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1. [bookmark: _Toc372800804]Introduction
[bookmark: _Toc1453314529]
1.1 Background of the story
The UK is leading in adaptation of technology and innovation from many years. This includes industry event, it is that which is growing day by day in the field of innovation of new types of technology and adaptation of both imported technologies (Preston, 2019). Industry events does not happen without human resources. Instead of advanced technology, events are handled by people that includes human empathy and creativity that is provided by humans only. Britain plays an important role in a remarkable number of world events that are high profile from commercial, political, scientific, consumer exhibitions and educational conferences to sport events, music festivals and cultural (Preston, 2019).

 The Event industry of the UK is now getting appreciation from the government and rising in benefits such as social, cultural, and economic. Corporate events whether trade exhibitions, meetings and association events, will lead to the growth in the economy, promote expertise and foreign direct exchange. Consumer shows, festivals and cultural music festivals help in initiating more investors, tourism, and business visitors (Preston, 2019). This encourages students to come to the UK for higher studies whether in the field of event management. Corporate events encourage research and intelligence and thought of leadership by sharing knowledge. The Event industry of the UK includes conferences,  meetings, exhibitions and business events, whereas other events include music events, cultural events and sporting (Singh et al., 2020). 

Marketing functions are all about raising awareness in the  events. To create  awareness in the corporate event of the UK , people have to stage a marketing flue, so that they can inform the attendees by advising then to start their journey towards buying ticket (Singh et al., 2020).  People already aware about the event, then they can move towards the next stage that is purchase and sponsorship. The marketing functions in corporate event management in the UK,  Early bird discounts, it is one of the marketing functions in corporate event management held in United Kingdom, the host has to generate excitement among people and give them reasons to register (now or later on) (Singh et al., 2020). The Early Bird feature may work by confusing ticket sales with price increases as the event approaches. The Another marketing activity of business event is to build up leads and create interest in people. (Kyere and Ausloos, 2020). Blogging is another marketing feature of enterprise event management. Blogs can post on social media platform to publicise events, and fuel up the  pre-marketing event and give  about  the corporate events in United Kingdom. Blogs are sources to convince the people and also attain  initial interest (Kyere and Ausloos, 2020). Many more social media platforms are available for posting blogs such as Instagram, Facebook, LinkedIn and twitter will remain significantly important for giving hints of events Thought leadership and guest post is another function asserts that blogging is important, but event management industry has to reach new audiences instead of finding new attendees. Best practice to perform this feature by displaying visitors or creating fragments of leadership (Kyere and Ausloos, 2020). 

The corporate events that are held in United Kingdom  includes conferences, business meetings generally it is for staff, stakeholders and clients of UK. E-mail is another tool of marketing in corporate event management (Cornwell, 2019). With the help of e-mail, invitation can send to the important attendees including. Through Eventbrite application, event manager can send automated and manual email to boost engagement by communicating to the staff members and stakeholders about venue of the event (Cornwell, 2019). The  events have occurred as a particular segment of the British popular economy and the management of corporate events is an associated profession throughout the late 20th century. Although, it draws attention to the role of professional connotation to enhance the status of the UK corporate events sector also influences the values and practices of the corporate sector (Cornwell, 2019). 

Events are part of social, economic, cultural business environment.   Satisfaction of participants at the corporate events in UK involve complex collaboration with client’s event location, volunteers and staff. Building quality evaluation is a complex task, like the role and place in the organizational structure of administrations (Sheth, 20210. A precipitate development from the late 1990s in event administration mark programs that give rise to graduates into the labour market who had previously remained vague. There is a shift in procedure discourse. Municipal expenditure on actions are regularly acceptable in terms of employment formation, urban renaissance or other optimistic socio-economic results (Sheth, 2021). The recent study of business events in the United Kingdom appreciated the increasing speculative authority and events developed in the field of strategy. 
Corporate events that are held by event industry of UK such as conferences, trade fairs, meetings, corporate outdoor events, performance improvement,  and incentive travel (Sheth, 2021). Events of communities can play a crucial role in development of an individual profession includes  performance improvement, charitable donations, personal enjoyment, celebrations and team building (Kumar et al., 2019). There are many legacies and benefits of corporate events that have impact on both leisure as well as business events, there is wider concept other benefits such as knowledge transfer, build networking, professional development, and opportunities of investment (Kumar et al., 2019). According to the estimation report of 2018, there were 1.48 million meetings and conferences in the UK. There are 95.3 million delegates office were presented in business events. An estimated 152.8 million representative days (Wright et al., 2019). 

In 2018, 428 meetings and conferences were held in the UK , in 2016(419), the duration of events were 1.6 days (Kumar et al., 2019). In rankings of global ICCA, UK stands at the 5th position for congress international association. Two companies of UK, Informa and Reed, companies organize the top global ranking exhibition with high turnover as compare to other of companies. Government of the UK publish the industrial strategy in 2018 (Wright et al., 2019). The UK government is announcing various strategies for the UK's event industry to support the country's economic strength. (Buhalis, Lin and Leung,).  According to a recent study, various customs are available by the event industry can support and achieve government objectives by increasing innovation and relativity worldwide. (Wright et al., 2019). 

The UK is at the leading position in area of application and development of technology for the corporate event management. Event are comprising of development of new ideas and concepts driven by the various strategies, design to add brand in life in a fresh way (Buhalis, Lin and Leung, 2022). The trend of global growth and contribution of the UK  have been assisted by three features. The event industry of the UK is at trend due to an increasing number of  innovations. Second, because of the growing trend of British capital as an international technology centre. cultural events are at trend through adoption of technology (Buhalis, Lin and Leung, 2022).

The industry of event has a survey that is also known as talent taskforce. This survey can identify a shortage of skills in the workforce (Brown and Sharpley, 2019). These shortages were exiting in five consistent areas that are project management, client and technical handling, business and sales development. Although,  54% of respondents believe in majority of the absenteeism of these aids that can impact directly on the business. The vision of the United Kingdom government is to maintain leadership (Brown and Sharpley, 2019). Business events,  and conferences are hosted by the European countries. To promote the event management industry, the government wants to help in developing new international events.. Various attracting events are held by the UK and recollecting those events that might be thoughtful about leaving (Brown and Sharpley, 2019). 

The main objective is to outlines THE Action Plan for the provision of supporting the six different types of events in business sector (Liu et al., 2022). Business sectors such as financial support, welcome and arrivals, destination and marketing, government advocacy, government coordination and connectivity and capacity. The business events growth program provides support from three types such as International Delegate Progress to support the growth of dominant corporate events in the UK. (Liu et al., 2022). Government advocacy is to support the business events industry in the United Kingdom. The Government of the UK is also working with government of Cross-cultural to promote department such as  culture, sport, media and digital (Liu et al., 2022).

Marketing and branding can support through International Great Britain Operations. Marketing campaign encourages the people from other countries and create interest in other people to do business, visit for studies and for investment purpose.(Silvers and O’Toole, 2020). The most ambitious campaign of government is to promote international campaign. The Global Prodigious Britain Operation that unites the public and private sector for generating jobs as well as for growth of Britain. Marketing agencies are working unitedly to  create  interest and stage successful events that is  beneficial for communities (Silvers and O’Toole, 2020). VisitBritain focuses on raising awareness among organizers and buyers to look at the UK for corporate events. The key pillars of The British Visitor Authority can improve the productivity of corporate events that are held every year, especially events are high on the peak  in the season of autumn and spring (Silvers and O’Toole, 2020). Capacity mapping can fill up the gap in period of occupancy in a more effective manner. Being an expert body, major focus of government of the UK are corporate events. They act as a catalyst for the Government's trade strategy and act as a catalyst for the investment and trade sector (Cabras, Lorusso and Waehning, 2020). 

Destination marketing associations are often tourism and congress offices that can bring the destination to market and provide a single window to the conference (Cabras, Lorusso and Waehning, 2020).  Other organization are now begun to redefine their determination. Public sector focuses on creating economic development association whose concern is not only about tourism, but also export, investment and attraction of talent and students. Identify those trends that make a difference which includes work-life balance, UK is promoting wellness with professional conferences and events. Focus on wellness is more important than proper diet, it’s about balancing Work-Life (Cabras, Lorusso and Waehning, 2020). 

Event planners believe that keeping a healthy body as well as mind that helps enable the participants is to be more productive. Another strategy of the  event industry is destination sector aligned  by discussion bidding that is one of the most trending strategies in current years that is being adapted by cities of UK to align their request for events with the strength of local economy (Woodcock and Johnson, 2019). Clear intellect of place is another strategy that customers are adding value to their experiences by commenting through internet. Even event strategists also think about events that allow to explore and also allow for outdoor exploration and for adventure Woodcock and Johnson, 2019).

Corporate visits and partnership in events are an umbrella association represents leading in professional organization, trade, government agencies and also other influencers in economic growth of corporate event sector (Woodcock and Johnson, 2019). Business partners and business events are supporting those organization that have interest in sharing the economic benefits and expansion of meetings and conferences, trade fairs, ceremonies and exhibitions and other leisure events like sporting, festival events and cultural events which includes additional services provided to attendees and investors at events (O’Connor and Sealy, 2021). The main vision of BVEP is to support in the sustainable growth of event industry of United Kingdom. The mission of BVEP is to support the growth of entire sector via networking, advocacy and collaboration.
The importance of monetary impact on both leisure and corporate events, in terms of employ by contributors and organizers and number of jobs are supporting this activity, that has been an important message for those who are working in the event sector (O’Connor and Sealy, 2021). From recent years,  are underlining to accrue staging and hosting such events. The recent study of three years shows that industry of Global Corporate Event is auxiliary wider agendas, particularly in building economies, knowledge, innovation and enhance well-being of community (O’Connor and Sealy, 2021). The report also identified barriers to achieve lasting inheritances, that are organizers are neglecting to set long-term aims, or look beyond goals of internal organizational. There are six golden rules to achieve the corporate events. First is involvement of stakeholders in setting-up legacy agendas, stakeholders are included for instance, global and local associations, industry leaders and government are within the conference organizers, venues and conference bureaux (Darvas and Wolff, 2021). 

The next rule is to identify the issues of community and opportunities that is important in uniting stakeholders’ behinds initiatives of legacy. Another rule is set inheritance objectives, legacy objectives are necessary to set up so that plan has to be executed. It is necessary for conferences to yield legacies regardless whether planned or not. The next rule is to execute objectives which have been and to ensure the legacies there must be a plan. Evaluate the outcomes and different outcomes call for evaluation with different methods. Data collection methods and analyse it to set out the supplement of the statement. The last rule is legacy outcomes must be communicated widely (Darvas and Wolff, 2021). Types of corporate events such meetings which are generally held out of office and minimum 10 number of people can present. Meetings such as trainings and sales meetings. Conferences are a formal programme including speakers (Darvas and Wolff, 2021). 

[bookmark: _Toc378287925]1.2 Aims and objectives of the study 

Aim
This aim of this study is to observe the functions of marketing in corporate event management in the UK. This study is to classify various approaches of marketing utilized by the corporation of event association in the UK. 

Objectives
1.To understand the various marketing approaches used by event management in the UK. 
2. To identify the effectiveness of advertising strategy in achieving goals of the company .
3. To understand the challenges faced by event management business in implementing advertising strategies.
4. To identify marketing purposes of corporate event management in the UK.  

[bookmark: _Toc1333560355]1.3 Research questions 
1. What are the various marketing approaches used by event management in the UK?
2. What are the effectiveness of advertising strategy in achieving goals of the company?
3. What are the challenges faced by event management business in implementing advertising strategies?
4. What are the marketing purposes of corporate event management business in implementing? 

2. [bookmark: _Toc2009546393][bookmark: _Toc130398578]Literature Review

[bookmark: _Toc130398579][bookmark: _Toc970910782]2.1 History of corporate event management in the UK
 Corporate event management in the UK has a long and rich history that dates back to the earliest forms of trade fairs and exhibitions. Over the centuries, corporate events have evolved in line with social and economic changes, becoming increasingly sophisticated and diverse. This literature review will explore the history of corporate event management in the UK, from its earliest origins to the present day (Bladen et al., 2022).

The earliest forms of corporate events in the UK can be traced back to the medieval period, when trade fairs and exhibitions were held in market towns and cities. These events provided a platform for merchants and traders to showcase their products and services, and to connect with potential customers (Bladen et al., 2022). The most famous of these events was the Bartholomew Fair, which was held annually in London from the 12th century until the 19th century. The fair was a major social and cultural event, and attracted visitors from all over the country (Masterman, 2021).

The 1920s and 1930s marked the beginning of large-scale corporate events in the UK, with companies organizing exhibitions and trade shows to promote their products (Masterman, 2021). These events provided an opportunity for businesses to showcase their products to a large audience and generated significant interest in their offerings. The success of these events led to the emergence of event management companies that specialized in organizing and managing such events (Masterman, 2021).

During the Second World War, the role of corporate events shifted from marketing to supporting the war effort. Businesses organized events to raise funds for the war effort and to provide support to the troops. These events brought together people from different walks of life and provided a platform for businesses to demonstrate their social responsibility (Mehralian and Khazaee, 2022).

After the war, corporate events became an integral part of marketing strategies for businesses in the UK. The 1950s marked the beginning of large-scale corporate events that were designed to promote brands and products (Mehralian and Khazaee, 2022). The emergence of television as a powerful advertising medium led to the creation of events that were designed to be filmed and broadcast on television. These events generated significant interest in the brands and products being promoted and helped to establish them in the minds of consumers (Mehralian and Khazaee, 2022).

During the 18th and 19th centuries, the Industrial Revolution brought about significant changes in the UK's economy, and this was reflected in the development of corporate events (Mehralian and Khazaee, 2022). As manufacturing and trade expanded, new forms of exhibitions and trade fairs emerged, which focused on specific industries and products. For example, the Great Exhibition of 1851, which was held in London's Crystal Palace, showcased the latest developments in technology, industry and culture, and attracted over six million visitors (Mehralian and Khazaee, 2022).

The 20th century saw further changes in the UK's economy, with the growth of the service sector and the emergence of new technologies (Christophers, 2019). This was reflected in the development of new forms of corporate events, such as conferences, seminars, and product launches. These events were designed to showcase new products and services, to educate and inform customers, and to promote networking and collaboration within specific industries (Christophers, 2019).
In the 1960s and 1970s, the UK's events industry began to grow rapidly, as new technologies and techniques were developed to support the organisation and management of large-scale events (He and Harris, 2020). This was reflected in the growth of event management companies, which specialised in the organisation and delivery of events of all types and sizes. These companies provided a range of services, including event planning, venue selection, marketing and promotion, and on-site management (He and Harris, 2020).

In the 1980s and 1990s, the events industry in the UK continued to grow, driven by the increasing importance of branding and corporate image in the business world (He and Harris, 2020). This was reflected in the development of new types of events, such as corporate hospitality and incentive travel, which were designed to enhance the relationship between companies and their customers, employees, and other stakeholders (He and Harris, 2020).

The 1990s saw the emergence of the internet and the rise of the digital age, which had a major impact on corporate event management in the UK. With the internet, event planners were able to easily communicate with clients, manage their events more efficiently, and provide additional services such as online registration and ticketing (He and Harris, 2020). 

[bookmark: _Toc130398580][bookmark: _Toc1516763168]2.2 Current state of corporate event management in the UK
The corporate event management industry in the United Kingdom is in a state of growth and development, with a strong focus on innovation and new technologies. The UK is home to a number of leading event management companies, from large multinationals to smaller local firms, all of which are striving to provide the best possible experiences for their clients (Allen et al., 2022).

In recent years, the corporate event management sector has seen a surge in demand. This is largely due to the fact that businesses are increasingly looking to host events, such as conferences, product launches, team building activities and award ceremonies, in order to boost their brand’s profile and increase engagement with their target audiences (Allen et al., 2022).

The demand for corporate event management services in the UK is being driven by a number of factors. Firstly, businesses are increasingly looking to use the latest technologies to enhance their events, such as virtual reality, augmented reality and artificial intelligence. These technologies are becoming increasingly accessible and cost effective, which has enabled businesses to create more engaging and immersive experiences for their guests (Akpan, Udoh and Adebisi, 2020).

Corporate event management in the UK has experienced significant changes in recent years, as businesses adapt to new technologies, changing consumer preferences, and the impacts of the COVID-19 pandemic. Here are some key trends and developments in the current state of corporate event management in the UK:

Hybrid and Virtual Events:
With the ongoing COVID-19 pandemic, hybrid and virtual events have become increasingly popular, as businesses seek to continue holding events while complying with social distancing guidelines. Virtual events have become more advanced, with improved production values, interactivity, and networking opportunities. Hybrid events are also becoming more popular, combining the benefits of in-person and virtual events, and allowing businesses to reach a wider audience (Akpan, Udoh and Adebisi, 2020).

Increased Emphasis on Sustainability:
There has been a growing emphasis on sustainability in corporate event management, with businesses looking to reduce their environmental impact and demonstrate their commitment to sustainability. This has led to initiatives such as reducing waste, using renewable energy sources, and sourcing local and sustainable food and drink (Belitski, Kalyuzhnova and Khlystova, 2021).

Personalisation:
It has become a key trend in corporate event management, as businesses seek to create more engaging and memorable experiences for attendees. This involves tailoring events to individual preferences, using data analytics to understand attendee behaviour, and incorporating interactive elements such as gamification (Belitski, Kalyuzhnova and Khlystova, 2021).

Emphasis on Health and Safety:
With the COVID-19 pandemic, health and safety has become a top priority in corporate event management. Businesses are taking steps to ensure that events are safe and hygienic, with measures such as social distancing, increased cleaning and sanitation, and mandatory mask-wearing (Belitski, Kalyuzhnova and Khlystova, 2021).

Embracing Technology:
Technology has become an increasingly important part of corporate event management, with businesses using tools such as event management software, mobile apps, and virtual and augmented reality to enhance the attendee experience. Technology has also been used to create more immersive and engaging virtual events (Belitski, Kalyuzhnova and Khlystova, 2021).

Diversification of Event Formats:
Businesses are exploring new event formats to keep attendees engaged and create new experiences. This includes events such as pop-up experiences, outdoor events, and more immersive and interactive events.

Increased Importance of Data Analytics:
It has become an important tool in corporate event management, as businesses seek to measure the success of events and understand attendee behaviour. This involves using tools such as RFID tracking, social media monitoring, and sentiment analysis to gather data and insights (Ahlstrom et al., 2020).

Use of Social Media:
It has become a key tool in corporate event management, allowing businesses to promote events, engage with attendees, and gather feedback. Platforms such as Twitter, Facebook, and LinkedIn have become important channels for event promotion and communication (Ahlstrom et al., 2020).

The corporate event management industry in the UK is highly competitive and there is a wide range of services available to businesses. Companies are increasingly looking for event management companies that can provide a full suite of services, from event planning and design to on-site execution and post-event analysis. Companies are also looking for event management firms that can provide a personalised and tailored approach, so that they can create events that are truly unique and memorable (Ahlstrom et al., 2020).

[bookmark: _Toc130398581][bookmark: _Toc1607674686]2.3 The impact of marketing on corporate event management
The impact of marketing on corporate event management in the UK is huge. Event management is a complex, multi-faceted endeavour, and marketing plays an essential role in every aspect of the process. It has the power to shape the success of an event, from initial planning to the final execution (Getz, 2022). Firstly, marketing plays an integral role in the initial planning stages of an event. It is essential for understanding the target audience, so that the event can be tailored to meet their needs and expectations. Market research is used to determine the type of event that will be most successful, and it is also important for developing effective messaging that will resonate with the intended audience (Getz, 2022).

Marketing is also essential for promoting the event, as it is the key to driving attendance and ensuring that it is successful. It is important to create awareness of the event and to generate interest amongst potential attendees. Effective marketing strategies may include a combination of advertising, social media campaigns, and collaborations with influencers or sponsors (Getz, 2022).

Marketing plays a significant role in corporate event management in the UK. It involves creating awareness, generating interest, and driving attendance for corporate events. In recent years, there have been several key developments in the impact of marketing on corporate event management in the UK.

Use of Social Media:
It has become an essential tool for marketing corporate events. Platforms such as Twitter, Facebook, and LinkedIn allow businesses to promote events, share updates, and engage with attendees. Social media has also become a valuable source of data for event marketers, allowing them to understand attendee behaviour and preferences (Urdea and Constantin, 2021).

Emphasis on Personalisation:
It has become an important trend in marketing corporate events. It involves tailoring event communications to individual preferences and using data analytics to understand attendee behaviour. This allows businesses to create more engaging and personalised event experiences, which can increase attendee satisfaction and drive attendance (Urdea and Constantin, 2021).

Increased Focus on Digital Marketing:
It has become an essential part of marketing corporate events, as businesses seek to reach a wider audience and generate interest. Digital marketing channels such as email marketing, search engine marketing, and display advertising are commonly used to promote events and generate registrations (Urdea and Constantin, 2021).

Use of Influencer Marketing:
It has become an increasingly popular way to promote corporate events in the UK. Businesses partner with social media influencers or industry experts to promote events to their followers, creating buzz and driving attendance (Urdea and Constantin, 2021).

Integration of Event Technology:
It has become an essential part of marketing corporate events. Businesses use tools such as event management software, mobile apps, and virtual and augmented reality to create engaging event experiences and drive attendance. From event management software to mobile apps, event organisers are using technology to streamline processes, improve the attendee experience, and create a buzz around their event. For example, mobile event apps can provide attendees with real-time updates, interactive maps, and networking opportunities, while virtual and augmented reality can create immersive experiences that engage attendees (Urdea and Constantin, 2021).

Importance of Content Marketing:
It has become an essential part of promoting corporate events in the UK. Businesses create and share valuable content such as blog posts, videos, and infographics to attract and engage potential attendees (Higgins-Desbiolles and Monga, 2020). 

Importance of Branding:
It has become a critical factor in marketing corporate events. A strong brand can help businesses differentiate their events from competitors, create a memorable experience for attendees, and drive attendance. A strong brand identity helps to establish credibility for the event. A well-designed logo, tagline, and other branding elements create a professional image for the event and demonstrate that the organisers have put effort into creating a memorable experience (Higgins-Desbiolles and Monga, 2020).

Integration of Data Analytics:
It has become an essential tool in marketing corporate events in the UK. Businesses use data to understand attendee behaviour and preferences, measure the success of their marketing campaigns, and make informed decisions about future events. It can help event organisers measure the success of their marketing campaigns, identify areas for improvement, and make data-driven decisions about future events (Higgins-Desbiolles and Monga, 2020).

[bookmark: _Toc130398582][bookmark: _Toc549201048]2.4 Successful marketing strategies in corporate event management
Corporate event management in the UK has grown significantly over the last few decades, with more and more companies opting for professional event management companies to handle their events. Corporate event management is a complex process requiring careful planning and execution. In order to be successful, it is essential to have an effective marketing strategy in place. This article will discuss some of the most successful marketing strategies for corporate event management in the UK (Crick and Crick, 2020). 

First and foremost, it is important to create a strong and memorable brand image. This can be achieved through the use of powerful visuals, such as logos and slogans. Companies should also consider using the latest technologies and digital marketing tools to reach out to their target audience. Social media is a great way to engage with potential attendees and promote the event. Companies should also invest in a comprehensive website and invest in search engine optimization (SEO) to ensure their website is visible in search engine results (Crick and Crick, 2020). 

Another important marketing strategy for corporate event management in the UK is to create a buzz and generate excitement about the event. Companies should consider using creative and engaging methods to promote their event, such as competitions, giveaways, and special offers. Companies should also use traditional marketing methods such as print and broadcast media, as well as online advertising platforms to reach a larger audience (Crick and Crick, 2020).

Marketing is a crucial component of corporate event management, as it plays a significant role in generating attendance and creating buzz around events. In the UK, successful marketing strategies for corporate event management should focus on reaching the right audience, creating engaging content, and leveraging technology to enhance the event experience. 

Here are some successful marketing strategies for corporate event management in the UK:

Define Your Target Audience:
It is critical for successful event marketing. Understand the demographics, interests, and behaviour of your potential attendees, and tailor your marketing messages accordingly. This will help you create a more effective marketing campaign and ensure that your event is attracting the right audience (Crick and Crick, 2020).

Create Engaging Content:
It content is an essential aspect of marketing corporate events in the UK. Your content should be informative, educational, and provide value to your potential attendees. Use a variety of content formats such as blog posts, videos, and social media posts to create a diverse and engaging marketing campaign (Lüdeke‐Freund, 2019).

Use Social Media:
It is an excellent tool for marketing corporate events in the UK. Use platforms like Twitter, LinkedIn, and Facebook to promote your event, generate buzz, and engage with your audience. Use social media ads to reach a wider audience and promote your event to people who are not currently following your brand (Lüdeke‐Freund, 2019).

Leverage Influencers:
Partnering with social media influencers and industry experts can help you reach a broader audience and create buzz around your event. Look for influencers who align with your brand values and have a significant following in your target market. Work with them to promote your event and encourage their followers to attend (Lüdeke‐Freund, 2019).

Utilise Email Marketing:
It is an effective way to promote corporate events in the UK. Use email marketing campaigns to send personalised invitations, share event details and updates, and create a sense of excitement around the event. Use email automation to send timely reminders and follow-ups to encourage attendance.

Emphasise Personalisation:
It is key to successful marketing campaigns in the UK. Use data analytics to understand the preferences and behaviour of your potential attendees and tailor your marketing messages accordingly. Personalisation can help create a more engaging and relevant marketing campaign, resulting in higher attendance rates (Namugenyi, Nimmagadda and Reiners, 2019).

Use Event Technology:
Leverage event technology to enhance the attendee experience and create buzz around your event. Use tools such as event management software, mobile apps, and virtual and augmented reality to create a memorable and engaging event experience (Namugenyi, Nimmagadda and Reiners, 2019).

Emphasise Branding:
Branding is an important aspect of corporate event management in the UK. Use branding to create a consistent and recognisable image for your event, which can help differentiate it from competitors and create a memorable experience for attendees (Namugenyi, Nimmagadda and Reiners, 2019).

Measure Success with Data Analytics:
Data analytics can help you measure the success of your marketing campaign and make informed decisions about future events. Use data to understand attendee behaviour and preferences, measure the success of your marketing campaign, and make informed decisions about future events (Namugenyi, Nimmagadda and Reiners, 2019).

3. [bookmark: _Toc537298930]Methodology 

[bookmark: _Toc214380875]3.1 Research Philosophy
Positivism is a research philosophy that claims that the social environment is objective and can be explored through scientific approaches that create empirical evidence. In a study on marketing roles in corporate event management in the UK, a positivist research philosophy would necessitate the use of quantitative data-gathering methodologies to create empirical proof. This strategy includes gathering data using surveys, questionnaires, and other standardized instruments to examine the attitudes, behavior, and perceptions of the target population.

To utilize a positivist research philosophy for the study of marketing functions in corporate event management in the UK, the first step would be to construct a hypothesis that describes the relationship between the marketing functions and the success of corporate event management. When a hypothesis has been formed, a structured research instrument, such as a survey or a questionnaire, would need to be built to obtain quantitative data that can be investigated using statistical methods. The research instrument would need to be pre-tested to assure that it generates trustworthy and accurate data. The second step would be to identify a representative sample of the target demographic, which in this case would be corporate event management organizations in the UK. The sample size would need to be substantial enough to assure that the data acquired is statistically significant. When the sample has been selected, the research instrument would be distributed to the participants, and the data obtained would be assessed using standard statistical techniques.

The outcomes of the data analysis would then be employed to create conclusions about the relationship between the marketing functions and the performance of corporate event management in the UK.

[bookmark: _Toc1769290106]3.2 Inductive Research Approach 
Inductive research is a data-collecting process that is used to create a hypothesis based on observations or empirical facts. This research technique is commonly employed in social sciences and is especially beneficial when little is known about a specific issue. For the study on marketing roles in corporate event management in the UK, an inductive research technique might be effective in examining and understanding the complicated interaction between marketing and event management. Inductive research includes gathering data via observation, interviews, surveys, and other techniques, then evaluating the data to uncover patterns and themes. This data is then utilized to build theories or hypotheses that may explain the observed patterns. Inductive research is a bottom-up strategy, where the data obtained from the participants is utilized to generate a theory or hypothesis. For the study on marketing functions in corporate event management in the UK, an inductive research technique might entail interviewing event managers and marketing experts to get insight into the link between marketing and event management. The interviews might be semi-structured or unstructured, enabling the participants to freely express their thoughts and ideas. The data obtained from these interviews may then be evaluated to find patterns and themes.

Another sort of data collection in an inductive research process is observation. The researcher could attend company events and evaluate the marketing methods and approaches implemented by event management. This may serve to uncover patterns and themes that may be exploited to develop a theory or hypothesis. In short, an inductive research approach could be beneficial in the study of marketing roles in corporate event management in the UK. The technique comprises acquiring data through observation, interviews, and surveys, then assessing the data to identify patterns and themes. This data is then exploited to develop a theory or hypothesis that may explain the observed patterns. This study approach is very effective when little is known about a given occurrence, and it may aid to develop fresh ideas and insights into the interplay between marketing and event management in the business sector.

[bookmark: _Toc252751533]3.3 Data Collection 

Qualitative Data Collection Method
Qualitative data-gathering methods are used to get data that is non-numerical in nature, such as perspectives, attitudes, and experiences. These tactics are very effective in exploratory research and may be used to build hypotheses and construct theories. For a study on marketing functions in corporate event management in the UK, qualitative data-gathering approaches may be utilized to acquire insight into the viewpoints and experiences of event managers, marketing professionals, and other stakeholders. One popular qualitative data collection strategy is the use of interviews. Interviews may be done in person, over the phone, or utilizing video conferencing software. They may be organized, semi-structured, or unstructured, depending on the degree of supervision supplied to participants. Structured interviews involve a predefined set of questions, while semi-structured interviews allow for more leeway in the questions asked. Unstructured interviews are more free-form and empower participants to guide the discourse. Interviews may be time-consuming and necessitate skilled interviewers, but they offer the virtue of allowing researchers to dig deeply into participants' experiences and viewpoints.

Another qualitative data collection strategy is observation. This comprises the researcher monitoring the conduct of participants in a natural environment. For a study on marketing functions in corporate event management, observation may be utilized to evaluate how marketing methods are performed during events, or how attendees interact with marketing materials. Observation may be time-consuming and demands proper organizing, but it has the advantage of presenting a more objective view of participants' conduct. Focus groups are another qualitative data collection approach that may be implemented for a study on marketing jobs in corporate event management in the UK. Focus groups involve getting together a group of persons to discuss a given problem. A trained moderator controls the discourse, and participants are welcome to voice their experiences and viewpoints. Focus groups may be beneficial for analyzing the variety of opinions held by a particular set of members and may help researchers uncover common themes or difficulties. Finally, document analysis is another qualitative data collection strategy that may be applied to a study on marketing jobs in corporate event management in the UK.

Quantitative Data Collection Method
The quantitative data collecting technique is a research methodology that comprises the collection and analysis of numerical data to answer study goals. In the context of examining marketing functions in corporate event management in the UK, quantitative data-gathering techniques may be utilized to gain statistical data on different marketing functions such as market segmentation, pricing, advertising, sales promotion, and product creation. To do quantitative data collection, a researcher would generally utilize organized survey questions, experiments, or secondary data analysis. In the context of marketing functions in corporate event management in the UK, a survey questionnaire may be applied to acquire data from event management organizations and their clients. The questionnaire would consist of closed-ended questions that would allow respondents to choose pre-determined answer alternatives. For example, a question may be: "Which marketing functions do you view to be the most crucial in corporate event management?" Respondents can be presented with a list of marketing duties such as market research, product development, pricing, sales promotion, and advertising, and asked to grade them in order of priority. Further questions could be asked to obtain demographic information about the respondents, such as their age, gender, education level, and income.

The advantage of choosing a quantitative data-collecting strategy is that it permits for the collection of enormous amounts of data from a big sample size. This makes it easier to draw generalizations about the population being examined. The statistical analysis of the data may also give a clear understanding of the connection between different aspects, such as the relationship between marketing functions and event success.

[bookmark: _Toc272361365]3.4 Convenience Sampling 
Convenience sampling is a non-probability sampling approach used in research to obtain data from a group of persons who are readily available and accessible to the researcher. This technique comprises recruiting participants based on their convenience and availability, rather than randomly selecting them from the community. For research on marketing functions in corporate event management in the UK, convenience sampling may be used to obtain data from event managers, marketing professionals, and other stakeholders who are easily available and willing to participate in the study. Convenience sampling is generally done in research when time and resources are limited, and the objective is to obtain data fast and efficiently. This technique may be useful when the community of interest is difficult to reach, or when the sample size required for the study is relatively small. Yet, convenience sampling has various limitations that must be considered when applying this strategy.

One concern with convenience sampling is that it could add to sample bias. This arises when the sample is not representative of the population of interest, consequently, the results of the study may not be generalizable to the greater community. For example, if event managers who are more experienced or aware of marketing are more likely to partake in the survey, the outcomes may not appropriately reflect the viewpoints and experiences of less experienced event managers. Another disadvantage of convenience sampling is that it could be difficult to prove that participants are not self-selecting. This means that those who are more interested in the subject or who have stronger views may be more willing to participate in the study, leading to an overrepresentation of certain viewpoints or experiences. Despite its disadvantages, convenience sampling may be a beneficial data collection approach for a study on marketing roles in corporate event management in the UK, particularly when time and resources are constrained. Yet, it is vital to be aware of the various biases that may emerge and to take efforts to mitigate these biases, such as ensuring that participants are recruited randomly from a list of eligible individuals, or applying alternative recruitment tactics to boost the diversity of the sample.

[bookmark: _Toc1289809798]3.5 Research Strategy 
The research strategy for data collection techniques in the study on marketing roles in corporate event management in the UK should begin with identifying the research objectives and aims. The next step would be to undertake a literature review to uncover current research and theories related to marketing responsibilities in corporate event management. This would aid to establish the research gap and develop research hypotheses. After identifying the study questions and aims, the next step would be to determine the suitable research design. In this case, a mixed-methods technique may be applied, which comprises both quantitative and qualitative data collection methodologies. This technique would allow for a more detailed grasp of marketing responsibilities in corporate event management in the UK.

The quantitative data may be gathered utilizing surveys, which would allow for the collecting of huge amounts of data from a wide range of persons. The survey could be done online or in person to participants and event organizers in the UK. The survey questions should be constructed to obtain data on marketing functions such as event promotion, branding, and audience interaction. The qualitative data could be gathered through interviews with event planners and marketers in the UK. The interviews could be done in person or over the phone, and the questions should be geared to collect particular information about marketing responsibilities in corporate event management. The qualitative data may also be gathered through focus groups, which would allow for a more in-depth assessment of marketing responsibilities in corporate event management. In general, the research design for the data collecting technique for the study on marketing roles in corporate event management in the UK should involve a mixed-methods strategy that incorporates both quantitative and qualitative data-gathering methodologies. This would allow for a more full knowledge of marketing jobs in corporate event management in the UK.

[bookmark: _Toc1133342168]3.6 Research Ethics
Research ethics refers to a collection of ideas and criteria that assist researchers in conducting studies that are ethically acceptable and respectful of the rights and well-being of study participants. When it comes to data-gathering methods for research on marketing roles in corporate event management in the UK, there are numerous significant ethical issues to bear in mind. Initially, informed permission should be acquired from all participants in the research. This indicates that volunteers should be properly educated about the purpose of the study, what their involvement would entail, and any prospective dangers or rewards. Participants should also be provided the chance to withdraw from the research at any stage without penalty.

Moreover, researchers must assure that participant privacy is safeguarded. This indicates that any identifying information gathered during the study should be kept entirely confidential and not disclosed to anyone outside of the research team. This includes ensuring that any data gathered is securely preserved and that access to it is restricted only to those who need to see it. Thus, researchers must ensure that the study is structured in a way that minimizes any potential harm to participants. This involves ensuring that any questions answered or assignments supplied are not likely to produce undue anxiety or concern. Finally, researchers should be upfront about their funding sources and any potential conflicts of interest. Research ethics refers to the ideas, attitudes, and standards that researchers follow to ensure the protection of participants' rights and welfare while undertaking research. In the context of a study on marketing roles in corporate event management in the UK, ethical issues are vital to ensure that the data collection method is handled in a responsible and respectful manner. To begin with, the researcher must acquire informed consent from the individuals before data collection happens. Informed consent suggests that the participants are totally aware of the study's aim, their rights, and what is expected of them. The researcher should also ensure that the participants comprehend that their engagement is voluntary and that they may resign at any point without penalty. Secondly, the researcher must assure that the data collection technique is non-invasive and that participants' privacy and confidentiality are protected. This indicates that the researcher must apply correct approaches to obtain data, such as anonymous surveys, to preserve the participants' anonymity.

Also, the researcher must take care to limit the danger of damage to the volunteers. This involves taking attempts to avoid any physical or psychological harm that might come from their engagement in the study. The researcher must also offer help to the volunteers in case they face any discomfort or suffering during the study. Lastly, the researcher must verify that the data gathered is employed only for the purposes of the study and that it is stored securely to prevent unauthorized access or disclosure. In short, ethical issues are crucial for ensuring that the data collection method is handled in a responsible and respectful manner. Researchers must gain informed consent, safeguard privacy and confidentiality, reduce the danger of injury to participants, and assure that data is used only for the study's aims and maintained securely.
4. [bookmark: _Toc2049352333]Discussion

[bookmark: _Toc2121930145]4.1 Marketing approaches used by event management in the uk using Case Study
Event management is a crucial part of the UK's economy, with events of all types being held throughout the year. The success of an event largely depends on the marketing approaches used by the event management team. In this discussion, we will analyze various marketing approaches used by event management in the UK based on a case study (Guerrero, 2022). 

Case Study
The case study will be analyzing the Edinburgh International Festival (EIF). The EIF is an annual festival of the arts that takes place in Edinburgh, Scotland. It was founded in 1947 and is now one of the most significant cultural events in the world, attracting visitors from all over the world (Thomasson, 2022).

Marketing Approaches
The marketing approaches used by the EIF have evolved over the years, with the festival constantly striving to attract new audiences while retaining its existing ones. Some of the marketing approaches used by the EIF include:

Branding: The EIF has a strong brand that is instantly recognizable. The festival's logo and branding have remained consistent over the years, which has helped to build a strong brand identity (Guerrero, 2022).

Targeted advertising: The EIF uses targeted advertising to reach its audience. For example, the festival advertises in arts and culture magazines, on social media, and in newspapers. The advertising is targeted at people who are interested in the arts, culture, and travel (Guerrero, 2022).

Partnerships: The EIF has partnerships with various organizations, including airlines, hotels, and travel companies. The partnerships help to promote the festival and attract visitors from all over the world (Thomasson, 2022).

Social media: The EIF has a strong social media presence, with active accounts on Twitter, Facebook, and Instagram. The festival uses social media to promote events, share photos and videos, and engage with its audience (Thomasson, 2022).

Email marketing: The EIF uses email marketing to keep its audience up to date with the festival's latest news and events. The festival sends out regular newsletters to its subscribers, which help to build engagement and anticipation for the festival (Stewart et al., 2022).

Influencer marketing: The EIF uses influencer marketing to reach a wider audience. The festival invites influential bloggers and social media users to attend events and share their experiences with their followers (Stewart et al., 2022).

Public relations: The EIF has a dedicated public relations team that works to promote the festival in the media. The team issues press releases, arranges interviews with festival organizers, and works to secure coverage in local and national media outlets (Stewart et al., 2022).

Content marketing: The EIF uses content marketing to engage with its audience. The festival produces a range of content, including videos, podcasts, and blog posts, that help to build anticipation for the festival and provide insights into its events and performers (Thomasson, 2022).

All these marketing approaches have helped the EIF to attract a diverse audience to its events. The festival's marketing team has been successful in attracting both local and international visitors, and the festival has become a significant contributor to Edinburgh's economy. So, event management in the UK relies heavily on marketing approaches to attract audiences to events. The Edinburgh International Festival is an excellent example of how effective marketing approaches can help an event to grow and succeed (Thomasson, 2022). The festival's marketing team has used a range of approaches, including branding, targeted advertising, partnerships, social media, email marketing, influencer marketing, public relations, and content marketing, to attract a diverse audience. These approaches have helped the festival to become one of the most significant cultural events in the world and a significant contributor to Edinburgh's economy (Thomasson, 2022).

In addition to the marketing approaches mentioned above, the Edinburgh International Festival also employs other strategies to enhance the festival experience for attendees. For example, the festival offers a range of ticket options, including discounted tickets for students and young people. It also offers a range of accessibility options for disabled attendees, such as wheelchair access and audio descriptions (Guerrero, 2022). The festival's organizers have developed a comprehensive sustainability plan that aims to reduce the festival's environmental impact. The plan includes measures such as reducing waste, promoting sustainable transport options, and sourcing local and ethical suppliers. Furthermore, the festival has also implemented digital technologies to enhance the attendee experience, such as a mobile app that provides information about events and allows attendees to book tickets and access exclusive content (Thomasson, 2022).

[bookmark: _Toc19021286]4.2 Effectiveness of advertising strategy in achieving goals of the company using AIDA Model

In today's highly competitive business environment, it is becoming increasingly challenging for companies to achieve their marketing goals without the proper advertising strategy. Advertising is one of the most important elements of any marketing campaign, and it plays a crucial role in helping businesses reach their target audience and generate leads (Brognara, 2022). The AIDA model is a commonly used framework for evaluating the effectiveness of advertising strategies in achieving the goals of a company. In this discussion, we will explore the AIDA model in more detail and examine how it can be used to measure the effectiveness of advertising strategies in the UK (Brognara, 2022).

The AIDA Model

The AIDA model is a four-step framework that describes the stages a customer goes through when making a purchasing decision. These stages are Attention, Interest, Desire, and Action. The model was first introduced in the late 19th century by American advertising and sales pioneer, E. St. Elmo Lewis. Since then, the AIDA model has become one of the most widely used models in marketing and advertising (Stewart et al. 2022).

Attention

The first stage of the AIDA model is Attention. At this stage, the primary objective of an advertising campaign is to capture the attention of the target audience. There are various ways to grab the attention of potential customers, such as using eye-catching visuals, compelling headlines, or memorable slogans. In today's digital age, social media platforms, email marketing, and search engine optimization (SEO) are also effective ways to attract the attention of the target audience (Armasta, Kastaman and Syahmurman, 2023).

Interest

Once the target audience's attention has been captured, the next stage of the AIDA model is Interest. At this stage, the advertising campaign should provide relevant and valuable information about the product or service. This information should be presented in a way that resonates with the target audience and encourages them to continue engaging with the brand. The goal of this stage is to create a sense of interest and intrigue among the target audience, which will keep them engaged with the brand and move them to the next stage of the AIDA model (Armasta, Kastaman and Syahmurman, 2023).

Desire

The third stage of the AIDA model is Desire. At this stage, the advertising campaign should create a strong desire for the product or service. This can be achieved by highlighting the benefits and features of the product or service and demonstrating how it can solve the target audience's problems. The advertising message should be persuasive and compelling, encouraging the target audience to imagine themselves using the product or service and experiencing the benefits it offers (Armasta, Kastaman and Syahmurman, 2023).

Action

The final stage of the AIDA model is Action. At this stage, the advertising campaign should encourage the target audience to take action and make a purchase. This can be achieved by providing a clear and compelling call-to-action (CTA), such as "Buy Now," "Sign Up Today," or "Book Your Appointment." The CTA should be prominently displayed and easy to follow, making it simple for the target audience to take the desired action (Karhiaho 2022).

Measuring the Effectiveness of Advertising Strategies

The AIDA model provides a useful framework for measuring the effectiveness of advertising strategies in achieving the goals of a company. By evaluating each stage of the AIDA model, businesses can identify areas where their advertising campaigns are succeeding and areas where they need to improve. The following are some of the metrics that can be used to measure the effectiveness of advertising strategies in the UK:

· Attention: The effectiveness of the advertising campaign in capturing the target audience's attention can be measured using metrics such as impressions, clicks, and website visits (Guerrero, 2022).

· Interest: The effectiveness of the advertising campaign in generating interest among the target audience can be measured using metrics such as time spent on the website, bounce rates, and engagement rates on social media (Guerrero, 2022).

· Desire: The effectiveness of the advertising campaign in creating desire for the product or service can be measured using metrics such as conversion rates, lead generation, and sales revenue (Guerrero, 2022).

· Action: The effectiveness of the advertising campaign in encouraging the target audience to take action can be measured using metrics such as click-through rates, conversion rates, and revenue generated from the campaign (Guerrero, 2022).

Once these metrics have been identified, businesses can use them to evaluate the effectiveness of their advertising campaigns and make adjustments as needed. For example, if the attention metrics are low, businesses may need to consider changing their visuals or headlines to make them more eye-catching. Similarly, if the desire metrics are low, businesses may need to revisit their messaging and value proposition to make it more compelling (Guerrero, 2022).

In addition to using metrics to measure the effectiveness of advertising strategies, businesses can also use qualitative feedback from customers to gain insight into how their advertising campaigns are resonating with their target audience. Surveys, focus groups, and customer feedback forms can all provide valuable information about how customers perceive a brand's advertising efforts and where improvements can be made (Armasta, Kastaman and Syahmurman, 2023).

So, advertising is a critical component of any successful marketing campaign, and the AIDA model provides a useful framework for evaluating the effectiveness of advertising strategies in achieving the goals of a company. By using metrics and qualitative feedback, businesses in the UK can measure the success of their advertising campaigns at each stage of the AIDA model and make adjustments as needed to improve performance (Brognara, 2022). Ultimately, the effectiveness of an advertising strategy is determined by how well it engages the target audience and motivates them to take action, whether that be making a purchase, signing up for a service, or simply engaging with the brand (Brognara, 2022).

[bookmark: _Toc1863174046]4.3 Challenges faced by event management businesses in implementing advertising strategies using Fishbone Model

The event management manufacturing is a highly modest and stimulating field, particularly when it comes to publicity and marketing strategies. Here are several issues that can touch the achievement of an event organization business in the UK when applying advertising strategies, and these issues can be branded using the fishbone model. This model is also known as the Ishikawa drawing, and it helps to classify the root effects of a badly behaved or task by organizing them into sorts (Chokkalingam et al., 2021).

The fishbone model be made up of of a central spine that epitomizes the problem or contest being faced by the event super vision business. From this dominant spine, several kindling emerge, each in place of a different group of factors that can affect the achievement of public relations strategies. The groups are often talk about to as the 6 M's, which are Manpower, Machinery, Materials, Methods, Measurements, and Mother Nature. Let's explore each of these groups in more part and how they upset event management trades in the UK (Moeng and Luvhengo, 2022b).

Manpower 
Manpower is a critical module of any successful public relations strategy. It take in having the accurate people in the accurate roles to make sure that the line of attack is applied properly. This take account of hiring the accurate people with the true skills, as well as training them to be effective in their roles. The people involved in a marketing strategy should understand the bull's eye audience, the item for consumption or service being promoted, and the penalty area and objectives of the crusade. They had better also be driven and abstain the required skills to progress and effect the plan (Wen et al., 2022).
 
Machinery 
Machines includes any technical tools or kit used to help finish an advertising line of attack. This could take account of processers, software, or specialized policies that help degree customer answer or track the triumph of certain public relations campaigns. One more important bit of machinery is communal media financial records, which can be used to reach a broader audience than other additional out-of-date forms of public relations, such as television or hi-fi (Borsley, Leigh and Roberts, 2022). 

Materials 
Materials refer to the corporeal things used to create and mete out public relations campaigns. This possibly will include published materials, such as advertising material and prints, as well as digital resources, such as videos and web pages. The resources should be made-to-order to the target spectators and should carry the communication in a clear, brief, and convincing way (Liu et al., 2021). 

Methods 
Methods involve the strategies used to perform an advertising line of attack. This may well include using a range of channels to extent the target watchers, such as television, radio, print, or digital media. It also take in developing artistic and charming content that vibrates with the spectators (Piao et al., 2022). 

Measurements 
Measurements are vital for appraising the achievement of an advertising line of attack. This includes hunt down the amount of views, clicks, or be fond of that a drive generates, as in good health as the figure of sales or information that are made. This information can then be charity to type ups and downs to the line of attack or to regulate if it is fruitful (Elben et al., 2023). 

Mother Nature Mother Nature refers to the random nature of the surroundings and the personal property it can abstain on public relations crusades. This includes eco-friendly features, such as climate, that can have an sway on the victory of an marketing line of attack. For instance, if a business is public relations an outdoor occasion, they may need to regulate their line of attack if the weather is bad. Additionally, communal and political ups and downs can affect the accomplishment of a movement, so it’s significant to stay up to date with current actions and adjust the plan accordingly (Takahashi et al., 2022). 

Hence, the occasion management industry expressions several tasks when it hail from to implementing effective public relations and marketing line of attack. By using the fishbone model, Manpower, Machinery, Materials, Methods, Measurements, and Mother Nature are all significant components of an effective advertising strategy. Each of these elements should be carefully considered and assessed to ensure that the line of attack is effective and custom-made to the target spectators. Event running commerce in the UK can identify the root causes of these tests and develop strategies to address them. By addressing these tests, in management businesses can recover the effectiveness of their advertising and selling efforts, which can in the end lead to bigger success and viability (Kim et al., 2022).

[bookmark: _Toc1907134215]4.4 Identify marketing purposes of corporate event management businesses in UK

The most significant marketing purpose for business event management commerce is to shape relations with potential clienteles. They do this by as long as valuable gratified, such as information and information, on their websites, blogs, and social media accounts. Moreover, they go to manufacturing events and conferences to network with potential clients. By engaging with potential customers, corporate event management businesses can build trust and establish themselves as a knowledgeable and reliable source of event planning services (Zhang et al., 2022).

Brand Awareness
One of the primary marketing purposes of corporate event management businesses in the UK is to create and upsurge brand consciousness. A well-planned and performed event can assistance a profitable build brand respect and establish a confident brand image in the awareness of the attendees. Business event management big business achieve this by crafty events that reproduce the make's values and assignment, which helps attendees understand the company's drive and philosophy (Liu et al., 2022).

Lead Generation
Business event management businesses in the UK also help governments produce leads by as long as a platform for big business to connect with probable customers. Actions offer a sole opportunity to glass case products and service area, interact with attendees and collect interaction details for continuation. By providing an environment conducive to networking, businesses can generate leads from individuals and companies interested in their products or services (Machová et al., 2022).

Product Launches
Business event management big business in the UK assist in creating and executing successful product launches. Product launches are an excellent opportunity for big business to showcase their new products and services to a targeted audience. The event can also help businesses treasure trove feedback on the item for consumption, which can be used en route for recover future contributions (Azmi et al., 2022).

Reputation Management
Business event management businesses in the UK as well help commerce manage their status by planning and implementing events that imitate positively on the corporation. Events such as charity money maker or community service accomplishments demonstrate the business's promise to social accountability, which can have a positive waves on the corporation's image (Blomster and Koivumäki, 2021).

Customer Retention
Business event management businesses in the UK can also help big business retain existing regulars by hosting events that establish thanks and gratitude for their loyalty. Such events can include exclusive product protest march or promotional telltale sign to show consumers how much they rate their business (Getz, 2022).

Thought Leadership
Business event management businesses in the UK also backing in starting a business as a assumed leader in its business. Events such as discussions or industry-specific trade shows be responsible for businesses with the opportunity to glass case their knowledge and facts, which can help establish them as a frontrunner in their field (Hancu and Modroiu, 2022).

Employee Engagement
Business event management businesses in the UK also benefit businesses engage with their workers by bring together team-building events and corporation retreats. These measures help staffs bond and build associations, which can lead to improved morale, greater than before productivity, and progressive job consummation (Moeng and Luvhengo, 2022).

Sales Promotion
Business event management businesses in the UK also help trades promote sales by making events that raise your spirits attendees to make buying. Events such as item for consumption sit-downs, pop-up shops, and public relations giveaways can motivate attendees on the way to make procurements and intensification auctions. Corporate event super vision businesses use a diversity of marketing methods to reach possible customers (Cezarino et al., 2022). They use outdated ways and means such as print ads, radio and small screen advertisements, and direct mail. They also use numerical methods such as search appliance optimization (SEO), pay-per-click (PPC) advertising, and communal media selling. These methods are used to endorse their service area and create mindfulness about the company (Azmi et al., 2022b).

Effectiveness
The effectiveness of corporation event management dealings' marketing hard work depends on their tactic. Some businesses focus proceeding outmoded methods, such as print ads and straight mail, while others opt for alphanumeric ways and means, such as SEO and PPC publicity. Each method has its own compensations and difficulties. Traditional ways and means are more exclusive and require more incomes, but they can reach a wide viewers (Carrillo de Albornoz, Sia and Harris, 2021). Digital methods are cheaper and additional beleaguered, but they require a greater understanding of the digital countryside. It is also noteworthy to consider the efficacy of the content shaped by corporate event running businesses. Content should be engaging, informative, and important to the target spectators. The content have a duty to also be couturier to the meticulous needs of the company, and should be updated on a regular basis (Rahman et al., 2022).

Improvement
There are more than a few ways in which business event super vision businesses can recover their advertising efforts. They can emphasis on creating gratified that is personalized to the precise needs of the company, and make sure it is regularly efficient. As well, they should create a complete digital marketing plan that take in SEO, PPC, and social media marketing. They should also consider presence manufacturing events and symposia to network with prospective clienteles. Finally, they have a duty to appraisal their selling strategies on a even basis to ensure they are up-to-date and nominal (Sahoo, 2021).

This case study has see the sights the marketing determinations of business event super vision commerce in the UK. It has explained the various promotion systems used by these big business, their effectiveness, and how they can be better-quality. Corporate experience super vision businesses can use a variety of line of attack to reach impending customers, including old and alphanumeric methods. They should also energy on creating charming and enlightening content, and attend business events and talks to network with potential customs. By following these strategies, company event super vision businesses can progress effective promotion plans and outpouring their purchaser base (Voola et al., 2022).
5. [bookmark: _Toc2011320030]Results
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Figure 1: Telepathic communication.

The survey's findings suggest that "Telepathic communication" is not used as a marketing approach in event management in the UK. Only 8 people chose this response, which is a small number. 17 respondents, or the majority, said that event management in the UK uses "Email marketing" as a marketing technique. This shows that email marketing are often utilised throughout the nation to advertise business events.

15 respondents named "print advertising" as a marketing strategy employed by event management in the UK. This suggests that conventional print media, such newspapers or magazines, still assist in publicising business activities. Lastly, 10 people selected "Social media marketing." This indicates that UK-based event management businesses are aware of the value of using social media channels to interact with their target market and create excitement around their events.
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Figure 2: Marketing strategies.

The replies to the poll show that a variety of variables influence how well a marketing strategy achieves its organisational goals. The majority of respondents (20) who were given the option to do so emphasised the significance of venue selection. This shows that the effectiveness of the marketing campaign is greatly influenced by choosing the appropriate location for a business event. 13 responders, the second-highest number, named event length as a crucial element. This suggests that the duration of the event affects how successful the marketing strategy is. It implies that deliberately arranging the event's length might aid in reaching organisational goals.

In addition, 12 respondents emphasised the importance of the attendance. This suggests that the success of the marketing campaign depends on drawing a large number of people to the event. It implies that marketing initiatives should concentrate on publicising the event and luring people to attend. Finally, five respondents emphasised return on investment (ROI) as a criterion for a marketing plan's effectiveness. This emphasises how crucial it is to evaluate the financial results and advantages derived from marketing initiatives.
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Figure 3: Limited event venue options.

With 18 people choosing it as a major barrier, option (c) "Limited event venue options" garnered the most answers of all the alternatives. This implies that UK event management businesses. frequently have trouble locating appropriate event locations, which may affect their marketing strategies. With 13 replies to option (b), "Lack of event planning experience," it is clear that many businesses struggle as a result of their lack of event planning expertise. This shows that increasing your event management knowledge may help you overcome challenges to successfully carry out your advertising goals.

With 12 replies, option (d) "Language barriers" clearly shows that certain event management businesses struggle to communicate with various audiences owing to linguistic hurdles. This emphasises how crucial it is to have bilingual employees or interpreters in order to guarantee successful marketing campaigns and good communication. The seven replies to option (a), "Budget constraints and limited resources," indicate that although these issues may be hurdles, they are considerably less important than the other possibilities. 
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Figure 4: Findings of corporate event management.

It is clear from the study findings that corporate event management in the UK serves a variety of marketing objectives. The majority of respondents cited increasing brand recognition as one of the main ways that corporate events support marketing initiatives (12). Companies may promote their brand identity, values, and goods or services to a specific audience by arranging events. This increases brand awareness and exposure.

As a crucial marketing role of corporate event management, lead generation (14) was also emphasised. Events provide businesses the chance to interact with prospective clients, build connections, and create leads that might lead to sales. Businesses may pique the interest and attention of prospective customers via interactive activities, presentations, and networking occasions.

Another crucial component of corporate event management that has evolved is boosting staff morale (18). Employee engagement and motivation via well designed events not only raises their morale but also cultivates brand evangelists inside the company. 
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Figure 5: Marketing Strategies that frequently employed to include larger audience.

According to survey findings, respondents were questioned about the most popular marketing approach used to reach a bigger audience and create buzz before an event. Influencer marketing, television advertising, cold phoning, and carrier pigeon messaging were the options offered. The option that garnered the most responses—cold calling—was chosen as a marketing tactic by 22 respondents. Calling prospective attendees directly in an effort to spark interest and boost event attendance is known as cold calling.

With 14 responses, television advertising came in as the second-most popular option. By advertising their event on well-known TV channels, television ads are a conventional marketing strategy that enables event planners to reach a wider audience. Six comments were made on influencer marketing. In order to spread the word about the event to their audience on social media, this technique entails collaborating with well-known people who have a sizable following there. The influencers' reputation and reach may be used by event planners to increase attendance and create enthusiasm.
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Figure 6: Effectiveness of social media marketing.

The survey findings show that respondents' views on the metric often used in event management to gauge the success of social media marketing were varied. The majority of respondents (17) chose "c) Cost per click (CPC)" as their favourite indication out of the available options. This shows that these people think that calculating the cost per click is a useful metric for determining how well social media marketing initiatives for events are working.

Options "b) Event revenue" and "d) Outdoor signage impressions" came in second and third, respectively, with 13 replies apiece. This suggests that a sizeable percentage of respondents see event revenue and outdoor signage impressions as key metrics for gauging social media marketing's success in event management.

The answer "a) Number of shares and retweets" received 7 replies, indicating that a lesser percentage of respondents see these social media engagement indicators as the main measure of efficacy.
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Figure 7: Marketing goals.

The survey's findings show that respondents' opinions on how email marketing may support corporate event management marketing objectives varied. The option that garnered the most responses—and was chosen by 20 participants—was gathering input from the audience. This suggests that event organisers may use email marketing to get insightful feedback from participants, giving them an understanding of their experiences and pointing out areas for improvement.

Only 4 participants chose the option to find sponsors for the event, which generated a rather low number of answers. This implies that although email marketing may be used to contact prospective sponsors and emphasise the advantages of supporting the event, it might not be the main focus of employing email marketing within corporate event management.

Twelve answers were received after sending updates and reminders about the event, proving the importance of email marketing in maintaining participants' interest. Finally, performing market research surveys resulted in 14 answers, demonstrating that email marketing may be used to collect market data and survey participants. By gathering information about attendees' tastes, demographics, and views, event planners are able to make educated choices and customise future events to better serve their target audience.
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Figure 8: Marketing efforts.

The findings of the study showed that respondents' perceptions on the function of event sponsorship within corporate event management's marketing initiatives differed. The majority of respondents (18 in total) said that one benefit of event sponsorship is to lower the overall event costs. Furthermore, 12 respondents said that event sponsorship contributes to higher attendee involvement. This means that sponsors may provide engaging activities, marketing materials, or unique events that improve the overall event experience for visitors.

Only 3 respondents said that getting media attention was the main reason for event sponsorship. This shows that while if media visibility may be impacted by event sponsorship to some extent, it may not be the main goal for the majority of corporate event management teams. Surprisingly, 17 respondents said that offering catering services is related to event sponsorship. This may suggest that respondents believe sponsors often contribute to business gatherings by supplying food and drinks.
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Figure 9: Specific audience based on the interests and demographics.

The survey's findings make it clear that online display advertisements, with 17 votes, garnered the most answers. Event management firms have the chance to successfully target a certain audience based on their interests and demographics thanks to online display advertisements. With 15 votes, radio advertisements also attracted a significant number of answers. Radio advertisements, albeit classic in style, may nonetheless be personalised to target certain demographics and interests via the use of carefully chosen radio stations and airtime.

Billboards garnered 14 votes, showing that they are still a viable way for event management firms to connect with their target market. In high-traffic locations, professionally positioned billboards may increase brand exposure and draw in onlookers.
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Figure 10: Marketing techniques work.

Results of the poll show that respondents think event feedback has a big influence on how well corporate event management marketing methods work. First of all, a significant portion of respondents (30) indicated that event feedback aids in the development of event products. This shows that feedback is important in determining participants' tastes and interests, enabling event planners to provide goods that are appropriate for their target market.

Second, a significant percentage of respondents (eight) said that ticket prices are determined by event feedback. Seven respondents said that event feedback is important in deciding where to hold the event. Event organisers may make wise selections when selecting sites that satisfy the expectations and preferences of their target audience by taking attendance' opinions about prior venues into account. Last but not least, a significant proportion of respondents (five) said that event feedback influences future event planning and enhancements. 

6. [bookmark: _Toc715656783]Recommendation 
1. The COVID-19 pandemic has led to an increase in the popularity of hybrid and virtual events. These events have a number of benefits, including cost savings and increased accessibility (Bladen et al., 2022). Event management companies will need to modify their marketing strategies in line with the increasing number of hybrid and virtual events that we can anticipate in the coming years. The unique advantages of hybrid and virtual events, such as interactive online experiences and global reach, will need to be promoted by businesses. will need to be made just for digital platforms, like online event brochures and virtual event tours. Event management companies must also make investments in digital infrastructure and technology to guarantee that their virtual and hybrid events are of high quality and provide a seamless user experience (Bladen et al., 2022).

2. In every aspect of their lives, including corporate events, customers are increasingly expecting personalized experiences (Bladen et al., 2022). Personalized event agendas and marketing messages are just two examples of personalization. It is likely that businesses will have a competitive advantage if they are able to provide personalized experiences. Event management companies will need to make investments in data analytics and devise methods for collecting and utilizing customer data to tailor event experiences. Advanced technologies like artificial intelligence and machine learning can also be used to analyze customer preferences and behavior and create event experiences that are more individualized (Allen et al., 2022).

3. Event management companies need to think about how they can make their events more environmentally friendly because sustainability is becoming a more pressing concern for consumers (Allen et al., 2022). This includes minimizing carbon footprints, conserving energy, and reducing waste. Customers who place a high value on environmental issues are likely to patronize businesses that are able to demonstrate their dedication to sustainability. Event management companies will need to make sustainability a core value of their brand and include sustainability in their marketing messages (Allen et al., 2022). 

4. Event management companies should incorporate sustainability into their marketing strategies and messages because sustainable practices are becoming increasingly important to customers (Masterman, 2021). This includes minimizing carbon footprints, conserving energy, and reducing waste. Companies can also think about holding events in places that are good for the environment and use sustainable methods. Event management companies have an obligation to incorporate sustainable practices into their marketing messages and practices because sustainability has emerged as a crucial issue for customers. Events can have a negative impact on the environment in a number of ways, including the amount of waste produced, the amount of energy used, and the carbon footprint left behind (Masterman, 2021). 

5. Focusing on reducing waste is one strategy for event management sustainability. Reusable or biodegradable products can be used to accomplish this, as can digital communication options for reducing paper waste and ensuring proper waste disposal at the event (Masterman, 2021). The use of environmentally friendly decorations and packaging can also contribute to the reduction of waste and the improvement of the environment. Preserving energy is one more significant part of reasonable occasion the board. Events can be powered by renewable energy sources like hydroelectric power, wind turbines, or solar panels (Masterman, 2021). 

6. The sustainable event management, selecting an eco-friendly venue is also essential. Venues that use renewable energy, reduce waste, and minimize their impact on the environment are examples of this. Businesses can also think about how attendees can get there, such as by public transportation, carpooling, or cycling (Chien and Chi, 2019).

7. Organizations that share a commitment to sustainability, such as environmental groups or green businesses, can also be partners for businesses (Chien and Chi, 2019). Utilizing materials that can be composted or reused, implementing recycling programs, and reducing food waste are all sustainable practices that the event management companies might want to consider incorporating into the event itself. They might also want to think about hosting events in places that are good for the environment and have used sustainable methods, like LEED-certified buildings or places that use renewable energy sources (Chien and Chi, 2019).

8. Event management companies can also incorporate sustainability into their marketing messages, in addition to incorporating sustainable practices into the event itself (Dwivedi et al., 2020). This can incorporate featuring the reasonable components of the occasion, for example, the utilization of eco-accommodating materials or the decrease of fossil fuel byproducts. Organizations can likewise utilize their showcasing channels, like web-based entertainment or email bulletins, to advance maintainable practices and teach their crowd on the significance of maintainability.

9. It important for the environment to incorporate sustainable practices into event management, but it can also benefit a business's reputation and bottom line (Dwivedi et al., 2020). Event management companies can attract clients who are concerned about the environment and contribute to a more sustainable future by forming partnerships with sustainable organizations, implementing sustainable practices at events, and promoting sustainability in marketing message (Dwivedi et al., 2020).

10. In recent years, influencer marketing has gained popularity and is likely to continue to gain importance. Event management companies can promote their events and reach new audiences by utilizing influencers (Belanche et al., 2021). An event's buzz, excitement, and ticket sales can all be boosted by using influencers. To effectively engage with relevant influencers, businesses will need to identify and develop strategies.

11. Event management is likely to become increasingly dependent on artificial intelligence. Event management tasks like ticketing, registration, and customer service can all be automated with AI. Also, AI can be used to look at customer data and get insights that can help with marketing plans (Belanche et al., 2021). In the market, businesses with a competitive advantage will be able to effectively utilize AI.

12. For successful events, event management companies should work with partners and stakeholders, such as sponsors, vendors, and other organizations. This entails establishing connections with important stakeholders, spotting opportunities for cooperation, and making use of resources and expertise that are shared (Belanche et al., 2021).

13. For successful events, event management companies must collaborate with partners and stakeholders. Diverse perspectives and abilities are brought to the table by collaboration, which helps to maximize the event's potential. Event management companies can gain access to specialized expertise through collaboration with sponsors, vendors, and other organizations that may not be available internally (Belanche et al., 2021). A catering company, for instance, might offer expertise in food and beverage service, while a lighting company might offer expertise in lighting design.

14. Teaming up with accomplices and partners can help occasion the board organizations share assets, like gear, staff, and showcasing channels. This may assist in lowering expenses and increasing productivity. Event management companies can benefit from collaborating with partners and stakeholders to develop novel concepts and perspectives for their events (Sharma, Bikash Borah and Moses, 2020). Working with a diverse group of people can spur creativity and result in event designs that are more creative. The collaboration presents a chance to develop relationships with important stakeholders, which can assist event management businesses in enhancing their reputation and attracting new business.

15. In order to provide their customers with a seamless experience, businesses need to make investments in digital infrastructure and cutting-edge technologies in light of the growing use of technology in event management. Event management software, data analytics instruments, and virtual and hybrid events are all part of this. In recent years, the importance of technology in event management has grown. In order to provide their clients with an engaging and seamless experience, event management companies need to make investments in cutting-edge technologies and digital infrastructure (Sharma, Bikash Borah and Moses, 2020). 

16. The ascent of remote work and social separating measures, virtual and half-breed occasions have become more well known. For these events to run smoothly, event management companies need to invest in the right technology. This includes platforms for virtual events, live streaming software, and tools for video conferencing (Sharma, Bikash Borah and Moses, 2020). Companies can use event management software to manage everything from registration and ticketing to scheduling and budgeting. Event managers may benefit from the efficiency and time savings offered by these tools.

17. Versatile applications can assist participants with remaining drew in and informed during an occasion. Mobile apps can be used by event management companies to provide attendees with interactive maps, personalized schedules, and real-time updates. Event management companies can use data analytics tools to study attendee behavior and analyze attendee data. This data can be used to enhance future events and target marketing campaigns to specific audiences. Events can be promoted, attendees can be engaged, and buzz can be created through the use of social media platforms. To increase brand recognition and reach a larger audience, event management companies should invest in social media marketing.

18. For successful events, event management companies should work with partners and stakeholders, such as sponsors, vendors, and other organizations. This entails establishing connections with important stakeholders, spotting opportunities for cooperation, and making use of resources and expertise that are shared (Bladen et al., 2022).

19. Promoting events and interacting with attendees before, during, and after them can be accomplished effectively using social media platforms. Event management companies should make effective use of social media to promote their events and communicate with partners, sponsors, and attendees (Bladen et al., 2022). 

7. [bookmark: _Toc2135128681]Conclusion  
The study of marketing functions in corporate event management demonstrates, in conclusion, the significance of successful marketing strategies for the success of corporate events. When it comes to spreading word about events, bringing in attendees, and making money, marketing is absolutely necessary. Event management companies must adapt their marketing strategies to meet consumers' needs and expectations as technology usage rises and consumer expectations shift. Providing customers with a seamless experience necessitates embracing technology, investing in digital infrastructure, and utilizing cutting-edge technologies. Due to the COVID-19 pandemic, virtual and hybrid events are becoming increasingly popular. Event management companies must modify their marketing strategies to highlight the distinct advantages of virtual and hybrid events, such as interactive online experiences and global reach. Event management companies should make investments in data analytics tools and devise strategies to collect and utilize customer data to personalize event experiences because personalization is becoming increasingly important to consumers. The technologies of artificial intelligence and machine learning can also be used to analyze the preferences and behavior of customers and create event experiences that are more individualized.

Promoting events and interacting with attendees, sponsors, and partners can be made easier with the help of social media platforms. Event management companies should use social media to build relationships with key stakeholders, engage attendees, and promote their events. Event management companies need to think about how they can make their events more sustainable because sustainability has become a major concern for consumers. Customers who place a high value on environmental issues are likely to patronize businesses that are able to demonstrate their dedication to sustainability. Event management companies should consider hosting events in eco-friendly venues that have implemented sustainable practices and incorporate sustainability into their marketing messages and practices. Marketing is an essential component of an event's success in event management. To reach the intended audience, a variety of marketing strategies, such as networking, flyers, brochures, questionnaires, advertisements, and internet marketing, are utilized. Using a theoretical framework and semi-structured interviews with five high-level representatives from event management companies, the purpose of this thesis was to investigate the significance of marketing in event management. The meetings were trying to organize, yet all the same useful and supportive. Managing risks pertaining to resources, budget, and time can be difficult during event planning and execution. The objectives of the event, the location, ticket prices, outsourcing, volunteers, and a backup plan must all be clearly understood by organizers. Analyzing participant feedback forms and determining whether the event was carried out to its full potential can help establish an event's level of success. There is a tier or hierarchy in the event management industry. 
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9. Appendix

1. Which of the following methods does event management in the UK NOT employ as a marketing strategy?
a) Social media marketing
b) Print advertising
c) Email marketing
d) Telepathic communication

2. The efficiency of a marketing plan in accomplishing business objectives is determined by?
a) Return on investment (ROI)
b) Number of attendees
c) Event duration
d) Venue selection

3. What are the primary obstacles event management companies encounter when putting advertising plans into practise?
a) Budget constraints and limited resources
b) Lack of event planning experience
c) Limited event venue options
d) Language barriers

4. In what way does corporate event management in the UK primarily serve marketing purposes?
a) Building brand awareness
b) Generating sales leads
c) Strengthening employee morale
d) All of the above

5. Which marketing strategy is frequently employed to include a larger audience and generate buzz prior to an event?
a) Influencer marketing
b) Television advertising
c) Cold calling
d) Carrier pigeon messaging

6. Which indicator is often employed in event management to assess the effectiveness of social media marketing?
a) Number of shares and retweets
b) Event revenue
c) Cost per click (CPC)
d) Outdoor signage impressions

7. How can email marketing fit into corporate event management marketing goals?
a) By collecting feedback from attendees
b) By attracting sponsors for the event
c) By sending event updates and reminders
d) By conducting market research surveys

8. What purpose does event sponsorship play within corporate event management's marketing efforts?
a) To reduce the overall event budget
b) To increase attendee engagement
c) To attract media coverage
d) To provide catering services

9. Which advertising medium enables event management companies to reach a specific audience based on their interests and demographics?
a) Billboards
b) Radio commercials
c) Online display ads
d) Smoke signals

10. How will event feedback affect how well corporate event management marketing techniques work?
a) It helps in selecting the event venue
b) It guides future event planning and improvements
c) It determines the ticket pricing
d) It helps in creating event merchandise
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