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	Marketing Fundamentals

	Module Code:
	LCBB4004

	Lecturer:
	Efua Adams

	Brief explanation of the relevant theories adopted:

	
The following theories were adopted when completing the present report:

· Market research 1 – to better understand where to find sponsors for Edgbaston Spartans FC, research of their website was conducted as well as of their page on social media. It was found out that the football club is based in Birmingham, that it was established to promote football within the Greek and Cypriot community, but have now become a multi-cultural football team and that most of their football matches take place in Birmingham. The research also revealed that Edgbaston Spartans FC already have some sponsors.
· Market research 2 – a market research was also done to identify the potential sponsors to be contacted. Since the football club is based in Birmingham and have most of their matches in the same area, it was decided that the companies to be contacted as potential sponsors to be selected from the same area. A few local recruitment agencies were selected, and then additional online research was completed before contacting them. Some of the agencies did not have an electronic email address displayed on their website, while others were registered in Birmingham, but actually covering different parts of England. This research helped to narrow down the number of recruitment agencies selected for contact.
· Market Segmentation was completed in order to find out which companies to contact as potential sponsors and to increase the chances to success. More specifically the companies for contact were based on the geographic segmentation which calls for diving the market into different geographical units, such as nations, regions, states, counties, cities or even neighbourhoods. As already explained above, Edgbaston Spartans is a Birmingham-based football club, and it 
only makes sense for their potential sponsors/clients to come from the same geographical area. From the companies’ point of view, sponsoring a locally based FC means more visibility in the area they are covering, not in a distant area that has no tangency with the services they are providing. Market segmentation by geographical criteria increased the chances of a positive feedback from potential clients/sponsors.
· Target Market – Birmingham-based recruitment agencies were identified as potential targets after completing all searches. Sponsoring a football team represents a strong tool to increase the company’s exposure to potentially new job candidates. By becoming visible during football matches, the recruitment agencies identified as targets and invited to collaboration will get themselves known to hundreds and potentially thousands of locally based people, who will in turn spread the word about those who sponsor the football team. 


	Reflection & advice to the organisation:

	
· The organisation should consider expanding their search area for potential sponsors so that they cover not Birmingham only, but potentially the geographical areas where they are playing football matches with other competitors.
· Due to may companies not being accessible by electronic messages, it might be useful for the football club to consider other methods of approaching potential sponsors, such as face-to-face meetings.
· The organisation should think how to expand their target clients, maybe by being more visible on social media or by clearly describing the benefits that a company can obtain by sponsoring their football team.
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Russell, E., 2010. The Fundamentals of Marketing. Worthing: AVA Publishing UK Ltd.
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	Brief explanation of the relevant theories adopted:

	
The following theories were adopted when completing the present report:

· Targeting strategy – now that the Football Club has researched the market, completed its segmentation (geographical segmentation was identified as the most relevant for the FC), and identified prospective target companies, it is time to identify and develop the correct targeting strategy. The 4 (four) types of targeting strategies that were considered as possibly suitable for the FC are: undifferentiated marketing (also known as mass marketing), differentiated marketing (known as segmented marketing), niche marketing (known as concentrated marketing) and micro-marketing. 
· Concentrated/niche marketing – given the specific nature of the organisation under study (football club), a concentrated marketing approach seems the most appropriate, which means that the company/organisation concentrates on a small group of customers rather than targeting the masses. Since the FC is looking to attract funds and sponsor their activities, the potential customers (targets) cannot be random individuals. They should be interested to gain more visibility through the FC and should also have financial means for this. Local recruitment agencies represent a match for each of these criteria. 
· Sponsorship marketing – represents a specific and very narrow type of marketing and it is nowadays used by many businesses to make themselves visible on the very competitive modern market. In practice, the sponsorship marketing happens when two brands agree to collaborate from professional point of view. It means that one brand will sponsor other brand through different means like finances, equipment, services, etc., and in the case of Edgbaston FC this can happened through sporting events. In the case of recruitment agencies that were chosen for the present report, they will offer money and equipment and instead will obtain a boost of reputation and will increase their visibility to thousands of people. Additionally, their name and brand will be associated to Edgbaston FC in the minds of football matches participants and the media reporting about their common event. Sponsorship marketing is a mutually beneficial collaboration for both Edgbaston FC and the recruitment agencies chosen for the present report. 


	Reflection & advice to the organisation:

	
· To achieve better results, Edgbaston FC should identify the correct targeting and marketing strategy. They need to understand that they are not a standard business that approaches customers through mass marketing as this will not bring any results. Instead, they should implement the so-called niche or concentrated targeting and marketing strategies to ensure the correct potential customers are approached and that some results are achieved.
· The organisation should consider both options of sponsorship (financial and in-kind) as this will increase their chances of success. As a football team any in-kind donations or support is welcome as the equipment needs constant update due to normal wear and tear.
· It is important for the organisation to understand that sponsorship marketing is not a form of advertising, and they will need to invest in this separately. 
· Because they are looking for a brand-to-brand collaboration, the organisation should work on their name and brand to make it more visible and trusted, so that their potential sponsors are attracted and interested to spend their money on Edgbaston FC.
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	Brief explanation of the relevant theories adopted:

	
For the present report the following concepts were applied:

· The marketing mix represents the combination of the product, price, place, and promotion (so-called 4Ps). In the case of Edgbaston Spartans Football Club, the marketing mix is not standard as football is rather a service than a good (product). Edgbaston Spartans FC marketing mix should be designed to help the organisation compete on the market and attract more sponsors. 
· Product strategy – it is a bit difficult to describe Edgbaston Spartans FC as a full product as they are not very developed in this direction. For example, well-established football clubs include the team together with different selling products such as t-shirts, training shoes or clothes, etc. additionally, football clubs usually offer products based on players and allow their fans to buy clothes/shoes/accessories related to their favourite players. Many football clubs have their own TV channels and website where they broadcast their matches and show ads and different selling campaigns. The Edgbaston Spartans FC is obviously at the beginning of this path (they are mostly present on social media) and are still to develop themselves into a “selling” product.
· Price – Edgbaston Spartans FC positions itself as a low-cost product given its amateur nature. This means that the price for their tickets as well as their products is cheap. In comparison to other FCs that are marketed as premium class, Edgbaston Spartans FC’s revenue from selling tickets is relatively modest (they charge £5 per adult according to their Facebook page), while the other elements are not very well developed or attractive (such as branded clothing, etc.) 
· Place of distribution – Edgbaston Spartans FC are based in Birmingham and play most of their matches on Hollyfields Sports Ground in North Birmingham. 
· Promotion – the easiest definition of promotion is to make people aware about a certain product or service. In the case of Edgbaston Spartans FC, their promotion strategy is not developed at all. They do not have a maintained website and are only relying on social media to promote their events. To have a better understanding of how a football club should promote itself, we can refer to the case of Manchester United for example, that has a few well-know players and are building their reputation and promotion around their names. Additionally the FC has partnerships with different other brands like Nike or General Motors and have a well maintained and up-to-date website accessible for all their fans and supporters.


	Reflection & advice to the organisation:

	
· Edgbaston Spartans FC should put more efforts into developing and consolidating their “marketing mix” and its elements – product, price, place and promotion. 
· Apart from offering “football” as a game or a product, Edgbaston FC should consider expanding their “marketing mix” portfolio to include clothing, shoes and accessories with their name and logo.
· Edgbaston FC should also increase their presence on social media channels and provide updates not only about the date and place of their matches, but information about key players, achievements, etc. 
· The organisation should also invest in their promotion and increase their exposure to the public. This will increase their visibility and will help them to ask for a better price for their products which are currently at the lowest margin.
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