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1. [bookmark: _Toc128564885][bookmark: _Toc128689138]Introduction

1.1 [bookmark: _Toc128564886][bookmark: _Toc128689139]Definition of Marketing

“Marketing is the process by which a company creates value for its customers and builds strong relationships to receive value from them” (Kotler, 2016).
1.2 [bookmark: _Toc128564887][bookmark: _Toc128689140]. What Role does Marketing Play in our Society Today?

If you're wondering what role marketing plays in our society, you've come to the right place. Customers don't know which company makes the product they want.
Whether you know it or not, marketing plays an important role in your life. After all, without marketing, consumers like you and I have no way of knowing which products and services best meet our needs.
Marketing also helps to create demand for products and services by identifying consumer needs and desires, and then designing products and marketing messages that speak to those needs. This process helps businesses to stay relevant and innovative in a rapidly changing market and can lead to the development of new products and services.
Marketing also plays a significant role in shaping consumer behaviour and influencing the choices people make. Through advertising, branding, and other marketing techniques, businesses can influence what people buy and how they perceive products and services.
Moreover, marketing is an important driver of economic growth, as it helps to create jobs and generate revenue for businesses and governments. It also helps to support a variety of industries, such as advertising, media, and market research, which are essential for the functioning of modern economies.
In summary, marketing plays a vital role in our society today, enabling businesses to communicate with consumers, shape consumer behaviour, and drive economic growth.
[bookmark: _Toc128564888][bookmark: _Toc128689141]2.The Midlands Greek and Cypriot Association

Formed in the mid-1970s as GR, a football team based in Handsworth playing in the Coronation League, the original committee consisted of friends such as Statis Efstathiou (president), Michael Sotiris, Xenis Elia and Nicolas Nicolaou. It was done., George Papagorziu, Panaiotis Elijah. In 1980, the Commission became Friendly His Society, giving, among other important benefits, the legal right to own land and property on behalf of the trustees. Looking for a social hub for the community, they originally rented a small building on Station Road in Erdington. The Greek-Cypriot community grew larger and rapidly began to extend. The club was founded in 1974 and moved to a community centre in Ardington in 1983. It offers a range of facilities to support the Greek and Cypriot communities of Midland and promote Greek culture in the region. From our traditional taverns, banquet halls, Greek schools, and Orthodox churches.
[bookmark: _Toc128564889][bookmark: _Toc128689142]2.1. The Restaurant

[bookmark: _Hlk128672056]The Cypriot Association Cafe & Restaurant is a restaurant specializing in Cypriot cuisine. It is in a municipality with a large Cypriot population or serves as a cultural centre for the Cypriot community. The restaurant serves traditional Cypriot dishes such as souvlaki, moussaka, halloumi cheese, and grilled fish.
Apart from delicious food, this restaurant also serves as a social gathering place for the Cypriot community where people can meet, share stories, and enjoy their culture. It also serves as a venue for cultural events such as music and dance performances, exhibitions, and celebrations of religious and national holidays.
All in all, Cyprus Association Cafe & Restaurant offers a taste of the rich and diverse Cypriot culture, offering unique culinary and cultural experiences for locals and visitors alike.
[bookmark: _Toc128564890][bookmark: _Toc128689143]3. Analysing data of Cafe & Restaurant – Cristos’s Restaurant 
[bookmark: _Toc128564891][bookmark: _Toc128689144] 3.1. Introduction of Café & Restaurant

Café Opening Times:
	DAYS OF WEEK
	OPENING TIME
	CLOSE TIME

	Sunday
	10:00
	18:00

	Monday
	10:00
	Late

	Tuesday
	10:00
	17:00

	Wednesday
	10:00
	Late

	Tuesday
	10:00
	17:00

	Friday
	10:00
	17:00

	Saturday
	15:00
	18:00



The Café
Freshly made Cypriot sandwiches, coupes, tatinopitas, lucas kopitte, baklava, Greek coffee (heated in the sand), frappe cafés. To name just a few. The cafe also sells imported goods from Greece and Cyprus.
The Restaurant
The 100 seat restaurant serves traditional Greek Cypriot cuisine cooked over charcoal and clay ovens. 
Restaurant Opening Times:
	DAYS OF WEEK
	OPENING TIME
	CLOSE TIME

	Sunday
	13:00
	18:00

	Monday
	18:00
	Late

	Tuesday
	Close
	---

	Wednesday
	10:00
	Late

	Tuesday
	Close
	---

	Friday
	10:00
	17:00

	Saturday
	Once in a month
	---



Saturday – Live Bouzouki with Meze once a month, (Live Greek music and entertainment) 
[bookmark: _Toc128564892][bookmark: _Toc128689145]3.2. Current Observation of Place and Activity

Nowadays the premises of building used by several purpose like Greek supermarket, deli, café, Greek weekend school, privet function of Greek people as well as by other community. Moreover, the building of the restaurant not looking very attractive because it need some renovation and there are the number of equipment is in very less number and in old manner they are not follow any theme for attraction, colour combination of things which is used by them like table, chair, wallpaper, floormate, interior design etc.
However, as a restaurant they are not give more attention on the marketing area for publish their upcoming event on the social media such as there Instagram, Facebook, Tweeter, and leaflets. Apart from that there time schedule is not well developed and the restaurant is open only few day per weeks so, those people planned to visit someday were the place of restaurant not open that day they are visit another place therefore the number of customer will decreased day by day not only that but the price of the food high a little because people who belongs to Greek family they are migrating front other place so in the initial day they are not affordable this food if it is in high price. They are not expecting casual dining and fine dining facility. But they are trying to attach with their own country food test and food culture which is find more difficult in this country.
[bookmark: _Toc128689146]3.3 Marketing research on various things which is described in the following notion.

Major Competitors of Greek food serving restaurant are Greek street food take away at station road, Athens Greek Restaurant at Hurst St, and All Greek Street food City Centre at Stephenson St, these are the restaurant are location is far from the Christos Restaurant but they are near by the area were people go often such as place like bus station, tram station, Primark due to this reason they easily survived in the market.
There is possibility to rise demand of Christos Greek food, they have to follow different step from their competitor in order to increase their customer by imposing verity of offers according to the situation for the community like they are given offer on food on the festivals for family dinner, couple dinner, group dinner with the advance booking, discount offer on specific amount of bill, and they are recover money from selecting different way like they reduce quantity of food and apply cost cutting method. They must work of forecast for example if there is festival in the next week or any occasion in the restaurant, they must make assumption about number of people, then which of the food is centre of attraction, how much worker is require for meet to their excellent service. This are the things they must keep in the mind.
[bookmark: _Toc128564893][bookmark: _Toc128689147]4. Target and Vision
A restaurant management department has vision that they become the best restaurant in Greek community but their effort for achieve their target is not sufficient they need to do something innovative from other Greek restaurant who available in their area. According to their statement they are trying to target audience who between age of 18 to 34 but in there action it could neither seen or nor express. As I mention earlier that they are not give priority to their target people when they are trying something ground-breaking. Moreover, they are only stick to their Greek food and Greek community so, it is difficult to reach to their decided target of the audience and vision. 
[bookmark: _Toc128564894][bookmark: _Toc128689148]5. Measurement of Success

	Service quality
	Present /Absent
	Success (Yes/No)

	Knowledge gap
	Present
	No

	Policy gap
	Present
	No

	Communication gap
	Present
	No

	Delivery gap
	Present
	No

	Customer gap
	Present
	No



[bookmark: _Toc128564895][bookmark: _Toc128689149]5.1.  Explanation of Service Quality
While we're still talking about customer satisfaction, let's look at another model that can help marketers better understand customer satisfaction: the Service Quality Gap Model (aka the Customer Service Gap Model or (Five Gaps (also known as a model). First proposed in 1985. The value of this model is that it shows that customer satisfaction is essentially a function of perception. In other words, customers are satisfied when the service provided exceeds their expectations. Any of the customer service gaps listed below can cause disappointment.
According to the model (see Figure 1), there are five major gaps or potential inconsistencies organizations encounter in seeking to meet customers’ expectations of the customer experience. 
[image: The five gaps included in the gap model of service quality are knowledge gap, policy gap, delivery gap, communication gap, and customer gap. The knowledge gap is the difference between what the customer expects and what management thinks the customer expects. The policy gap is the difference between management's understanding of customer needs and service delivery policies and employee standards. The delivery gap is the difference between experience specification and actual results. The communication gap is the difference between delivery of the customer experience and what was communicated to the customer. The customer gap is the difference between customer expectations and the customer perception of the experience.]
Figure 1 Gap Model of Service Quality (attribution: Copyright Rice University, OpenStax, under CC BY 4.0 license) 
The gaps are:
Gap 1 - Knowledge Gap: Difference between customer expectations and what managers think they expect.
Gap 2 – Policy Gap: The difference between management's understanding of customer needs and translating that understanding into service delivery policies and standards for employees.
Gap 3 - Delivery Gap: The difference between the experience specification and the actual results of the service.
Gap 4 - Communication Gap: The difference between delivering the customer experience and being told to the customer.
Gap 5 - Customer Gap: The difference between the customer's expectations of the service or experience and the customer's perception of the experience.

Explanation of Service Quality
Let us look at each one of these gaps in a little more detail.

Gap 1: The Knowledge Gap
The knowledge gap is the difference between what customers expect and what companies think they expect. The bottom line is that the company doesn't know exactly what its customers want. This can be due to various factors. Lack of communication between line staff and management, inadequate market research, or simply ignoring customer feedback, including complaints. Maybe, but the reality is that guests are more concerned with the cleanliness of their rooms and the speed of a hotel's internet service than with breakfast. I am interested in
The menu of the restaurant is looking very old fashion so they have to change and they have to include graphical combination and some of the picture of food with the name and description of main ingredients and spicey which is used in the food preparation so the costumer easily come to know about the dishes and they place their order on the basis of their test and needs. Moreover, various person has different prospective for food and they are not prefer same type of food every time so, they have to introduce variety of food option not only Greek but also include few dishes from other country food such as Italian, Mexican, Indian, Chinese, etc. 
Gap 2: The Policy Gap / Standard gap
“The policy gap reflects the difference between management's perception of customer needs and translating that understanding into policy and service delivery standards.” (1 The Gap Model of Service Quality - OpenStax) Management usually has an accurate understanding. However, no performance standards have been established to ensure appropriate employee behaviour. Again, using the hotel example, many customers complain that their phone rings countless times before answering. Management wants to address this issue and has established a policy that calls must be answered "immediately". How do you understand the word fast? Two rings, four rings, six rings? Specificity is important here.
Once policies are developed, it's important to communicate them effectively to all staff members. This can be done through training sessions, staff meetings, or employee handbooks. Communication should be clear and concise, and employees should be given the opportunity to ask questions and seek clarification. To ensure policies are being followed, it's important to monitor compliance regularly. This can be done through regular inspections, audits, or employee feedback. If policies are not being followed, it's important to take corrective action and provide additional training if necessary. Policies should be reviewed regularly to ensure they remain relevant and effective. This can be done annually or as needed if changes in the restaurant's operations or regulations occur. If gaps are identified during the review process, policies should be updated accordingly.

Gap 3: The Delivery Gap
“The delivery gap is the difference between service standards and policies and actually delivering the service.” In this situation, frontline service workers know what to do to delight customers . they don't. For example, management may have established a policy that the front desk phone will be answered on or before his second call, but the front desk staff will call more often before answering. Allows long ringing. This gap can result from inadequate training, lack of staff skills, unwillingness to meet established service standards, or understaffing.
Southwest Airlines is a good example of this. According to its website, the company's mission is "Dedicated to the highest quality customer service with warmth, friendliness, personal pride and enterprise spirit." The company doesn't overdo the service, so there is no delivery gap (the difference between the experience spec and the actual service delivery). This is evidenced by the fact that Southwest Airlines has the highest rating for customer service at 33.9% when compared to other airlines.
The location of the place is situated in the urban area containing people around 600 form different community, therefore, only Greek food is not applicable in there menu for survive in this are they have to add different cuisines from different community which are available in this area. Overall population of Greek community in the Birmingham is roughly 80 thousand so the number of people is very less that’s why stick with the one community is not good decision in order achieve success (Birminghamlive,2023).
Market area surrounding of the of the restaurant is very empty along with few parks, company, fitness centre is available so, if they are start new food parcel services for the employ who working in their nearby area which is help to them to generate their revenue from their business.
Gap 4: The Communication Gap
When marketers are effective with their advertising efforts, these ads can have a huge impact on customers. The problem now is that the company needs to offer something better. The communication gap is the difference between service delivery and what is communicated to the customer. So what did the company promise and what did it deliver?
When marketers do an effective job with their advertising efforts, these ads can have a huge impact on customers. The problem now is that the company needs to offer something better. The communication gap is the alteration between service delivery and what is communicated to the customer. What did the association commitment and what did it deliver?
This can include implementing regular team meetings, using technology to facilitate communication, and establishing clear communication protocols.
Encouraging feedback from staff members and customers can help identify areas where communication is breaking down. This feedback can be used to make improvements to communication strategies and protocols. To ensure communication gaps are being addressed, it's important to monitor progress regularly. This can be done through regular check-ins, customer feedback, and staff evaluations.
Gap 5: The Customer Gap
"The consumer gap is the difference between the customer's expectations of the service or experience and their perception of the experience itself." Perception is wholly subjective and complete word of mouth, personal needs, and their own past experiences. We are seeing reality. In other words, reality is a constant factor, but our perception of reality is variable.
This can be done through customer feedback surveys, online reviews, and talking to customers directly. Once you have a clear understanding of customer expectations, the next step is to set service standards that meet or exceed these expectations. This can include training staff members on customer service skills, establishing clear service protocols, and implementing quality control measures. It's important to manage customer perceptions of the service provided. This can be done by communicating effectively with customers, setting realistic expectations, and following through on promises made.
[bookmark: _Toc128564896][bookmark: _Toc128689150]6. Marketing Strategy
There are number of ways to make marketing, marketing by social media for restaurants involves using various social media platforms to promote a restaurant and its offerings, engage with customers, and build a strong online presence. Social media platforms such as Facebook, Instagram, Twitter, and Yelp are popular choices for restaurant marketing because they allow for targeted advertising, customer reviews, and real-time interaction with customers.
In their book, "Social Media Marketing for Restaurants: How to Use Social Media to Increase Sales," authors Gary Vaynerchuk and Alex Debelov provide practical guidance on how restaurants can effectively use social media to grow their business. They emphasize the importance of creating a strong brand identity, engaging with customers, and providing valuable content that showcases the restaurant's offerings.
The authors also suggest using social media to run targeted ads, leveraging user-generated content, and using social media analytics to track performance and make data-driven decisions. By leveraging the power of social media, restaurants can connect with customers on a more personal level, build a loyal following, and ultimately increase sales and revenue (Vaynerchuk, G., & Debelov, A. 2019). 
[bookmark: _Toc128564897][bookmark: _Toc128689151]6.1 Marketing by Instagram

Marketing by Instagram is a popular social media marketing strategy that involves using the photo-sharing platform to promote products or services, engage with customers, and build a strong online presence. Instagram has become a go-to platform for businesses of all sizes, thanks to its massive user base and highly visual format, which allows businesses to highlight their products or services through engaging and visually appealing content.
Instagram marketing involves creating an Instagram business account, optimizing the profile with a clear bio, profile picture, and contact information, and creating a content strategy that aligns with the business goals. This strategy may include creating high-quality photos and videos that showcase the products or services, leveraging user-generated content, running Instagram ads, and engaging with followers through comments and direct messages.
In their book "Instagram Power: Build Your Brand and Reach More Customers with the Power of Pictures," authors Jason Miles and Karen Lacey provide practical guidance on how businesses can leverage Instagram to drive sales and growth. They cover topics such as creating a winning Instagram strategy, optimizing the profile, creating compelling content, and measuring and analysing the results.
The authors emphasize the importance of building a strong brand identity on Instagram, engaging with followers, and using Instagram's features such as Stories, IGTV, and Reels to showcase the products or services in creative and engaging ways. By following best practices and staying up-to-date with the latest Instagram trends and features, businesses can effectively use Instagram to reach more customers, build brand awareness, and drive sales (Miles, J., & Lacey, K. 2019). 
[bookmark: _Toc128689152]6.2 Marketing by Facebook 
Marketing by Facebook is a popular social media marketing strategy that involves using the Facebook platform to promote products or services, engage with customers, and build a strong online presence. With over 2.8 billion monthly active users, Facebook is a powerful platform for businesses of all sizes to connect with customers and drive sales.
Facebook marketing involves creating a Facebook business page, perfecting the page with a clear profile picture, cover photo, and contact information, and creating a content strategy that aligns with the business goals. This strategy may include creating engaging and visually appealing content, running Facebook ads, leveraging user-generated content, and engaging with followers through comments and direct messages.
In their book "Facebook Marketing: An Hour a Day," authors Chris Treadaway and Mari Smith provide practical guidance on how businesses can effectively use Facebook to drive sales and growth. They cover topics such as creating a winning Facebook strategy, optimizing the business page, creating compelling content, and measuring and analysing the results.
The authors emphasize the importance of building a strong community on Facebook, engaging with followers, and using Facebook's features such as Groups, Messenger, and Live videos to connect with customers in real-time. They also provide tips on how to run effective Facebook ads, including targeting specific audiences, creating compelling ad copy, and tracking and optimizing the results.
By following best practices and staying up-to-date with the latest Facebook trends and features, businesses can effectively use Facebook to reach more customers, build brand awareness, and drive sales (Treadaway, C., & Smith, M. 2012). 
[bookmark: _Toc128564899][bookmark: _Toc128689153]6.3. Email Marketing 

Email marketing is a type of digital marketing strategy that involves sending promotional messages or newsletters via email to a targeted list of subscribers.  This marketing strategy allows businesses to connect with their customers directly, build brand awareness, and drive sales.
Email marketing involves creating an email list of subscribers who have opted-in to receive promotional emails from the business. The emails can be in the form of newsletters, promotional offers, event invitations, or product updates. The content of the emails should be engaging, informative, and relevant to the target audience.
In their book "Email Marketing Rules: A Step-by-Step Guide to the Best Practices that Power Email Marketing Success," authors Chad White and Jay Baer provide practical guidance on how businesses can create effective email marketing campaigns. They cover topics such as creating a winning email strategy, building an email list, designing effective email templates, and measuring and analysing the results.
The authors emphasize the importance of creating targeted and personalized emails that are relevant to the interests of the subscribers. They also provide tips on how to optimize the email content and design for mobile devices, as many subscribers access their emails on mobile devices.
By following best practices and staying up-to-date with the latest email marketing trends and features, businesses can effectively use email marketing to connect with customers, build brand loyalty, and drive sales (White, C., & Baer, J. 2014). 
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