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Marketing management is the operations as well as control of different activities and people involved in activities like marketing management professionals, managers, contractors, and professionals (Adams, Freitas and Fontana, 2019). The development of marketing strategies as well as setting goals is important aspects to enhance success and growth. This is the business’s ability to gain revenue, understand the base of the customer and develop the brand. It also works to know business is earning profits through gaining fresh customers, expanding the base of users, building the reputation of the firm, and improving interactions with the users. The success story of marketing is GymShark. In this, Kylie and Ben have started building a business. Kylie was 18 years old living a luxurious life and Ben was 19 and was having a mixed day with studies and night work at Pizza hut. Kylie has applied marketing initiatives from seasoned advisers as well as wealthy families. Ben has learned sewing from their grandmother and started a family garage. The current worth of the business is $ 1.3 billion. The business manufacture fitness clothing as well as accessories for men and women and provide sports bras, shirts, training, caps, and shakers. 
The selected organization is Local Greek Restaurant whose name is Christos Greek Cypriot restaurant. This is managed by the personal touches of Christos as well as his family. Christos has experience in catering and music and for 15 years, he has become a chef, musician, and manager. The restaurant has been involved in privileges of Greek and church, game room, coffee, and shop. It is providing facilities for banqueting, food & drink, main menu, entertainment, and others.
The report is divided into three parts. The first task has focused on the evaluation of the marketing activities that include the concept and importance of marketing, resources, and the internal, macro, and micro environment with help of SWOT, PESTLE, and marketing mix. It also discusses target market, media selection, measuring success. 
[bookmark: _Toc128306686]Task 1: Critical evaluation of the marketing activities
i. Concept, importance of marketing and resources being distributed towards marketing activities
The concept of marketing is preoccupied with the help of ideas to provide satisfaction to the needs of the users through means of the product as a solution to meet the needs of the users (Cankurtaran and Beverland, 2020). The marketing concept is the collection of strategies that a business has adapted to analyze customers' needs as well as implement strategies to meet needs and provide an outcome in terms of maximization of profit, enhancement in sales, and beating existing rivals. The concept has been adopted by businesses all over the nation but the situation is not the same as earlier. The organization has focused on providing satisfaction to the users, objectives, wants, and needs. 
The importance of marketing to the business are as follows:
Consumer engagement- The business has to engage the user and proves to become an effective tool. The users can be engaged without telling to know as well as create content for products as well as services. 
Building relationships among businesses as well as customers- For a growing firm, it is essential to build a long-lasting relationships with users (Chesbrough, 2020). The marketing has focused on demographics, the behavior of the consumer, psychographics, and understanding the wants of the users. 
Building as well as maintaining reputation- The business reputation has depended on growth as well as the lifespan of the firm. It is the marketing that helps to build equity in the brand of the firm and meet the expectation of the users. 
The resources distributed towards marketing activities by the business are as follows:
· The organization has a target market, and audience and builds a relationship with them
· Brand to uphold
· Facebook page and website of the firm
· Communication with the target audience and requests for conducting surveys, advertising
· Building ownership
· One individual is the developer of the website, administrator of social media, business owner, and entertainer
ii. Micro and macro environment
They are described below:
Micro environment
This is identified by SWOT analysis
Strengths- The strengths of the restaurant are Ownership of the building,large space,high -skilled staff, facilities in terms of the banqueting suite, food & drink, gaming activity, sport & leisure, and others.
Weaknesses- The opening time of the restaurant is limited which makes limited people visit the place (De Jong and et. al., 2021). It is the main weak area of the respective place and creates a problem for the customers.
Opportunities- The restaurant has the opportunity to open more branches in different locations to meet the need and requirements of Greek food and the people and enhance success and growth.
Threats- The threats include other restaurants dealing in the same segment at low prices to raise more profit margin. The price variation is also another threat to the firm.
Macro environment
The macro is determined by PESTLE analysis
Political- The government is not stable in the UK  as several administrative shake-ups across different areas of the government (Deepak and Jeyakumar, 2019). During such a period, Prime Minister has modified and the ruling government has changed every PM. This leads to the poor economic performance of the people and purchase power becomes low.
Economic- The restaurant has a chance to earn high profit as UK is regarded as a tourism country and a large number of young visitors come from multiple places and would love to taste local Greek food at a restaurant.
Social- The place is rich in culture and heritage and people respect local restaurants, food, products, and others to raise the economy of the nation. It is a fascinating country that has more number of historical artifacts and places.
Technology-The country is well-developed so the resultant has to use new and updated technology to take orders and serve customers to enhance success and growth (Farquhar, Michels and Robson, 2020). The business can become digital connectivity to tech startups and leverage modern technology.
Legal- The restaurant has to follow all legal laws, rules, and regulations to serve customers.
Environment- The local people are highly fond of local food. The restaurant is serving all food and provides taste to the users. The environment of the restaurant is good that enhances success and growth. 
iii. Target market
The main audience for the organization is Greek Community. The target market is divided into the following aspects such as:
Market Segmentation- The segmentation is divided into the community, culture, age group, promotion channel, and location (Genc, Dayan and Genc, 2019).
Targeting- The target market included follows:
· Community- Greek
· Culture- Diverse
· Age group- 18 to 34 years
· Promotion tools- Email marketing, Facebook/Twitter, Instagram, Leaflets and old methods including TV, radio, and newspaper
· Location- The building is situated in Greek situated in the areas of Birmingham.
Differentiation and positioning- The positioning is performed with help of social media channels to create awareness in the mind of the customers regarding the business and its products and services (Gölgeci and Kuivalainen, 2020). The differentiation has been created in terms of providing local Greek food to the audience. 
Marketing mix
It is analyzed with the help of marketing mix:
Product- The products and services of the Christos Restaurant are a banqueting suite, food & drink, café, restaurant, Souvlaki in Pitta, Plated meals, deserts, and others (Grant, 2019). It also serves Tahinopita, Greek Coffee, Frappe, Koupes, and Sandwiches. It is serving mainly Greek food to customers and does not sell Halal Food and does not serve different menus on other days.
Price- There is variation in the prices of the products. The prices of the products start from 3 pounds to 20 pounds that is from Monday to Saturday. The price of Pork Souvlaki is 16 pounds, lamb chops are 20 pounds, fresh fruit is 3 pounds, and Fasolia is 10 pounds. The price of fresh fruit is 20 pounds per person on Sunday. They have followed a premium pricing strategy.
Place- The restaurant has a building in a Greek-dominated place in Birmingham. This is regarded as a local Greek Restaurant that provides multiple foods to the customers (Gregory, Ngo and Karavdic, 2019).  The building has other take away on Sundays for the customers. It consists of a Greek supermarket and a Greek weekend school which uses space for charity to provide support to the people. The restaurant does not have a delivery service. The location is selected for the Greek community for the customers.
Promotion- The restaurant has applied multiple ways to promote the business in the market. The main promotional tools are social media, search engine optimization, email, networking, leaflets and word of mouth to create awareness among customers regarding products and services.
People- The people of the restaurant are staff, chefs, managers, servers, assistant managers, and fry cooks. The restaurant has stakeholders who are community members. The community center is paid for by voluntary or employed businesses to pay the staff members.
Physical evidence- The physical evidence includes logos, people, tables, chairs, equipment, building, utensils,Ownership of the building and others (Hallikainen, Savimäki and Laukkanen, 2020). They are planning to modernize the face of the building if provided with adequate funds. The interior of the restaurant downstairs is old and required updating and the upstairs is modern. The customers are provided with a free car parking facility.
Process- The customer comes to the restaurant and orders food which takes time to serve to the specified customers possibly. The staff are trained but required more training to become experts in their respective field. The restaurant has provided hygiene training to serve customers. Christos has both reservation and walk-in service depending upon the days and events.
iv. Selection of media
For the marketing, different methods of communication are used. Some of them are as follows:
Social media- This is the use of social media platforms as well as websites to make the promotion of products or services (Iankova and et. al., 2019). Digital marketing as well as e-marketing are applied in academics and become popular among researchers and practitioners. It has allowed marketers to make a connection and engage with potential users. It includes Facebook, Twitter, YouTube, LinkedIn, Instagram, and others. The best strategy for social media can engage and create content for the marketers to make engagement with the audience.
Networking- Networking marketing is essential as it has made to earn more as well as work less through building passive income sources (Iyer and et. al., 2019). This leads to enjoying the freedom of financial stability through adding remote working tools like Citrix XenDesktop vdi towards network marketing and raising the sales of the restaurant. It also appeals to people to have high energy as well as strong sales skills to build a profitable firm with a modest investment.
Email- It is another kind of marketing that has allowed or made customers on an email list aware of discounts, new products, and services. This is selling to educate the audience on the value of a brand or keeping it engaged among purchases. It is effective as allowed to regularly stay in touch with users as well as website visitors.
Search engine optimization- This is the way to improve the quality as well as quantity of website traffic to a website or page from search engines (Kauffmann and et. al., 2020). It targets unpaid traffic than direct traffic or paid. The restaurant has applied SEO to build trust and credibility to establish a foundation for a website where user experience is discoverable in search and digital properties. It leads to establishing a brand which takes patience, commitment, and effort and focus on value, service, or quality which has allowed users to build trust. 
v. Measuring success
This is important for the organization to analyze or measure the success of the business in a competitive place (Kemper and Ballantine, 2019). It is the last phase of the marketing phase to know whether the business has gained success or not. The effectiveness of campaigns is assessed if they have earned a high-profit margin and enhance success and growth. The campaigns are effective if they create a position in the mind of the customers regarding products or services. The measurement metrics applied by the restaurant are as follows:
Cost of goods sold (CoGS) - This is the cost that is needed to make each item on the menu of the restaurant. It focuses to spend on the stock to get the requirement of raw materials needed for cooking over time. This provides aid in determining if items on menus are priced correctly or cost of food is high. The owner of the restaurant needs to keep track to provide aid to determine and compare the cost of Goods sold to the industry average. It is calculated by adding purchase and stock at the beginning and subtracting close stock.
Customer Acquisition Cost- This is the marketing metric that shows to know costs to get the fresh user to the restaurant (Martínez-López and et. al., 2020). It is helpful to determine marketing strategies that are effective or not. The comparing of several costs of customer acquisition to prioritize strategy of marketing to gain maximum return on investment. It is calculated by dividing marketing costs with fresh customers. 
If the marketing strategy is ineffective then they are required to control following:
The business has to work on the mission and vision of the company. The mission of the restaurant is to provide food to more and more greek people. The vision is to be the best greek restaurant in the town and serve the local community (Raddats and et. al., 2019). They are working on the vision and mission statement of the nation and enhancing success. The mission is being fulfilled by serving Greek to Greek people. The mission and vision are out of date as new management is taking initiatives in the fresh modern activities of marketing to serve people effectively. Moreover, they are also focusing on the underutilization of resources by building service scape and serving in the specified location. Greek community prefer to have local food and want a better quality of taste and preference. 
vi. Contributions of marketing activities and management to overall organization’s performance
The activities of marketing are important as they provide aid to convince potential customers to buy products of the company (Rapaccini and et. al., 2020). This is also essential as several companies are offering the same kind of product to marketers and take time to convince buyers to purchase goods and services. It also aids to develop new strategies to enhance profits as well as decline product costs and become a source of exchange and transfer of products 
[bookmark: _Toc128306687]Task 2: Managerial implication on the marketing strategy
The implication of marketing strategy has helped to improve the profitability of the business because of several implications for the aspects of the operations of the business (Tronvoll and et. al., 2020). The marketing strategy has focused on paying attention to specified target market segments and providing satisfaction to the needs of the customers. It eliminates managerial operations which do not contribute to the growth of the firm and promotes a streamlined approach toward business. The implication of marketing strategy is for several aspects:
Customers- This is the implication to meet the requirement of the customers that provide an outcome in terms of raising satisfaction to the users (Rust, 2020). Once the market is identified and the characteristics of customers are known with help of surveys and market studies that focus on strategies to serve the user better than rivals. The impression of the user is to improve with focus and image in the marketplace to remain positive. Such a strategy has been designed to get fresh users and build a reputation.
Products- The strategy of marketing is essential for the designing of products and promotion (Sheth, 2020). If the business is aware of customer needs then they make products accordingly along with adding more corresponding features. Rather than convincing a user to purchase a product, the business offer to meet the requirement and add features to it. This has focused on the offering of goods that suits the target market to make innovation and enhance quality. It has specified to advertise to promote innovative features and enhance product quality. 
The different marketing strategy examples from the global or international level are as follows:
1. Spotify- Offering different user experience
Customers make purchase decisions or are loyal to the brand based on products or services which make them feel happy (Sivarajah and et. al., 2020). The best example of Spotify has created the best user experience. The strategy of the business is to raise functionality as well as a platform for effective use. The brand is offering features to the users to appreciate and encourage engagement with music as well as podcast streaming capabilities. Customers can avail of free services or pay for premium features that depend on the number of listeners on a single account. The outstanding features of the marketing strategy are as follows for Spotify it assists users to jump in as well as adds value and create opportunities for personalization to build tastes, styles, and moods.  
2. GoPro- Trusting user-generated content
The organization has taken the power of creating user-generated content to the next phase (Sudrajat and et. al., 2019). With the leverage of user capacity, they have created as well as share content and incorporated content generation and social media into the strategy of marketing. The portable nature of goods has created a scenario to capture everything on video from the phase of moment touching to athletic feats as well as extreme sports. The user-generated content has allowed us to feel integrated events as well as an accomplishment to develop a powerful experience. 
[bookmark: _Toc128306688]Task 3: Recommendations how the organization’s marketing strategy could be improved 
The recommendations are provided based on the above aspects. Some of them are as follows:
The first recommendation is to know customers. In most cases, the business makes wrong marketing decisions as they lack information about the target audience. This required adopting customer relationship marketing to email the signups to traffic to reach them and understand their requirements and enhance success and growth.In this case the target audience is (18-34), so the restaurant should update the menu and and more food variety to attract more customers.
The second recommendation is to develop a cross-department workflow. It is a significant aspect of improving marketing operations to establish workflow of the project among marketing and the rest of the business. The internal workings of the team have influenced other departments to make the project successfully done. The established workflow is performed with the application of the tool to meet task assignments, set deadlines, and follow up on critical aspects. 
The third recommendation is food delivery. The restaurant can start the doorstep method and start online food delivery to customers house. They can link with the food delivery organizations such as Just eat and Deliveroo to reach out to more customers.
The fourth recommendation is staff training. This is a very essential step as staff need to be trained to handle the customers in a proper way. The staff must welcome each customer at the doorstep and provide them with adequate table. This will lead to customer satisfaction and improve the rating of the restaurant.
The success stories of marketing strategies are as follows:
Kylie Cosmetics
She is regarded as a globally famous family behind her and nobody has repeated her success. In 2018, her name was displayed in Forbes she was 21 years the world’s youngest billionaire. In 2020, Forbes has criticized Kylie for providing false data about her assets. This provided resulted in staunch denial from the representatives. The estimated net worth was $900 million which is an astronomical sum. Setting up a Cosmetics Company and attaining success was not easy. Kylie took the initial stage in the family reality show and earned $500,000 per episode by 2014. She ranked top 5 in the Instagram accounts and ahead of Nike, Beyonce, and Leo Messi.
She gained success because of building a personal brand on her social media account. She had posted expensive cars as well as breathtaking vacations, creating an image of luxury and exclusivity. She does not own a brand as Kylie Jenner is a brand. Moreover, she has become an icon in the case of fashion as well as the cosmetic industry and has direct access to 215 million people’s Instagram feeds. 
The statistics of marketing are as follows:
Search Engine Optimization statistics- E-commerce
· The customers are using four times more loyal towards eco-friendly business
· The 39% of B2B buyers are using options of self-serve
· The consumers are frustrated with messaging of the brand
Content marketing statistics- Blogging
· 48% of the companies possess content marketing strategy leverage blogging
· 56% of the marketers have blogging leverage and are effective to run return on investment
· 54% of the decision-makers have spent one hour per week reviewing thought-leadership content.
· WordPress users have produced 70 million fresh posts as well as 77 million new comments each month.
Social media statistics- Facebook
· It is the primary distribution channel for marketers. 
· 66% of the total UK population are  using Facebook
· 98.3% of users of Facebook have access apps on mobile
· Facebook has 2 billion monthly active users
· It is a popular platform social media for all age groups
· Media engagement rate has crossed industries on Facebook


[bookmark: _Toc128306689]Conclusion
From the report, it has concluded that marketing management is the essential concept to managing all the marketing activities of the business to serve customers and provide a better quality of products and services. With the aid of marketing management, it is easy to create a brand, generate revenue and understand the customer base. The restaurant has to manage all the activities of the marketing to provide quality better services. The resources are invested in marketing to build a relationship with customers and build ownership. The target market of the business is the Greek community which belongs to the age group of 18 to 34 years old and living in Birmingham. The restaurant has applied different communication methods to create awareness in the mind of customers such as social media, and search engine optimization. Success is measured by fulfilling mission, resources, and location. The marketing strategy has helped to run business activities and operations to accomplish success and growth. Moreover, recommendations are provided for the marketing strategy of the organization that could be improved. 
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