (2014) suggested that 92% of the consumers rely and believe any recommendations that comes form friends and family members over any other type of advertising. Therefore, Suzanne Fanning, president of Word Of Mouth Marketing (WOMM) and the American Marketing Association have reviled that 64% of marketing managers and executives believed that the most effective marketing form is word of mouth. However, not many rely on this form of marketing. 
Urban Foundry explain that any other forms of marketing activities are only for informative purposes, such as leaflets that display all the market dates, the posters and the outdoor banners. 

Some of their events and project’s audience crossed over. This assisted with their marketing. For example, when they ran the venue Unit Nineteen in Little Wind Street, where they also relied on social media for marketing, they discovered that there was a cross over with Uplands Market audience which aided them with cross selling. Again, showing the success of Facebook and word of mouth marketing.  They were thankful and considered themselves to be lucky that Swansea Online/ Wales spotted them and covered the initial events they held. As a result of this coverage, their Street Food Friday was considered successful, (UrbanFoundry).

Furthermore, Urban Foundry are a certified B Corporation, the third in Wales and the first in Swansea. A certified B Corps is considered as a new type of business where purpose and profit are balanced. They businesses are required to to take into consideration all the impacts of any decisions they make, whether on their customers, suppliers, workers, community and the environment. As they explain themselves as a community of leaders who use their businesses as a ‘ Force of good’, (bcorps, 2020). Therefore, everything that Urban Foundry does has to be ethical, considerate and sustainable. Hence, as mentioned earlier, sustainability is the key of their marketing strategies with their projects and events. Parsons and Maclaran (2009), state that actions even if small do make a difference. If an individual or a small business make a small action, then its multiplied by other individuals, the results will then make a difference. 

8. Currant Situation
Wu and Li (2018), suggest that in order to examine the current situation position of the business it is essential to conduct a strategic analysis. This assists with evaluating the strategic choices, options and implementations, as businesses base their strategic choices on exploring the current and future needs and demands. The main marketing strategy that Urban Foundry should adopt and implement should be based on maintaining their position in the current and future market. In addition to setting up strategies for expanding their customer base. 
Urban Foundry run the street Markets on a monthly bases, weather permitted. Since the the effect of quarantine has been in place by the government, which was due to COVID-19, these markets have been put on hold until further notice. This has affected Urban Foundry, as they rely on these markets, and the traders who take part in the markets. All businesses have suffered and been affected from this global pandemic. However, Urban Foundry stated that they have a continuing business plan in place, this plan was put in the case of a fire or a flood but works the same for this global pandemic. Despite events and markets being canceled, their plans include marketing and supporting the traders who take part in their street markets. Relying on social media to post updates and advice about the best ways on how to get in touch with traders for their services and products. As for the musicians, who were already booked for live events, Urban Foundry requested them to send through an invoice for their services which they will fully pay. As a result, the musicians would hold an event on credit when further government guidance has been announced with regards to public events, (UrbanFoundry, 2020). 

9. Recommendations
As it has been seen from the findings, the researcher has highlighted Urban Foundry’s marketing strategies and evaluated them. As a result, recommendations have been put forward, in order to assist Urban Foundry with their marketing strategies.
* Urban Foundry rely mainly on social media for marketing and advertising, specially Facebook. When advertising a project, to mention more of the traders and partners who are included or taking part in the project. This will spread the information and reach more audience. Focusing on the street markets and the traders who trade in the markets.

* In the current time, Urban Foundry are trying to find the best ways to get in touch with the traders who take part in the street markets. In stead of linking the customer to the trader directly, they could act as the agent who links the customers and the traders. As they communicate directly with the traders and know their situations. Customers could advertise a list of the traders on their website and social media platforms. This way they increase website and social media audience, while supporting the traders in the same time. 

* They could create a virtual market, where the traders display their products and services. Arrange a date where customer and people could see what the traders have to offer and could order and buy. Urban foundry could discuss with the traders the best ways of how to deliver the products to the customers. This is considered as a temporary solution to the suspended actual street markets, which are due to the COVID-19 pandemic. 
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