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	Brief explanation of the relevant theories adopted 

	[bookmark: _Int_mwdEwNV4]   For this project, research was conducted on the company assigned, the Spartan Football Club, to understand the culture of the company, their values, what motivates them, what are their goals and how much they want to evolve, to try and obtain sponsorship for this organisation. The football club was established in 2020 and is the first Greek football team in West Midlands, playing in the Regional League. Around 80% of its players are Greek or have lived in Greece for a long time.
[bookmark: _Int_BgVfgJbP]   To choose which type of companies can potentially sponsor the club, organisations selected were from two different areas of activities as to cover a bigger sector of the market. Two of the organisations were from the sport sector (private sports clubs) and one from the manufacturing sector (metal work products). Further on, another research was on these companies’ contact details. 
   Theory of segmentation was applied when selecting the companies: by geographical location (10 miles radius of the club), by the number of employees (big to medium companies), according to how well know are these companies on the market and some of them are sharing similar activities as the club (sports).




	Reflection & advice to the organisation

	[bookmark: _Int_Q1YWYn1X]When researching the market for sponsors, it was discovered that many companies do not have a contact e-mail address, therefore the club should have a more direct contact department using landlines or mobile phones and social media.
It is advisable for the club to try not to contact big and well-known companies as they may sponsor other types of activities. Their research should focus on small companies, family run businesses, Start-ups as they may prove more willing to make themselves known on the market through the publicity offered by the club.
During the research it was discovered that in the area, there are many Greek businesses (restaurants mostly) that the club may contact as they share the same culture, values, and ideas.



	[bookmark: _Hlk113818014]Reference list


	Kotler, P. and Armstrong, G. (2007). Principles of marketing: eleventh edition / Principles of marketing: eleventh edition. Beijing: Qing Hua Da Xue Chu Ban She.
Jehoshua Eliashberg, Wedel, M. and Kamakura, W.A. (2000). Market Segmentation. Boston, Ma Springer Us.


	Name of companies contacted

	1
	OFFICE ANGELS BIRMINGHAM-ROMAN URSACHI

	2
	HART RECRUITMENT BIRMINGHAM-ROMAN URSACHI

	3
	PROTOCOL NATIONAL LTD-ROMAN URSACHI

	4
	THE PAVILION CLUB-VALI PANTAZI

	5
	KINGS HEATH CRICKET AND SPORTS CLUB- VALI PANTAZI

	6
	BPL ENGINEERING GROUP-VALI PANTAZI

	7
	NATIONAL EXPRESS -SORIN STOLERU

	8
	ASTON MANOR COCHES-SORIN STOLERU

	9
	JD SPORTS-RALUCA MANDA

	10
	SPORT DIRECT-RALUCA MANDA

	11
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	Brief explanation of the relevant theories adopted 

	  Theory of targeting was applied for this section of the report. Targeting, in this case, meant the selection of potential sponsors from whom the organization wishes to achieve sponsorship. The targeting strategy involves segmenting the market, choosing which segments of the market are appropriate, and determining the products that will be offered in each segment.
 This report is about the three companies selected for sponsorship for Spartans Football Club. When researching for contact details, the aim was to find the persons in charge contact, but only reception phone number was available or a generic e-mail address. The way of communicating chosen was the one through e-mail. The names of the directors and managers appeared on the web page, but no means to contact them
   When e-mailing the companies, the type of funding requested was either a service or an amount of money, in accordance with the financial possibility of the organization, offering in exchange the level of exposure that the organization may need or want.
  The football club was introduced through its activity, multicultural background, achievements as a sport team and the future goals they have, such opening a football club for juniors.
   During a week, since the contact was established by e-mail, none of the companies targeted showed any interest, therefore no answer was received.
 


	Reflection & advice to the organisation

	  The contact details of the person in charge of each companies selected were unavailable, the organizations only displaying reception or sales contact details, which may show that these companies are not interested in sponsorships. Therefore, my advice to the football club is to target other sector’s organizations.
   The offer made to the potential sponsor, of displaying their logo, might not have been remarkably interesting, so I would advise the team to try to offer something mor attractive to the possible sponsor, such as a specific audience that otherwise would not have access too, or a way to boost its corporate social responsibility.
Also, the club could invest more in the marketing department, as this may develop different strategies of advertising and attracting sponsors from a wider area of activity, not necessarily sharing the same visions but in need for publicity or awareness of a brand.
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	Brief explanation of the relevant theories adopted 

	 This report is about using positioning (create a memorable image of the product to the costumers) and strategizing, to try to better advertise the sport club to potential sponsor. According to Fill (2011) advertising has the role to create awareness, position a brand through changing the perception or the attitudes of the three companies selected in this case.
Strategizing is defined as allocating resources and making decisions in order to build and maintain a competitive advantage. In approaching the three companies undifferentiated strategy was used- the same offer was made to all. This has proven to be inefficient as the club could not engage with the potential sponsors.




 

	Reflection & advice to the organisation

	My advice to The Spartans Football Club is to try to increase the brand awareness through different means of publicity, such as banners, flyers, radio, and newspapers, or a traditional song.
The logo of the club should be more visible, trying lively colours and combining white and blue colours for Greece with the orange for Cyprus, to make it reflect the culture mixed.
I would advise the football club, to change the message into a more appealing one, the offer for the sponsors should be more attractive, the club’s values and goals may be briefly described.
Also, the club may be willing to offer some free tickets to a match, so the people involved see what the club has to offer, their engagement ant what it is being done to achieve their future goals.
In terms of positioning, the club can organise free venues for adults and kids to try to raise awareness of the business and attract potential sponsors.
The club should use a differentiated market strategy when promoting itself to the companies, because if even the organizations may share the same interests or values, different approaches for each organization may prove to be more profitable for the club.
  Spartans FC should 
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