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	Brief explanation of the relevant theories adopted 

	[bookmark: _Hlk116071008][bookmark: _Hlk116069438] The scope of marketing strategies is to create a competitive advantage and be one step ahead of your competitors. They are also used to increase demand, brand recognition, revenue, and the chances of success, by analysing the customer’s needs and wants.
  One of the best strategies is market penetration which assesses the market, their potential within it, and project their prospective market share and revenue by calculating a ratio. The technique may also be used by business owners to ascertain how frequently clients purchase their goods or services in comparison to their anticipated market as a whole. 
 Some of the most important tools and concepts used in marketing are: PEST analysis, the Marketing Mix and the production, product, selling and societal marketing concepts.
[bookmark: _Hlk116070007]  In order to improve its competitiveness in the market, a firm might use the PEST Analysis management approach to assess the major external factors that have an impact on how it operates. 
The political aspect of PEST Analysis looks at how changes in legislation and/or governmental policy have an influence on the sector, the targeted industry, and the organisation in issue. Two areas of government regulation that might have a big influence on a firm are tax and labour laws. The organisation may be significantly impacted by both international relations and the broader political climate of a nation or area. 
The supply and demand, economic growth, exchange rates and interest rates, inflation, and recession are the main topics of the economic study.
Social aspects that may be taken into account in a PEST study include demographics and age distribution, societal values, and developments in both the workplace and way of life.
In addition to its more general applications, styles, and adjustments, the technological component considers the specific role and progress of technologies inside the industry and organisation.

 Every organization must adopt and execute five marketing concepts to design strategies in order to build advantageous relationships and fulfil the targets.
1. Production Concept - Customers will favour items that are widely accessible and reasonably priced, and management is committed to enhancing productivity and efficiency.
2. Product Concept: This idea contends that consumers would choose products with the highest levels of functionality, quality, and novel features. Key elements of marketing strategies include product quality and improvement, which are almost always decisive factors. The main goal of marketing strategy is to constantly improve products.
3. Selling Concept - In this instance, the management is more focused on closing sales than developing profitable, long-lasting customer relationships. These industries need to be adept in locating prospects and persuading them of the value of a given product.
4. According to the Societal Marketing Concept, marketing strategies should provide customers with value in a way that maintains or improves both the consumer's and society's well-being. It requires ethical marketing that meets consumer and business needs today while preserving or enhancing the ability of future generations to meet their own needs.
The wellbeing of people is constantly prioritised by the Societal Marketing Concept.

	Reflection & advice to the organisation

	
 As a result of using a wide variety of marketing strategies I chose for this project ten companies with a hight financial potential who could support a football team but also develop a mutual advantage towards their goals. I have selected for my target list companies from different areas such as: sportswear, food and drinks, pharmacy and advertising. In my strategy their products can be promoted during any football game by presenting them to the viewers, for example playing while wearing customised T-shirts with their sponsor’s name on them.
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	Name of companies contacted

	1
	
ASDA

	2
	JD


	3
	
BROWN AND HOLMES

	4
	
NANDOS

	5
	
BLACK PRESS

	6
	
HOG ROAST TAMWORTH

	7
	
D&C ENGINEERS

	8
	
MUNSTER JOINERY

	9
	
ADAMS MOORE LTD

	10
	
WORCESTERSHIRE GARDEN BUILDINGS

	11
	


	12
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	Brief explanation of the relevant theories adopted 

	The macro and microenvironment theory are used for the business. I will thus perform a SWOT analysis on the business. Every business organisation, according to Armstrong et al. (2022), is a component of the business environment in which it functions. Furthermore, no organisation can function in a vacuum since it is surrounded by a variety of circumstances, together referred to as the business environment. Additionally, it may be roughly divided into two categories: macro and microenvironments. While the latter have an impact on all business entities functioning in the economy, the former only have an impact on the operation of the single firm to which they pertain.  The microenvironment is referring to competitors, customers, suppliers, public and distributors and macro environment is referring to external factors that affect the company, that is mean PESTEL analysis. A successful marketer will construct an advertising and marketing programme designed for gold standard adjustment to the uncertainty of the enterprise.
In addition, Ghauri et al (2014) states that this will include a mix of the four P’s- Price, Place, Promotion and Product. As a result, to make the maximum of predicted demand, these controllable elements can be adjusted within the brief term or the long time while exchange is vital.


	Reflection & advice to the organisation

	In order to be able to apply SWOT analysis to the 10 companies selected, there will be categorised per industry. Most of the companies are fashion and food industry. The SWOT analysis outlines a "state of fact" of the industry, as a cumulative result of all influencing factors such as: research and development potential, investments, qualification level, inflation, business environment legislation, the financial-banking system and the world market situation (Kotler & Armstrong, 2013).
1) Strength: If the chosen companies are going to be sponsors to the football club, there are going to benefit of more media advertising.
2) Weaknesses: as the company is not big enough, from the beginning it will not be a large number of followers’
3) Opportunities: if the companies become sponsors to the football club, it is an opportunity that the club it will develop and gain a large number of customers. So is very good opportunity first of all for advertising at the beginning with potential to grow in time
4) Treats: As a football team will be hard to penetrate the market on the beginning, because all the achievement will come in time. If the company will perseverate and invest into the team and management, and have good sponsors, the success it will be guaranteed, but it will come in time. 
Finally, we emphasize a result of the SWOT analysis of exceptional importance for the future direction of development of the football club. If we are going to invest into the company future, follow all the steps in order to hit the desired targets, the sponsors future it will be successful also. 
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	Brief explanation of the relevant theories adopted 

	 The other strategy used to attract sponsors is marketing mix. Furthermore, the analysis of 4Ps it will be presented for the chosen organisations. Kotler et al (2017) states that a digital marketing mix is ​​intended to generate sales, potential customers and successful businesses. But simply buying ads and hoping that maybe you will get lucky will not provide results. It would be necessary to have a marketing plan and rely on the promotion mix suggested by specialists. Our marketing plan can be applied directly to all the chosen companies and industries in order to generate profit in the future but on the same time to help the company to grow at this moment. The next step is for businesses to determine how to obtain a price that prospective clients are willing to pay and how to grab their attention. The marketing mix is therefore the perfect place to start when creating a company's strategies for a good or service. As a consequence, by including the names of the firms on football jerseys, attention will be drawn to the brand. At the same time, the stadium will promote and sell the company's food goods to the food sector. So, the plans are for the beginning to attract sponsors but in the future to collaborate with the selected companies. This mix, to put it simply, is the mixture of variables that a business can manage in order to persuade customers to buy the goods or services it is selling (Kenton, 2020). 



 


	Reflection & advice to the organisation

	The 4 Ps of marketing were conceptually created by Professor Neil H. Borden to explain the ideal combination of a certain set of circumstances, especially the 4 fundamental components that make up the foundation of every marketing programme implemented by a corporation. 
Before to start to attract sponsors to the company, an analysis was made by specialists in order to have a better understanding about products, services, industries, competitors.
Product: the company attract sponsors for different industries such as food and beverages but also fashion industry. The brand is important also in advertising campaign, but also the wide range of products of the targeted companies will be exposed to the public. 
Price: The football club target price from the beginning is middle budget, just to have enough budget to sponsor the team, not to low, not to high. As high price services or products will be not able to invest in a currently developing team. So, we ar targeting middle price such as Nandos, JD, but the company will try to attract big companies such as ASDA.
Promotion: The marketing mix's promotion component focuses on the methods that may be used to reach the target market for a given product or set of methods. This component of the marketing mix emphasises elements like: Public relations (PR), content marketing, social media, and video marketing
Place: The manner in which potential consumers are accustomed to interacting and making purchases is another crucial factor from the perspective of the marketing mix. Advertising will be distributed by the football club both online and in-person at venues like stadiums. Additionally, companies should learn how potential clients often search for and discover the targeted product or service before marketing.
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