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	Brief explanation of the relevant theories adopted 

	The Edgbaston Spartans FC is a reputable amateur football club located in Birmingham, United Kingdom. Two friends from Greece who love football and have lived in Birmingham for more than five years founded the club in January 2020.
At the moment, the club's survival is mostly dependent on the time and work of volunteers, but their main sponsor remains Athina Contractors Ltd, without whom, the club would not be able to operate at semi-pro level.
The entire football industry and some specific sporting organisations occasionally have an "unhealthy" connection with the idea of profitability. Making the most profit is the ultimate goal of every firm in the conventional business sectors. For instance, football clubs have never been operated as pure money-makers because they were always meant to be sporting organisations. (Bühler, Chadwick and Nufer, 2010) 
While searching for potential sponsoring companies that would be within the local area, we need to discuss about the Sponsorship-linked Marketing. There are many different types of sponsorship, which is a well-known marketing communication platform, however for many years, sponsorship has operated similarly to advertising in terms of goals and metrics. When it comes to sponsorship, both the sponsor and the sponsee have the possibility for interaction, and synergistic connection is frequently desirable. Additionally, contact with businesses might take the form of online or mediated involvement in addition to direct encounter.(Cornwell, 2019)
A significant portion of marketing communications aims to remind individuals of a need or assist them in recognising a problem; a much larger portion aims to inform and persuade so that the brand is included in the evoked set and in the consideration set. Making sure that every person in the organisation is aware of and embodies the fundamental corporate message is the first step in maintaining a degree of consistency in communications.(Blythe, 2006)

	Reflection & advice to the organisation

	In order to convince local companies to become sponsors of the Edgbaston Spartans Football Club, we have been looking at the location of the club and its roots within the community. By doing this, learning the history of the club’s owners as well as the type of activities they enterprise, the market segmentation helped us select ten companies to invite via email as there will be mutual benefits in terms of exposure and increased brand awareness. 
The location of the football club gives the opportunity to approach the selected companies as it will reach several industry sectors, such as restaurants, online retail, local healthcare as well as constructions. Reaching out to wider segments of the market would increase the chances of acquiring additional sponsoring companies.
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	Name of companies contacted

	

	1
	WITTON LODGE COMMUNITY INTEREST COMPANY


	2
	FALMOUTH HARBOURSIDE CIC


	3
	BOUNDARY SPORTS LIMITED


	4
	THE BOURNVILLE VILLAGE DENTAL PRACTICE LIMITED


	5
	Amazon Limited UK - Amazon Logistics DBI2


	6
	Premier Inn Limited - Premier Inn Birmingham South


	7
	Greek Orthodox Church Of The Holy Trinity & St Luke


	8
	SDI FITNESS (NORTHFIELD) LIMITED - Northfield Pool & Fitness Centre


	9
	ROUTE 69 (BIRMINGHAM) LIMITED


	10
	GREEK HOUSE LTD





	LCBB4004 – Consultation Project - Weekly Report 



	Student name:
	Elena-Luminita Frangu

	Student ID number:
	2122202

	WEEK
	2

	Programme:
	BA Business Management

	Module:
	Marketing Fundamentals

	Module code:
	LCBB4004

	Lecturer:
	Efua Adams

	Brief explanation of the relevant theories adopted 

	The notion of segmenting is essential to marketing since it establishes the company's place in the market. Following segmentation, targeting is the next step. In targeting, the most relevant segments are determined, and a strategy is chosen for each section. This may entail picking the product, choose the form of marketing to utilise, and it almost surely will have an influence on distribution. In reality, the targeting strategy affects every other marketing mix selection. (Blythe, 2006)
Using distinct tactics for each of its target segments is made possible by targeting. The majority of businesses target many groups at once because it provides a safer environment. Another will keep the business solvent if one part falls. When asked to segment a market, especially in a case-study inquiry, you should be able to choose which groups to target and provide reasoning for your choice. (Blythe, 2006)
While inspecting the club’s history and current owners’ background, it is easy to select the market of restaurants, especially those with specific food origins, like the Mediterranean. One of the companies selected to be invited to become sponsors has received excellent reviews within the Greek and Cypriot community in Birmingham. This common background increases the chances of long term relationship as the Greek and Cypriot community will became fond of both the Football Club and their home country’s culinary experience.

	Reflection & advice to the organisation

	The invitation to become sponsors in exchange for exposure to the club’s matches and community meetings has been sent via email. This will allow for faster communication, easier message decoding and quicker feedback to be received in response to the invitation. 
A collaboration that benefits both the organisation being sponsored and the sponsor is called sponsorship. It operates under the presumption that the affiliation impacts perception and that the sponsor could trade money for products or services. It frequently helps the sponsor get media attention. Sponsorship types: Program sponsorship, sponsorship in the arts and sports, festival or other event sponsorship, and sponsorship of people or teams are all examples of sponsorship. (Wood, 2006)

	                                                            Reference List

	Blythe, J. (2006). Segmentation and targeting. In Marketing (pp. 32-36). SAGE Publications Ltd, https://dx.doi.org/10.4135/9781446212462.n5 
Wood, G. (2006) Marketing communications. 2nd ed. Amsterdam, Elsevier.



	Name of companies contacted

	

	1
	WITTON LODGE COMMUNITY INTEREST COMPANY


	2
	FALMOUTH HARBOURSIDE CIC


	3
	BOUNDARY SPORTS LIMITED


	4
	THE BOURNVILLE VILLAGE DENTAL PRACTICE LIMITED


	5
	Amazon Limited UK - Amazon Logistics DBI2


	6
	Premier Inn Limited - Premier Inn Birmingham South


	7
	Greek Orthodox Church Of The Holy Trinity & St Luke


	8
	SDI FITNESS (NORTHFIELD) LIMITED - Northfield Pool & Fitness Centre


	9
	ROUTE 69 (BIRMINGHAM) LIMITED


	10
	GREEK HOUSE LTD




















	LCBB4004 – Consultation Project - Weekly Report 



	Student name:
	Elena-Luminita Frangu

	Student ID number:
	2122202

	WEEK
	3

	Programme:
	BA Business Management

	Module:
	Marketing Fundamentals

	Module code:
	LCBB4004

	Lecturer:
	Efua Adams

	Brief explanation of the relevant theories adopted 

	Within the city where Edgbaston Spartans FC operates, there are 188 football clubs that are run by individuals with passion for the sport as well as helping and bringing the community together through football. Positioning the brand in the market is extremely important considering the competition for customers, volunteers and sponsorships. 
Positioning a product in relation to competing goods on the market is done through branding. The brand enhances the main offering, which is often comparable to other goods on the market. Small automobiles, for instance, have many of the same advantages and capabilities, but the brand matters more since it suggests certain characteristics, like dependability or a certain sense of design. (Blythe, 2006)
Buyers may notice a variance based on business or brand image differential when competing offerings appear to be identical. The unique features and positioning of a product should be communicated via a company's or brand's image. Creativity and dedication are required to create a powerful and distinctive picture. A corporation cannot instantly establish a reputation in the public's opinion by running a few advertisements. (Kotler, et al., 2019)

	Reflection & advice to the organisation

	It is suggested that Edgbaston Spartans FC continue to invest time and resources into the younger generation in their search for togetherness and future evolution of their semi-pro league team. By continuous improvement, sponsorship investment and volunteer work from their staff, players, youth and community, the club will be expanding beyond the borders of their city and potentially bring value to other surrounding communities.
While email request for fundraising and sponsorship might not be as effective as desired, due to technological limitation, extensive noise from daily email spamming that is a reality nowadays, especially in businesses that have their contact details online on their websites or public domains such as Google Maps, the club is advised to use their volunteers to access local shops and business and offer advertisement spaces at their matches as well as community meetings in exchange for funds, food and beverages or even further volunteers to cheer the players of all ages during their home games during colder periods of weather.
The club is advised to look at other channels of marketing such as handing flyers, posting in bus stops, visiting local shops and businesses speaking to the owners as well seeking collaborations with neighbouring schools that would increase their visibility to the parents which could open new sponsorship opportunities.
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