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Section One - An overview
1.1 Document Purpose 
This document proposes to undertake a marketing review for a Midlands and South-West based events company, West Country Marquees [hereafter WCM], identifying and recommending potential new/additional onward marketing strategies. 
1.2 Project Deliverable Roles 
The following people/organisations will receive a copy of this PID document:
	Creator
	Name

	Organization UWTSD
	

	
	

	Reviewers 
	Name

	Organization UWTSD
	Mike Davies / Suzanne Wells 


	
	

	Acceptors/Approvers 
	Name

	Organization West Country Marquees [WCM]
	WCM



1.3 Executive Summary 
This project has been commissioned by WCM to support meeting the company’s aims and objectives within its marketing strategy.  The project’s success will be initially be measured by the company’s own assessment of the report’s recommendations; WCM’s ability and desire to translate these into an adapted and updated onward marketing strategy that reflects the final report’s recommendations. 
The project will form an important foundation for WCM’s successful updated marketing strategy and will include a focus on future sustainability; meeting WCM’s desired outcomes of increasing brand awareness and business during WCM’s annual low-season periods, shaping any marketing strategy to secure the type of customer WCM wants to work with and ensuring value for money.
SECTION TWO - Project Justification
2.1 Aims 
Key aims:
To produce a strategic marketing review report for West Country Marquees with recommendations to:
· Increase brand awareness and business for WCM that will ensure onward competitiveness for the company.
· Specifically support an increase in business during seasonal low-periods, minimising the negative impacts of theses periods for the company. 
· Support and ensure a high-value onward marketing strategy for this hospitality sector-based business


2.2 Objectives 
It is vitally important that this project can deliver a beneficial, sustainable strategy. The following objectives will help to deliver the project’s aim:
· To identify and establish the perfect marketing avatar for WCM 
· To ensure that the marketing avatar concept is understood by the directors to inform the shaping of future marketing strategies to secure the company’s most desired customer 
· To identify and review typical marketing strategies of competitors to inform recommendations in the final report
· To evaluate the effectiveness of WCM’s current marketing strategy accounting for budget constraints
2.3 Background
The West Country Marquees is an SME business; a well-established and respected events-based company within the hospitality sector. It provides high quality temporary structures for predominantly wedding/functions, event companies, private clients and for corporate clients.  Alongside this, they have provided marquees for large-scale events including NFL sports event in London, Wembley and for Cheltenham Racecourse. 
The company’s base is situated in Upton Upon-Severn in the West Midlands. The organization’s geographical positioning is vital to their success since most of the business they have is throughout the Midlands and South-West Wales and this location has proved to be the most advantageous in terms of accessing all major routes across their territory. In terms of potential expansion, it is worth noting that the location also provides good access to all major routes that link to additional territories. 
The business was established in 2004 by two brother partners [Eddie & Richard Cope], extended in 2012 by two more brother partners [Tom & Joe Phillips]. It became a Limited company in 2018 with 3 directors after one of the original partners left [Richard Cope]. The business employs two permanent staff in addition to the directors and up to twenty seasonal workers at any one time. 
Given the personal and hands-on operational requirements of the business involving all three directors, WCM is keen that any new increased business is gained via customers that the directors can enjoy positive client relationships with and minimise any potential issues from new business. Additionally, the directors are positively open to new business across new territories and the possibility of providing additional and/or more secure employment opportunities for staff.
2.4 Rationale
WCM is a successful, family-owned SME business whose operational management relies heavily on the three directors who work day-to-day ‘hands-on’ with their teams. As such, their time to focus on new marketing strategies and developing the business further - perhaps into new territories is limited. This marketing consultancy commission therefore will provide the directors with updated insights without significantly disrupting the directors’ need to focus on day-to-day operations.
The economic factors for this business are the main point of focus, with an aim to increase revenue across the year. As a hospitality-based business, WCM, like many others in this sector, is affected economically with revenue fluctuating through seasonal periods. For WCM, October through to March is a quiet period. Whilst the organisation requires some of this time to manage the physical maintenance of equipment, administration and business development of the company, the director Tom Phillips is keen to explore whether business could be increased during some of the low-season period. The project undertaken by the consultant will identify why these low periods of income occur, creating a new marketing strategy to potentially increase business in this period and minimise low-season impacts for the company. 
2.5 Benefits 
Benefits to the organisation:
· Increased revenue and profit levels for the company during low season creating better business balance across the year

· Increased brand awareness within the company’s existing territories and introducing the brand to new territories 

· Increased understanding of effective marketing strategies - particularly providing an understanding of the marketing avatar and how this can positively inform and benefit future marketing strategies for the company
During an initial interview with key stakeholder and director, Tom Phillips, he stated a desire for business to be generated by “Working in geographical areas we want to, ensuring our brand is out there in places we want it to be.”  Providing the directors with an understanding of the marketing avatar concept and how this can work to benefit and shape a company’s marketing strategies, will be a key benefit to any longer term marketing strategies for the company. According to R Henneberry, “To market a product or service properly, the first thing you must do is get clear on WHO your ideal customer is, where they are hanging out, what their challenges are…” The avatar identification process will enable the organisation to identify their “ideal” customer S A Gardener 2017, influencing their marketing strategy. Identifying and establishing a core marketing avatar for WCM will be a key benefit to the company’s onward marketing strategies. 

2.6 Possible Constraints 
The process of planning a marketing strategy requires engagement from both the consultant and the organization involved. 
The level of engagement that may be possible from the WCM directors may be a cause for concern and will need careful management with regular weekly checks. This is due to WCM’s need to regularly review their direct involvement in the project given the directors very ‘hands-on’ roles that sometimes demand last-minute changes to their weekly schedules. 
For the success of this project, it will be vital for communication with one another to be fluent and consistent. WCM has indicated that they give their full support and access to information to the current consultancy project, allowing the consultant use their resources available and perform at the highest level possible. The director Tom Phillips has agreed to regular text and email communication for updates that will help to manage any last minute changes and minimise disruption to the overall timeframe of the project.
Section Three - Project Approach 
[bookmark: _1fob9te]3.1 The framework
[bookmark: _3znysh7]The project approach is where the consultant establishes the breakdown of the structure used to framework the consultancy project, segmenting the project into agreed, manageable, time-framed phases tasks. These different tasks will then be achievable and realistic during the project. WCM can then take confidence from the consultant’s approach. 
This project will encompass secondary market research, primary data analysis drawn from stakeholder interviews and a customer questionnaire and the composing of final recommendations. [see framework chart in section 3 - Project Management and Team structure]
[bookmark: _tyjcwt]3.2 Potential project costs and financial considerations
The financial cost of the project is minimal initially. The consultant, as a student representative of University of Trinity Saint David (UWTSD) will provide this consultancy project on a no charge basis for WCM. Any onward financial outputs relating to an updated marketing strategy developed from this consultancy project will be the responsibility of WCM. There may be future costs to WCM due to implementing a new marketing strategy if the directors agree that any additional investment is likely to secure a strong ROI. ROI can be seen as a method of persuasive communication to senior management, a process of getting everyone’s attention to the financial aspect of the organization (Kalvar 2003). If the consultant for this project can produce a marketing strategy accounting for its financial viability with a positive ROI, this will in turn strengthen the client relationship with WCM.
3.3 Risk Management & Controls 
Risk management is an essential process when undergoing any business related project, risks are inevitable. However, if planned for correctly by implementing  a contingency plan then certain risks can be avoidable. The risks and contingency foreseen for this project are as follows:
· Errors with the completion of the document by the consultant - these will be eradicated before submission due to being vigilant proofreading by a significant other.
· Disengagement from the necessary stakeholders due to time and energy needed to be involved with the project - This risk can be mitigated through  regular communication with stakeholders.
· The consultant’s key stakeholder, Tom Phillips has multiple commitments and therefore may be difficult to communicate with - Therefore an agreement to liaise with another named stakeholder has been agreed if he is struggling to maintain the outlined timeframe [see GANTT chart 4.3 [B]
· Primary research may offer limited useful data if questionnaire is not accurately designed or has a limited response within a given timeframe - The consultant will design the questionnaire and plan the response timeframe mapped against standard survey protocols to maximise successful data capture. For example, launching the online survey on a Monday since this is the day with the highest response rate J Zheng (2019).
[bookmark: _1t3h5sf]Section Four - Project Management & Structure
[bookmark: _t879yjnhpn48]4.1 Project Management strategy 
[bookmark: _Hlk4443794]The members involved for this project are the key to the success desired from both the consultant and WCM. The structure of the management is vitally important for setting out clear roles defining areas of engagement for the necessary individual. This project will be broadly based on Prince2 project management processes. Prince2 is a respected 7 step process model that ‘is more focused on the ends rather than the means; what's expected of the end product will determine the scope and shape the planning’. [Alex Puscasu - Project Consultant - http://apepm.co.uk/prince2-process-model/]. Therefore this principle will particularly support the desired end output of creating WCM’s marketing avatar. 
4.2 Prince2 Chart
[bookmark: _Hlk4443906]The Prince2-based chart below shows the broad stages of a typical project and the WCM Project framework chart in section 4.3 [A] divides the operational tasks of the project into key phases. The GANTT chart in section 4.3 [B] then outlines the timeframe for each phase and task. GANTT charts have been used and adapted by project managers since their development by Henry Gantt as a useful management tool to ensure timely delivery of projects [The Gantt Chart, a Working Tool of Management 1922].
Prince2 Chart 
 [image: ]
4.3 WCM Project Framework and timeframe GANTT Charts:
In accordance with Prince2 and GANT [academic ref here] principles, the charts below provide information about the responsibility allocation and timeframe for the project. 









A.Phase chart here
	[bookmark: _Hlk4423164]
PHASE ONE
Inception


	
TASK ONE
Inception meeting with key stakeholder / Tom Phillips undertake SWAT analyse 







	
	TASK TWO
Marketing Review / In-house & external 






TASK THREE 
Secondary data analysis







	

	
PHASE TWO [B]
Data collection and analysis

	TASK FOUR
 Customer / potential survery






TASK FIVE
Stakeholder consultations




	
PHASE THREE
Reporting
	

TASK SIX
Draft Report








TASK SEVEN
Final report











B. GANTT chart here


4.4 Responsibilities
The consultant - the individual who set out the initial aims and objectives to be completed throughout the duration of the project time frame. The communication between the consultant and the stakeholder will be regular, to ensure both parties are content with the progress of the project and for the completion inn May 2019. 
The stakeholder/management - the stakeholder will being continuously involved in the process of the consultancy project making joint decisions with the with the consultant, both being responsible for the outcomes. Arguably both members involved here, hold the most importance.  
WCM staff - one or two key seasonal workers working for WCM will be identified for stakeholder interviews. Other workers may be invited to complete the marketing survey as potential users of this service personally. Additionally, all staff will be encouraged to engage in promotional activities that may involve incentives. 

4.5 Quality Assurance
Additionally, in terms of quality assurance, the following quality management protocols will be kept to: 
· All shared information will be kept confidential in accordance with the GDPR Law [ EU Law - The General Data Protection Regulation 2016/679 implemented in May 2018]  
· Both the consultant and key stakeholder will agree timely communication processes. The consultant will respond to any stakeholder queries within 12 hours. 
· Information to be shared with customers and/or potential customers will be on a strictly pre-approved basis by the key stakeholder, Tom Phillips, Director at WCM.

[bookmark: _Hlk4442645]4.6 Primary Research Methodology
For this project the following primary research methods will be used:

1. Customer/potential customer Questionnaires [delivered in survey form]: 
Given the time constraints of this project, the primary data collection period [as shown on the GANTT chart, section 4.3 (B)] will be over approximately two weeks. Further to a SWOT analysis undertaken during Phase One and Two of the project, a short survey will be created and distributed via an online survey platform and in hard-copy to be distributed at any ongoing events covering 3 full weekends during the same period. Research from national survey providers such as Gallup and SurveyMonkey reveals that a survey should take 5 minutes or less to complete. 6 – 10 minutes is acceptable but significant abandonment rates occur after 11 minutes. A short survey should therefore maximise the response rate for this timeframe.
Additionally, an online version may be made available on social media and shared by stakeholders in order to gain additional responses from those who may not be existing customers and may be from a range of socio-economic groups in age  

2.  Stakeholder consultations - Survey findings will be additionally discussed via stakeholder interviews with relevant company stakeholders and identified regular customers.  These interviews will follow a semi-structured format and be conducted by telephone. They will allow the opportunity to ask follow-up questions, probe for additional information and circle back to key questions later in the interview to generate a deeper understanding of attitudes, perceptions, motivations and more.

4.7 Bibliography 
Online: J Zheng (2019) ‘What day of the Week should you send your survey?’ https://www.surveymonkey.com/curiosity/day-of-the-week/
Kalvar S.T (2003) ‘Apply ROI as a persuasive communication method—just anlysing’ 
S A Gardner (2017) ‘‘Profile Your Target Market: Build and use an avatar of your ideal customer or client’
Online: A Puscasu - Project Consultant - http://apepm.co.uk/prince2-process-model/].
H W Clarke (1922) ‘The Gantt Chart, a Working Tool of Management 1922’
Online: R Henneberry (2018) ‘The army swiss knife of marketing’ https://www.digitalmarketer.com/blog/customer-avatar-worksheet/ 
[bookmark: _GoBack]Prince2 (2019) https://www.prince2.com/uk/prince2-processes 

Gantt Chart Time Frame

Feburary 	Discussion with oragnisations (WCM)	Bid presentation	Pid	Collection of primary 	&	 secondary data	Analysis	Report	16	25	March	Discussion with oragnisations (WCM)	Bid presentation	Pid	Collection of primary 	&	 secondary data	Analysis	Report	25	April	Discussion with oragnisations (WCM)	Bid presentation	Pid	Collection of primary 	&	 secondary data	Analysis	Report	14	26	May	Discussion with oragnisations (WCM)	Bid presentation	Pid	Collection of primary 	&	 secondary data	Analysis	Report	13	
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