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[bookmark: _Toc48906800][bookmark: _Toc46998183][bookmark: _Toc46789818]Introduction
Marketing is the process of an increasing organization selling through market research, advertising and serving customers with expected services. Marketing functions enhance the organization adapting power and helps to beat the competitors for dominating the market. Marketing supports to innovate and develop services by focusing on the customers’ needs in the market. In the scenario, The Grand Brighton is a brand hotel and located in Brighton City Centre and it offers standard services to the customers in a desirable way (Atwal et al., 2017). The Grand Brighton customers give safety to offer standard services as brand hotel and the customer can trust the services. For making a connection with a customer this hotel gives the proper reply of customer feedback and tries to do its best for the individual satisfaction. 

[bookmark: _Toc48906801]The role of marketing in creating value for customers
[bookmark: _Toc48906802]Marketing concept
 The marketing concept is a philosophy that contains to understand the current target customer demands in the market and develops the services to meet with the demand of customers for beating the competitor in the market. Through marketing concept strategies business organization develops the services and products after analyzing target customers wants and needs for being satisfied(Gide e al., 2016). The Grand Brighton hotel follows a marketing concept for giving foremost focus on the customer’s desires. For the implementation of the marketing concept, this hotel collects information about the customer's desires and needs in the market. By gathering customers’ needs and desires this hotel focus on the service development in a way that ensures better services than exiting competitors of this hotel (Tsai, 2018). This marketing concepts of this hotel can boost the sales and assist to perform the business in profit maximization way beating the competitors in the market. 
[bookmark: _Toc48906803]Describes some advantages of marketing to consumers
Marketing adds value to customers by giving information about products and services to meet demand. For marketing activities, customers get the opportunities to know the organisation products and services. Customers find their desire services and product in the market and can decide by matching with organisation services and own needs.  
Informing and Educating Consumers:  Informing and educating the customers marketing activities help to reach to the target customer by advertisement and other promotional ways. Marketing supports to innovate and develop services by focusing on the customers’ needs in the market (Menon et al., 2014). The Grand Brighton carries marketing by giving particle information of services and products. This hotel offers the services to match customers’ needs and express of benefits of services to the customers. 
Managing Consumer Expectations: Marketing helps to manage customer expectation by providing services to consider customer perception and demand. The Grand Brighton carries out marketing research for evaluating the customer’s needs and tries to serve services making customer pleased  (Reid et al., 2014). By knowing all information before purchase customer can understand how much the service can meet demand. 
Easy to compare price and quality: Through the marketing function of business organisation customers gain information about product quality and prices. It is very easy for the customer to make a comparison with other existing organisation services (Tsai, 2018). The Grand Brighton offers more standard services to customers and by the marketing convinces the customers to engage with the business for unique experiences. 
Economic benefits of marketing: Marketing transforms the potential customer into real customers in the market that increases the revenue. Marketing functions in the organisation work to growth of the business and business organisation can expand operation when it’s able to attain a huge profit. Through expanding the business makes employment facilities in the market and economic condition of the country for employment facilities and taxation.
[bookmark: _Toc48906804]Definition of branding, advantages of branding and state how this creates value for customers
Definition of branding: Branding is a marketing practice that helps the customer to distinguish the business organisation from the competitors in the market. Branding sets a business name, symbol, features and design for making different from the other sellers in the market (Viswanathan et al., 2017). The Grand Brighton has achieved a reputation and operates the business as a brand hotel. For achieving brand this hotel services unique services for distinguishing from the competitors. This hotel promotion, advertising, services quality and promotion support to be a brand hotel. 
The brand provides peace of mind: Brand is related to the psychological factor of the customers. It helps to satisfy customer mentally and customer have high confidence in the brand services.  The Grand Brighton can easily make the satisfaction of the customers for its brands and before purchasing customer thinks positively. 
Brand save decision-making time: Brand helps the customers decide a rapid way because the organisation gains brand from the customer positive impression in the market. When customers want to purchase product and service from the brand organisation they have full confidence and decide on purchasing (Atwal et al., 2017). 
The brand provide safety: For being brand organisation has to ensure a particular benchmark and quality of services. To retain the brand organisation always ensure products and services benchmark. The Grand Brighton customers give safety to offer standard services as brand hotel and the customer can trust the services. For maintaining brand this hotel gives focus on customer satisfaction by standard services and customers get safety for valuable experiences. 
Brand express who we are: Brand refers to some unique and special features of the business organisation. For the unique feathers, services make differentiate from competitors in the market. Therefore, the brand explains some special features in services and this speciality makes a better position in the market (Baines e al., 2017). The Grand Brighton is different from form other organization for its brand to satisfy the customers. 
Branding increase business value: Branding improves the business values in the market and stakeholder of the business make confidence in a high way. For the strong brand values, a business organisation can easily get the loan and appealing investors to invest in the business. The Grand Brighton brand values act as promotion and customers especially think of these hotel services. 
Branding creates new customers:  New customer decides on purchasing through evaluation of organisation brand services. Word mouth of recommendation greatly assists to a new customer to choose the brand organisation from their real-life experiences (Zeithaml et al., 2015). The Grand Brighton has many loyal and trusted customer those acts a word mouth of recommendation for generating new customers of the business. 


[bookmark: _Toc48906805]The Ansoff matrix strategies for product development of The Grand Brighton
Ansoff's Matrix is product and market expanding strategy in the market for large business and more earning. This model gives different strategies for the extension of product and market to cover different location. The Grand Brighton follows this model for the development of product and market by the following way: 
[image: The Ansoff Matrix: What It Is and How to Use It]
Figure: Ansoff matrix model (Baines e al., 2017)
Market development: Market development strategy indicates to seek new market for growing the business selling existing products. This is the most common way for the growth of the business in the market (Tsai, 2018). The Grand Brighton tries to expand the business in the new geographical location for dealing with a large number of customers. For engaging in his strategy this hotel needs to make new channel distribution and effective promotion. 
Market penetration: Market penetration is the strategy where the business organization tries to growth exiting products in the exiting market. For applying this strategy needs to develop products and services in a special way to beat the competitors (Cronin et al., 2015). The Grand Brighton applies this strategy to improve the services and extensive focus on the promotion. The main target of this strategy increases the number of current market customer and a wide number of services for more earning. 
Diversification: Diversification is a growth strategy that indicates to enter a new market with new services. To apply this strategy is very risky because in the new market with a new product business organization has no experiences. For these types of growth of a business, the organization needs to involve in research and properly finds out the potentiality of being successful. The Grand Brighton is thinking for diversification to cover the Asian market for the huge demand of the customer. 
Product development: Product development strategy is a strategy by which business organization involves in the growth of the based on the new product in the existing market. The Grand Brighton applies this strategy in the proper way for the growth and development of the business. After identifying the current customer needs this hotel requires to innovate new services for the customers (Menon et al., 2014). New services of the hotel can take attention of the customer and this hotel has invested huge money in R & D for innovating new services. 
[bookmark: _Toc48906806]Relationship marketing of The Grand Brighton
Relationship marketing means the application of customer relationship management for retaining customers in a long time in a satisfactory way. The Grand Brighton hotel uses relationship marketing by serving individual expected services and makes trust with this hotel brand. Loyal and trusted customer word–of-mouth recommendation work to increase new customer (Viswanathan et al., 2017). For making a connection with the customer this hotel gives the proper reply of customer feedback and tries to do its best for the individual satisfaction. It also provides packages services for regular customers and gives more honors through more facilities in the hotel. 






[bookmark: _Toc48906807]Stakeholder engagement and their impact on the marketing activities of an organization
[bookmark: _Toc48906808]Definition of stakeholder Stakeholder is a person or group of person those have an interest in the business and their behaviours can affect the business. In the business organization, there are many stakeholders such as customers, employees, government, community, owners and other organization (Grönroos, 2018). All of the stakeholders want their benefits from the business and for this, The Grand Brighton tries to manage to benefit all of the stakeholders of the organization. Every stakeholder of this hotel has some right and demand such as the owner of this hotel earn profit from the operation. Customers want satisfactory services and goof interaction for meeting with needs. 
[bookmark: _Toc48906809]Definitions of internal and external stakeholders and provide some examples of your company’s internal and external stakeholders
Internal stakeholders: Internal stakeholders are person and parties in the organization those contribute to the management and operation. Internal stakeholders of the business organization play more significant roles for being successful in business (Zeithaml et al., 2015). The Grand Brighton hotel internal stakeholders properly perform their duties and support the business to reach the destiny.
[image: ]
Figure: Internal and external stakeholders of the organization (Grönroos, 2018)

Different Types of Internal Stakeholders the Grand Brighton:
Employees: Employees work in the organisation for remuneration and most of the task is completed in the organisation by the employees. The Grand Brighton employees get a standard salary and they are qualified to perform their duties in the workplaces. 
Owners: Owners own the organisation and take all of the risks of the business. Owners recruits manager and employees for running the operation to gain the business goals.  Owners get the profit of the business and take wholes labile of the business (Zeithaml et al., 2015). 
Board of Directors:  Board of directors are the group whose stands the organisation top-level and control different department manager function in the proper way. Board of directors The Grand Brighton hotel coordinates various functional areas managers and sets the hotel strategy to be competitive in the market. 
Managers: Managers are the head of the departments and every department activities are controlled by the manager in the organisation. Manager of The Grand Brighton hotel distributes the work among the employees and helps the employees to finish the duties efficient way. There are many types of manager in the workplaces such as front office, housekeeping, HRM, food and beverage and accounting in this hotel workplaces (Gide e al., 2016). Manager mostly plays roles to takes decision ad managing the employee’s performance to meet with profit. 
External stakeholders: External stakeholders are not engaged in the management but they influence the organization internal function in a great way. External stakeholders are called secondary stakeholders and they stand outside of the organization   (Reid et al., 2014). The Grand Brighton hotel has many external stakeholders such as supplier, customer, competitors, community and government. 
Different Types of External Stakeholders
Suppliers: Suppliers deliver raw material for managing the production and services. Suppliers also serve tools and equipment for properly running the operation. The Grand Brighton suppliers provide raw material, furniture and product of services to run the operation proficient way. 
Customers: Customers consume the product and services of the business organisation. The business organisation produces services for the customer and engagement of the customers refer to the ultimate goals of the business. The Grand Brighton hotel customers are the main factors for its existence. 
Creditors: Creditors of the business offers loan for running the business and for resolving the crisis of the business creditor’s help in a great way. The Grand Brighton gets financial support from different creditors such as bank and financial institutes. 
Intermediaries: Intermediaries work in the business as a middle man between the organisation and customers. In the Grand Brighton, hotel travel agency and tour operators work as intermediaries for increasing the sales (Cronin et al., 2015). 
Competitors: Competitors are those offer the same kinds of services in the same market for earning profit. Competitors always stand in the rivalry position from the others and business organisation has to compete with competitors through services for sustaining in the market. 
Government: Government sets the organisation roles and regulation of the business and to run the operation must have to comply with government instructions properly   (Reid et al., 2014). The Grand Brighton hotel completely follows governmental regulation and properly ensure government benefits. 
[bookmark: _Toc48906810]How The Grand Brighton communicates with its stakeholders
The Grand Brighton hotel builds a good relationship with the stakeholders in gaining business objectives. This hotel communicates with the stakeholder's various method and all of the stakeholders attain right for the business for the communication. This hotel arranges meetings to communicate with the stakeholder an in the meeting at a time can reach the number of stakeholders. Conference call is also mostly used in this hotel for reducing the travel and other costs of transportation. Email is also a famous method of communication and it helps to save communication cost (Atwal et al., 2017). This hotel always prefers email communication to reach all of the stakeholders and it is a cost-effective way of building a good relationship. The Grand Brighton hotel organization sporting events for the communication of different types of stakeholder and it also ensure the business perspective proper way. The Grand Brighton hotel sometimes arranges lunch and dinner parties to meet with stakeholder and takes an effective decision.
[bookmark: _Toc48906811]How the stakeholders impact on the marketing activities of The Grand Brighton 
 Marketing activities depend on the stakeholders of the organization and The Grand Brighton decides marketing function over-evaluation of the stakeholders. Employees of this hotel involve in marketing functions such as capping and advertisement. Employee’s skills and capability greatly provides impact to convince the customers. Employees convincing power can draw the attraction of the customer of customers and employee’s negligence can damage the whole process of marketing (Rajaratnam et al., 2015). On the other hand, The Grand Brighton select marketing based on customer behaviours and demand in the market. This hotel provides a focus on social media and online marketing because of most of the customers involved in social media. The competitor also can provide the impact of this hotel marketing activities and to adapt to the market this hotel also follows competitor’s strategy of marketing. The government provides some roles for carrying out marketing activities. The Grand Brighton follows the direction of government and that also provide impact f decision making marketing activities. 
[bookmark: _Toc48906812] Recommendation 
The Grand Brighton hotel satisfactorily performs in the market and for the more exclusive performance of this hotel needs to consider some factors. It should more focus on the innovation of new services for creating a new demand of the customers. This hotel should also need implementation f the technology in the services for saving cost and first-class experience of the customers. The Grand Brighton should engage in the research for the investigation of the customer need and develop services by focusing on customer needs. It should manage customer relationship by offering packages and more number of communication. 
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[bookmark: _Toc48906813][bookmark: _Toc46998186]Conclusion 
For marketing activities, customers get the opportunities to know the organization products and services. Customers find their desire for services and product in the market. Customer can decide to purchase by matching with organization services and own needs (Rajaratnam et al., 2015). Marketing functions in the organization work to growth of the business and business organization can expand operation when it’s able to attain a huge profit. Therefore, The Grand Brighton should develop the brand in services for making a better position in the market.   
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