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	Brief explanation of the relevant theories adopted 

	In order to contextualize and place a foundation for our work, we first must define and understand what is marketing and what purpose it has. As such, we can define marketing as a profitable exchange relation between an organization and customers where value is created and exchanged. As an alternative, we can refer to Blythe (2006, p.4) that states ‘’marketing is a process of developing products and services so that they provide benefits for consumers, then offering them in exchange for money.’’
I would like to highlight a key point in this definition, the benefits for consumers. We could then conclude that marketing is consumer oriented and its purpose is to respond and meet said consumer’s needs, wants and ultimately establish the demand. 
An important distinction that needs to be made here, is that marketing is often confused with advertising or promoting, which are mere components of itself. Using an analogy, we could think of marketing as a tree and advertising as a branch that servers a larger purpose. 
Equally as important, is the notion that marketing doesn’t function in a vacuum and it’s impacted by internal and external factors. This is what we call the marketing environment. It is broadly classified in two categories: Micro Environment and Macro Environment. 
· Micro Environment refers to the nearby environment in which the organisation operates. It can be classified using the COSMIC acronym that stands for (Competitors, Organisation itself, Suppliers, Market, Intermediaries and Customers). These are to some extent, controllable factors and particular to a business. 
· Macro Environment refers to a more dynamic and general environment that impacts an organisation. It can be classified using the PESTEL acronym which stands for (Political, Economic, Social, Technological, Environmental and Legal). These are outside factors that are not under the direct control of the business and need to be observed constantly in order to adjust accordingly. Factors such as, statues, laws, economic trends, demographic changes or technological innovations and developments need to be considered and assessed moving forward. 
In reviewing these external factors, an organisation might employ something called environmental scanning. The purpose here is to identify areas of concern and future changes in the market. It is important to emphasize the fact that this environmental scanning takes into account both micro and macro factors, with the intend of predicting the impact they have on the organisation. According to (Jackson and Wood, 2013), an important component of environmental scanning is assessing trends within the marketplace, specifically the ones that have the biggest impact on the organisation. In addition, Kim and Mauborgne (1999, cited in Jackson and Wood, 2013) concur on three characteristics of said trends: trends need to be fundamental to the business, must take a decided trajectory and they are not probable to reverse.


	Reflection & advice to the organisation

	We can observe how marketing as a concept is not an exact science but as I would like to describe it, the art of providing the right product to the right audience at the right time. Focusing on the customers’ needs and wants is crucial in establishing the current demand on the market and creating a mutual beneficial relationship with them. This customer-centric mindset is a key element of modern marketing, where identifying the customers need state is fundamental in order to create value and deliver competitive advantage. 
In regards to marketing environment, we can observe how important is to constantly analyze and asses the shifting trends, threats and opportunities that may or may not arise, taking into account variables that have a positive or negative effect. These variables can be controllable (the 4 P’s: product, price, promotion and place) or uncontrollable (legal forces, demographics, economics or regulations). 
Studying marketing environments is beneficial in driving innovation, broadening the marketing mix, understanding consumer behavior or creating leverage in regards to competitors.
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	Name of companies contacted

	1
	Gymmies Fitness and Boxing

	2
	Ranger Trophy

	3
	CDF Sport Therapy

	4
	The Greek Outdoors

	5
	JerseyTex

	6
	B S Suthi & Bros

	7
	Midlands Textile Limited

	8
	Xn8 Sports

	9
	Sporty Stars

	10
	4U Trading Group
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	Brief explanation of the relevant theories adopted 

	This following section is dedicated to defining and understanding STP (Segmentation, Targeting and Positioning) as a strategic approach in modern marketing. This three-steps framework is a common marketing model with the purpose of selecting segments with the most value in the market and developing a marketing mix and product positioning strategy for said segments. In addition, Ellson (2004, cited in Mohammad, 2021) argues that the STP approach creates and delivers personalized and relevant messages to a varied consumers base. We could then conclude that a key part of the STP model, is creating marketing communications in an efficient and streamlined fashion in order to engage with different audiences. To better understand this framework, we will elaborate a bit more on each step as follows:
1. Segmentation
Referring to the academic literature, Zhao (2020, p.1) defines segmenting as ‘’the process of partitioning a large market into the smaller groups or clusters of customers’’. 
This is achieved by using a number of variables such as geographic, psychographic, demographic and behavioural. To further exemplify, one would segment the market based on, for example, location and climate, age and gender bracket or lifestyle and activities. These segments need to be viable and they need to provide a return on the investments made. A business might target one specific segment which is known as concentrated strategy or target two or more segments, which is known as differentiated strategy. The first one is commonly used by small start-up companies to get a foothold into one market then branch out over time, whilst the second one might market the same product to different segments but with a different message, in order to make it relevant to the individual consumer base.
2. Targeting
Market targeting can be defined as the evaluation of a particular segment and establishing its viability and profitability. In this regard, a business must entail for whom is their product manufactured, priced and promoted. At the same time, the business must consider if the particular segment is relevant to their objectives and must take into consideration the capacity of their resources. In targeting a single segment, for example, a business might use income as a pillar and target lower income communities in order to manufacture a product that is cheaper and relevant to that group of customers. 
3. Positioning
Related to brand awareness, positioning entails how the consumer perceives your product (brand) and your ability to influence that perception relative to potential competitors. Positioning in marketing can be achieved by attributing specific attributes to your product and establishing an identity that the consumer can relate to. This can be done by offering a competitive pricing, distinguishable quality overall in relation to competitors, or good customer service.  For example, Mercedes is positioned and perceived as a luxurious car brand due to the quality it provides, whilst McDonalds offers cheap and competitive pricing for its products.


	Reflection & advice to the organisation

	In choosing my companies, my first variable for segmenting was location. Having a 10 miles radius to work with has ensured that Edgbaston Spartans FC is in close proximity with said companies, relevant within the community and more likely recognizable, which will increase the chance of receiving a favorable outcome.
A second variable I’ve used is business activity, and in this regard, I’ve chosen various sports or football related businesses in order to establish a common ground between the two entities. A sport related merchant like Soccer Direct FC would be more inclined in sponsoring a football team since they share a common idea, whilst a textile or fabric manufacturer like JerseyTex might be interested in supplying kits for the team or the service of printing badges and logos on jerseys. 
Since Edgbaston Spartans FC promotes football within the Greek and Cypriot community, I’ve chosen a number of Greek establishments such as The Greek Outdoors or Greece and Cyprus Travel Centre. In doing so, I’ve used cultural background as a way of connecting and relating with potential sponsors since sharing a culture translates to sharing same values and morals.
Going by the size of the businesses, I’ve contacted both large companies (Ladbrokes) and small companies (Mark Phillips Fitness). This was a personal experiment of mine, to observe how companies with different financial resources would react to a sponsorship offer. My initial assumption was that a bigger company even though has the financial ability, would be reluctant to sponsor a smaller team since they might not want their name associated with lower league football or is already engaged in other sponsorship activities. We must not forget that sponsorship as a concept entails benefits for both parties and normally a company wants to generate brand awareness in exchange for sponsoring. At the same time, a smaller or start-up company is much more likely to entertain the idea of sponsoring since they have a bigger need of exposure.
Lastly, based on lifestyle, I’ve chosen a number of fitness related companies like Foundry Gym or Rudis Fitness, using mental and physical health as a bridge to link common values and goals, thus increasing the probability of collaboration with Edgbaston Spartans FC.
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Name of companies contacted

	1
	Soccer Direct FC

	2
	Sports 4 Kids

	3
	Rudis Fitness

	4
	Mark Phillips Fitness

	5
	Foundry Gym

	6
	Ladbrokes

	7
	Lakis Greek Kitchen

	8
	Greece and Cyprus Travel Centre

	9
	Murray Hall Community Trust

	10
	Saltmine Trust
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	Brief explanation of the relevant theories adopted 

	In this section I will discuss about Integrated Marketing Communications (IMC), what is it and its importance and benefits. In order to define IMC, we may refer to Gordon-Isasi, Narvaiza and Gibaja (2021, p.58) that states ‘’Integrated marketing communication (IMC) is a business marketing-oriented approach that embraces all the different types of communication and marketing of an organization as a whole and in a consistent way’’. We could simplify this and say that IMC is a strategic approach that unifies communications and guides them in a consistent way across multiple marketing channels. 
In order to achieve marketing objectives and communicate with its audience, a company needs to focus on a various number of marketing channels, ensure consistency, effectiveness and clarity through their message. Let’s have a look at consistency, and especially in relation to the customers and his experience. It is highly unlikely that a customers will have interest in a new product without a due thought process and consideration. This process of how a potential customer actually becomes a customer or how a company attracts them is called marketing funnels. It consists of 4 stages as follows:
1. Awareness
At this stage the potential customer is introduced to your products by various way such as, social media or ads.
2. Interest
After observing the product, the potential customer is intrigued and wants to find out more, looking at various other sources, more refined by nature and concise. 
3. Consideration
At this stage the product is considered as a solution but typically before making a definitive choice, alternatives are to be considered. 
4. Conversion
In order to finalize and turn a potential customer into an actual customer, the product needs to be presented as the better alternative in regards to the competition. Companies might then offer various discounts or justify the choice by creating a limited-edition product, thus instilling a sense of urgency to buy.
A seamless customer experience is created throughout the entire marketing funnel by communicating in a distinguishable and consistent manner across all of your marketing channels.
Lastly, I will elaborate on the benefits of IMC and enumerate them as follows: optimal use of media channels, improved brand perception, increased customer retention, efficiency or lower costs involved. But due to implementation, these benefits might not always be achieved.
According to Broderick and Pickton (2004) the main benefit of IMC is synergy. They state that the end result is optimal when various aspects of marketing communications are brought together in a reciprocal and enhancing way. The authors continue by emphasising the existing risk of not achieving integration and its negative effects, in which case synergy is lost and the results could be counter-productive. On the other hand, when achieving integration, the authors present us with the benefits, represented by the 4 E’s (Enhancing, Economical, Efficient and Effective) and the 4 C’s (Coherence, Consistency, Continuity and Complimentary Communication).


	Reflection & advice to the organisation

	I would like to take this opportunity and present some advice or alternatives to the organisation derived from my challenges and limitation I’ve encountered in trying to contact my chosen companies. 
I believe it’s important we first acknowledge the limitations in ways of communicating and how that hindered the process. In order to market a product, idea or in our case a proposition of sponsorship, various channels must be utilized, thus ensuring the message will reach its intended destination. In our case only one channel was utilized (e-mail), which granted is sometimes effective but can easily be lost due to high daily traffic of e-mails a company receives. Thus, I would recommend, in addition, the utilization of other channels including:
· Social Media. Probably the best alternative to e-mail marketing since most companies are active on platforms like Facebook or Instagram and are more likely to respond and engage. 
· Phone marketing. Maybe a bit outdated but this allows the sender to encode the message in a more personalized way and in some cases establish some sort of relationship with the receiver. Plus, actually talking to a person will make them less reluctant and more open to the idea or at least inclined to listen and pay more attention. The downside is that phone marketing is by nature invasive and perceived as a thing of the past in most cases.
Secondly, the issue in my opinion was the message itself. A generic, entry-level message will not captivate the attention of companies and will most often result in negative feedback or as we saw in our exercise, no feedback at all.  Why would for example Ladbrokes chose to sponsor Edgbaston Spartans FC when probably they have dozens of such offers on the table? What can Edgbaston Spartans FC have to offer that distinguishes them from others? We must first build a personal identity, emphasize our strengths and inform the company that a collaboration will be beneficial for both parties, but try and tilt the balance a bit in their favour by providing various incentives. We must not forget that sponsorship as a concept is a two-way street with benefits on both sides. So, since it’s not by nature a charitable action, we are not asking but actually offering an attractive opportunity and this must reflect in the way we encode our message. 
In order to generate interest, a better approach would have been to come up with personalized messages for each individual company, messages that would be relative to the company’s marketing objectives. Pending research on said companies of course, would have made a more relevant exercise to observe and analyse different approach strategies. Furthermore, little to no information has been presented regarding Edgbaston Spartans FC. It’s very difficult for an organisation to establish any kind of connection with the sender if they can’t quickly identify common goals, values or shared interests. Thus, my recommendation would be to first find common or shared values with the company and then encode our message in such a way that it allows us to build a connection.
Lastly, due to the constrain of the exercise and time available, we didn’t have time for a proper follow up. In some cases, a negative answer means maybe that the question was asked at the wrong time.
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Name of companies contacted

	1
	Soccer Direct FC

	2
	Sports 4 Kids

	3
	Rudis Fitness

	4
	Mark Phillips Fitness

	5
	Foundry Gym

	6
	Ladbrokes

	7
	Lakis Greek Kitchen

	8
	Greece and Cyprus Travel Centre

	9
	Murray Hall Community Trust

	10
	Saltmine Trust
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