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[bookmark: _Toc130764174]Introduction 
The report is going to focus on the marketing fundamentals from different sides of the business. The report is going to be developed in two different parts. In the first part, the Commonwealth game in the city of Birmingham is going to be focused on. And the term global marketing is going to be analysed. So, in the first part, the global marketing environment and impact of the Commonwealth Games on Birmingham are going to be developed. For this analysis, the elements of the PESTLE analysis are going to be focused on and analysed so that the impacts of the game on global marketing can be understood.
In the second part of the study, Pizza Hut will be focused on. The organisation has operated the business for 64 years, and now the brand has more than 19,000 stores as well. The brand has more than 3,500,000 employees all over the world, and every year the business grows with a satisfactory level of revenue (Bordalo et al., 2020). In the report, the marketing functions of Pizza Hut will be focused on their impact on customer needs.











[bookmark: _Toc130764175]Considering Global Marketing Environment, Identifying the Impact of the Commonwealth Games on Birmingham 
Hoekstra and Leeflang (2022) mentioned that the Commonwealth Games have created the opportunity for the UK to develop the global marketing environment. Birmingham is the second-largest city in the UK, and so the impact of the Commonwealth Games has an important role on the economy of the UK. Not only the economy of the city and the UK but also all the elements of the PESTLE analysis have been influenced by the Commonwealth Games in Birmingham. 
[bookmark: _Toc130764176]Global Marketing Environment
The global marketing environment depends on the political relations between different markets. That helps organisations to enter into the new market as well. Baines et al. (2022) developed the idea that the global economy is also important to understand the market. According to the economy of a market area, the business of that market influences. The global market mostly depends on the technological environment as different market areas develop different technologies that influence the business. As the legal terms and conditions vary according to the market area, so before entering into the market every business has to research that. And developing the ecological environment can create a global reputation for the brand. 
[bookmark: _Toc130764177]Impact on the Political Environment 
The Commonwealth game has developed not only the local GDP but also the national GDP of the UK. So, in this term, along with Birmingham, the UK has benefited from the business. More than 5054 athletes came to the area from 72 countries, which is another term that was beneficial to the business as the relationship with those 72 countries had been developed for the business. The relationship has opened the way for businesses to enter this new market. As the game program has highlighted Birmingham in the investment market, it will bring long-term benefits to the city. The impression of the UK government has been developed throughout the world as well. The employment of the city has been developed as well. So, the problem of unemployment has been solved not only in the city of Birmingham and the West Midlands but also all over the UK (Ahn et al., 2022).


[bookmark: _Toc130764178]Impact on the Economic Environment 
The Commonwealth game has created the opportunity for the city to gain £1 billion in economic benefit. That has not only improved the economic condition of the city but also that of the UK. For this stage of the game, the Commonwealth Federation has invested £778 million in Birmingham and the West Midlands. The game has created an opportunity for Birmingham to develop its infrastructure. Here, the involvement of the city culture has included ways for Birmingham to engage the city in trade deals, job and skill development, tourism, etc. That has helped the UK develop job opportunities for the people of the city. And the game of the Commonwealth has created the opportunity for the UK to appoint at least 9000 people to full-time jobs (Nasir et al., 2022).
The contribution of the Commonwealth to the UK economy infrastructure is at least £870 million. Here the government of the UK has developed a relationship with other countries which are participating in the game regarding its business. And after Brexit, the problem that happened in the UK regarding raw materials and manpower has developed positively. For the last 10 years, the event was the largest game event for the UK that took place in Birmingham. This event has created a way for the city to develop these types of events in the city and create the opportunity for bringing people together. The city profile has been developed for the event that will become an example for the Commonwealth Games 2026.  This updated profile of the city will help Birmingham to develop the consideration of this type of event and that will become a continuous process for the business. So, the long-term benefit can be the finding from the game.
[bookmark: _Toc130764179]Impact on Social Environment 
The young adults of Birmingham have been influenced by the time of the game. As the game has an entertainment purpose, the opportunity for the people of Birmingham to watch it live was wide. Here, people from all over the world came to watch the game live in the stadium. So, the culture of the country has been reflected in the hospitality of the people of Birmingham. Here the share of the cultures of different countries has been developed. Also, that has increased the rate at which people understand the products of the city's businesses. And so, the business has spread to help the UK become recognised by people from different countries. 


[bookmark: _Toc130764180]Impact on the Technological Environment 
Most of the expense of the Commonwealth Games in 2022 was focused on technological terms. Security products, wireless communication devices, tools for the games, different software and hardware, etc. were part of the games. These were the technological tools. Also, cameras are the most expensive tools of technology for games. Even if there were doubts, there was an opportunity to find that out very clearly. After the game, those technologies have been used for other purposes in the city, such as the other games, or some were used in the function of the game in Birmingham. Jones and Comfort (2022) mentioned that local innovations and technologies have been considered, which is part of the appreciation of people all over the world if any of the gadgets are proven important for the game. Innovation can also get a large market as well. The investment in innovation was high, and many organisations have sponsored those innovations and technologies in Birmingham. That has developed the economy and the innovation sectors of Birmingham.
[bookmark: _Toc130764181]Impact on the Legal Environment 
Different business areas have different legal terms regarding labour, industry, innovation, etc. All the terms have to be followed by the organisers so that the law of the city can be followed well. According to the legal terms of the UK, most of the activities have been developed. The Commonwealth itself has many rules and regulations yet, there are many terms and conditions that have to be followed by the Federation of the UK as well. The payments and purchases have followed the labour law and industrial law of the UK. And so, most of the people of Birmingham who know the law have been appointed to the project.
[bookmark: _Toc130764182]Impact on the Ecological Environment
According to Kotabe and Helsen (2022), as the game has been developed in the stadium, the ecological environment of Birmingham has become very important for the game. Here, the nature and beauty of the city have made the commonwealth decide to develop the game in the city. Also, it became part of the reputation of the city for the area and the facilities that helped the brand support people staying there during the time of the games, and that helped the city of Birmingham do business with every type of product that was important for the people related to the games.  Some people also visited different areas of Birmingham, and that included tourism and hospitality for the city. So, the impact of the game of Commonwealth on the city is very positive in terms of the global marketing concept. 
[bookmark: _Toc130764183]Marketing Functions of Pizza Hut UK and the Impact of Marketing Functions on Customer Needs
[bookmark: _Toc130764184]Marketing Function and Stakeholders
According to Desai and Vidyapeeth (2019), for a business, the main marketing functions are marketing research, product development, developing price strategy, place, promotional strategy, and customer communication. When a business is developed, many stakeholders are involved with that business, either directly or indirectly. There are too many types of stockholders in a market and every stockholder has benefits from or involvement with the organisation. So, for an organisation, the marketing mix of 4P—product, price, place, and promotion—is the main focus of the marketing function (Deepak and Jeyakuma, 2019). And other activities are supportive activities for the organisation. The stockholders of an organisation are the customers, suppliers, employees, investors, government, and community. Here the customers, investors, and employees are the direct stockholders, and the rest are the indirect ones.
[bookmark: _Toc130764185]Stockholders of Pizza Hut
Customer: Begley et al. (2019) mentioned that Pizza Hut targets customers of different ages and both male and female people for its products. Here, customers get products such as pizza and other fast served foods at a competitive price. So, customers benefit from the products and other benefits that Pizza Hut provides to their customers. The discounts and services of Pizza Hut are the customer’s benefits according to their payment. Pizza Hut has developed a strategy to attract customers with strategies regarding the products, price of products, promotional activities and availability of the products.  Pizza Hut offers customers products on a value-based price strategy that helps the customers to choose the brand and have food satisfactorily.
Investors: Investors get the benefit of the profit from their investment. That means they focus on the return on their investment in the organisation. When Pizza Hut can return properly on the investment, the investors remain satisfied. And so, what the organisation is doing is important to the investors of Pizza Hut (Keeble et al., 2020).
Employees: The labour law of the organisation Pizza hut is followed strictly to help the brand satisfy its employees. The facilities the brand offers to its employees is very attractive and the turnover rate of the organisation is very low. The strategy that the brand follows for managing business is positive for the brand. 
Suppliers and Community: Suppliers supply raw materials to the brand so that the customers get a proper product. Pizza hut relies on suppliers who offer the brand quality raw materials after maintaining hygiene. On the other hand, the community becomes beneficial from the CSR activities of the brand and is followed by society. And the tax that the organisation provides to the government. 
[bookmark: _Toc130764186]Marketing Functions of Pizza Hut 
Pizza hut after developing its STP analysis for segmentation, targeting and positioning in the market develops the marketing mix for the brand where the organisation develops the strategies regarding the products, price, place and promotion. For developing the marketing functions of the brand, it has to develop the market position of the product (Keeble et al., 2020).
Targeting Customers and Positioning in the Market
Pizza Hut targets customers who like to eat pizza. In this term, the brand targets male and female customers of the age group of 12 to 50. Especially the customers who have a busy life. According to the target, customers are not too health concerned but like to eat fresh. Also, the buying behaviour of target customers will be regular. That means customers who like to purchase regularly from the restaurant are the targeted ones. Education is not focused on the target customers. The people usually staying outside of the home are focused on as the target customers.
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The market of fast served foods has too many competitors in the market. And so, the brands have to develop marketing functions in a way that the organisation can gain some competitive advantage in the market. That helps the brand to develop a market position and the market share increases continuously. In the positioning term, Pizza Hut focuses on the price and taste of the foods. The competitors of the brand are Domino’s, PizzaExpress, Subway etc. the brand is competing with these brands in the market and currently, the brand has developed the market position.
Marketing mix of 4P’s
Product: According to Potvin Kent et al. (2019), Pizza Hut offers customers pizza, pasta, wings, side dishes, desserts, drinks etc to its customers. There are options for the customers to customise their pizzas or other dishes. According to the customer’s requirements the toppings of the pizza change. Also, the other dishes are prepared according to the customer’s requirements as well. So that people feel free to order products from the restaurants. The brand follows the hygiene of the products so that customers get fresh and healthy foods then the junk foods.
When someone wants healthy foods, they can get that according to their requirement. There are fresh herbs and meats along with the cheese that make sure that customers get healthy foods. There are some specific suppliers of the organisation who supply all the fresh foods to Pizza Hut. According to regular market research and customer review, Pizza Hut develops its activities and development of products and services (Adams et al., 2020).
Price: The brand follows the value-based prices strategy and so customers of different income classes can be included in the organisation. The products of Pizza Hut are priced according to the ingredients customers include in the food. The price of the products varies for this reason. Here the organisation gives discounts to the regular buyers as well. Also, in different festivals, the organisation gives sales on the products. In some marketplaces, Pizza Hut gives weekly sales on products as well. The brand has developed its price strategy from a premium price strategy to a value-based price strategy according to customers’ requirements and feedback. 
Place: Pizza Hut has more than 19,000 restaurants all over the world along with its franchise restaurants. The brand serves customers food in restaurants. Here customers get the parcel from the restaurants or can eat at the restaurants. Also, home delivery is possible by restaurants and recently the home delivery option from Pizza Hut has become very popular. In some areas of the UK, the brand has restaurants in a way where customers can order and get food while in the car as well (Bob et al., 2020). Times a year, the brand participates in events and there the brand goes to the customers with the food van as well. So that the customers get connected with the brand directly and the brand loyalty of the customers increases. The campaigns and events help the organisation get the chance to develop a relationship with the customers as well. It is the concept of restaurants in your home.
Promotion: The promotion activities are for connecting the customers to the brand and developing communication skills with the customers. Promotional activities can be developed on television, newspaper, billboards and so on. On the other hand, an organisation can develop promotional activities with the help of the internet. Here on the internet, promotion can be developed with the help of social media. On the other hand, the website, and advertisements on the websites are also another way for a brand to develop activities in the market (Hutt and Speh, 2021).
Some social media influencers develop the marketing for the organisation as well. Pizza Hut develops its promotional activities in television, newspaper, and billboards along with internet-based promotional activities. Here the brand uses YouTube as a way for advertisements and also, a way of reaching customers with feedback. Also, the customer’s reviews on the website work as the promotional activities of the organisation (Herhausen et al., 2020). So, connecting the customers is easy when the organisation focuses on different ways for the brand. Regular customers usually get phone calls or emails on their phones if there are any changes in the stores or the menu of the brand. So that they get to know every information regarding the customer’s services in the organisation. Here the communication with the customers develops very well.







[bookmark: _Toc130764187]Marketing Functions and Customers’ Needs
The marketing functions of Pizza Hut develop according to the changes in the customer’s needs and demand. In different markets of Pizza Hut, it has taken different strategies for the customer’s demand and culture. Before entering into a new market Pizza Hut observes the customers and tries to understand the demand of the customers (Adams et al., 2019). Then it developed the activities of Pizza Hut and developed the foods regarding the choice of the customers. Such as when Pizza hut entered the market of the UK it focused on what customers like most.
According to Appel et al., (2020), the people of the UK like to eat meat and cheese the most so they have developed pizza recipes regarding meat and cheese. On the other hand, when Pizza hut entered the market of India, it found out that people of India like to eat veg foods. So, the organisation developed products like pizza along with vegetables, tofu, soya etc. along with their regular product. Here the organisation also does not stick to its products but rather focuses on the feedback of the customers and changes the recipes or ingredients according to their reviews. Also, the brand develops products according to customers’ requirements. When the brand takes to order it asks if the pizza crust should be thick or thin. The level of species is also asked by the brand. After that which toppings they will like is also asked by the organisation as well. So according to the customer’s needs the brand develops its functions. 
After that, the price of the products is concerned. According to the customer’s income and expense level, the brand has developed its products. If a person cannot effort for a large-size pizza there are small-size pizzas for them as well (Morgan et al., 2019). Also, when a person is eating alone, she or he does not need to have a large-size pizza he or she can order according to their needs. The organisation has placed its restaurants in these areas where people can easily come to the restaurants. Also, after the covid-19 pandemic, the brand focused more on online orders and payment with home delivery services.  Online promotion has become a very important part of the business and the online payment option has made it easy for the brand and the costs of the brand have been deducted as well.



[bookmark: _Toc130764188]Conclusion 
The report has been focused on two topics and according to the topic the report has been designed. In the first part of the report, considering the global marketing environment, the Impact of the Commonwealth Games on Birmingham has been focused on. Here the marketing environment factors have been focused on and analysed the impact of the games on the city. After that the second part of the study has been focused on. Here Pizza Hut has been studied and according to the study of the brand, the functions of the organisation have been focused on. Along with that the brand Pizza Hut has been studied and focused on the customer’s needs and according to that how the brand is coping in the market.
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