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[bookmark: _Toc46789818][bookmark: _Toc46998183][bookmark: _Toc48814700]Introduction
Marketing is the sets of organizational promotional activities for growing sales and connecting a huge number of the customer with the business. Marketing contains different activities such as advertising, market search and promotional activities for growing sales and to reach the target customer. In the scenario, The Grand Brighton Hotel is a luxurious hotel that is located on the south coast of England. The main aims of the hotel serve quality services by targeting higher and middle-class people (Morgan et al., 2014). This also gives packages and discounted services to influence the customers to take valuable experience. Marketing activities of is hotel supports to reach the customer and able to offer competitive services to the customers. 


[bookmark: _Toc48814701]Task 1
[bookmark: _Toc48814702]Company overview: The Grand Brighton Hotel is an expensive hotel that is located on the south coast of England. This five-star hotel is established in 1864 for the target of offering services to the higher class people. This hotel has 201 room with different types and to offer quality services to the guests the main purpose of this hotel (Jones et al., 2018). For the effective marketing activities, this hotel can perform in the market with customer satiation and high-profit earing way. 
[bookmark: _Toc48814703]Definition of marketing: Marketing is a process that increases organization promotion for improving sales in the competitive market. Marketing helps to involve the potential customers by increasing interest of the customers towards the organization product and services (Singh, 2016). Marketing contains different activities such as advertising, market search and promotional activities for growing sales and to reach the target customer. 
[bookmark: _Toc48814704]Marketing process and stages:  
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Figure: Marketing process overview (Huotari et al., 2016)
Mission statement: In the mission statement business organisation express the overall goal of the operation and purpose of the business in the market. Based on the mission of the organisation takes all kinds of the plan and try to reach the destination to gain the goals of the business (Morgan et al., 2014). The Grand Brighton hotel mission is to be a prominent market leader in the hotel services by offering higher quality services in the market. 

Situational analysis: Through the situational analysis The Grand Brighton hotel identifies market condition and gains clear information of the business position in the market. This hotel successfully exist in the business but the number of competitors is growing rapidly in the market (Du Plessis, 2015). For the technological uses and changes in customer demand, this hotel needs to add more valuable service to the customers. 
Objectives: The Grand Brighton hotel has some objectives and marking activities of the hotel can greatly assist to gain the business objectives in the time. This hotel selects some objectives for the improvement of performance by the following:
· Boosting the value of the brand and add more services to the customers.
· Increasing profit of approcately10 % in the next year.
· Expanding the operation in the other location of the UK. 
· Offering unique and special services to the customer. 
Strategy: Marketing strategy gives the easiest way of for being successful in the market and for the application of the strategy needs to organisation resources capability. The Grand Brighton hotel set its strategy to consider the market competitors, organisation resources, objectives and market structure. This hotel serves more value standard services in the market and makes the target to offer higher class people.
Marketing mix 
 Marketing mix refers to the marketing techniques and tools to reach business objectives and core the target market in the right way. The Grand Brighton hotel applies the marketing tools to reach business goals and destiny properly: 
Product/ services: The Grand Brighton serves food and beverages, accommodation, gymnasium, swimming and other values creating product and services to the customer with the maintenance of the standard (Eysteinsson et al., 2016).
Price: The Grand Brighton sets the price of products and services reasonably. This hotel products and services are higher for a higher level of quality. This hotel also considers the competitor pricing stages. 
Places:  The Grand Brighton hotel serves services in Brighton in on the south coast of England targeting the international and local market. For the good location, this hotel guest can easily access in the hotel and meet with the expected number (Jones et al., 2018). 
Promotion: The Grand Brighton carries out promotional activities focus on social media and advertisement. This also gives packages and discounted services to influence the customers to take valuable experience. Magazines, newspaper and television advertisement also help this hotel to cover the market. 
Implementation and control:  Through implementation, The Grand Brighton can add strategy and implement better marketing activities for the hotel. Marketing manager of The Grand Brighton hotel control all of the function and gives direction to proceed in the right path.
[bookmark: _Toc48814705]Macro Environment analysis of The Grand Brighton
Macro environment analysis of the business organization represents surrounding condition the business in favorable and unfavorable factors in the market. The Grand Brighton hotel concentrates on PESTLE analysis for macro environment analysis by following: 
[image: Pestle Analysis Examples to Unlock Business Growth]
Figure: PESTLE analysis model (Eysteinsson et al., 2016)
Political factors: Political factors are related to government regulation and taxation of the business to run the operation legally. The Grand Brighton gets political support in the UK market for less regulation to operate the business and less taxation opportunity (Huotari et al., 2016). In the UK market, this hotel easily can expand business and government also offer loan to the business. 
Economic factors: Economic condition of United Kingdom is favourable for the hotel business because UK people have more disposable income. The Grand Brighton able to earn more profit for the higher quality services that are possible for domestic people spending power. This hotel tries to add more values services to consider the United Kingdom GDP and inflation rate in the economy. 
Socio-cultural factors: The Grand Brighton hotel adds services for the customer to consider the socio-cultural factors such as people perception, purchasing behaviours, culture and religious issues. This hotel also concentrates on the UK people culture and standard values for making positive ideas local and international guest (Du Plessis, 2015).  
Technological factor: Technology assists The Grand Brighton to mitigate cost and more values services experiment of the customers. For the customer's relaxation, this hotel adds all kinds of technological devices for the customers. Besides, promotional activities The Grand Brighton hotel greatly depends on interest and technology. Proper implement of technology supports to reduce cost and labor of hotel services.
Environmental: The Grand Brighton is a hotel that gives the highest concentration on environmental issues and properly maintains green practices in the hotel. This hotel properly disposes the wastage and takes attention to environmental laws t involves any anti-environmental activities (Morrison et al., 2015). For a suitable performance, it also requires to take attention to environmental issues. 
Legal: The Grand Brighton hotel legally operates hotel function and implements all of the law properly in the business. To deal with the customer ensure the legal right and maintenance of the contract with the other practice. The Grand Brighton avoids all kinds of illegal functions and maintains government laws for protecting customer rights. 







[bookmark: _Toc48814706]SWOT analysis for The Grand Brighton
SWOT analysis represents the organization power, weakness, risks and opportunities in the market. The Grand Brighton analysis the SWOT model for knowing capacity and future threats of the hotel. 
[image: SWOT Analysis Paper Sample - Everything To Know About Marketing]
Figure: SWOT analysis model (Bowie e al., 2017)
Strengths: The Grand Brighton has a good reputation and strong brand values in the market for serving standard services. For the brand values, it attracts more number of customers and deals with target customers satisfactory way. This hotel has a strong position financially and for this t can easily run the operation. The Grand Brighton hotel has created a good relationship with suppliers and distributors (Huang et al., 2014). For the strong patent ad cope, the right hotel can main the values of services and controls the imitation of services. Economic scales and dexterous employees manage efficiency and profit in the business. 
Weaknesses: Weakness of The Grand Brighton hotel obstructs to run the operation according to the plan and deprives the hotel of gaining revenue. Lack of invest in the R & D the Grand Brighton cannot innovate new services for the customers. Promotional functions of his hotel are not satisfactory and lack of promotion cannot connect the foreign guest’s proper way. This hotel offers less discount and packages services for regular customers (Blythe e al., 2017). It cannot communicate with the customer enough way after purchasing the services. 
Opportunities: The Grand Brighton hotel has many opportunities to expand the business and earn profit more way. For technological advancement and improving the world economic condition the number of tourists in the UK is growing. Exiting competitors of The Grand Brighton hotel is not gain a good position in the market. Besides, new regulation and roles protect the new entry in the market. This hotel takes attention in the R & D for innovating new and valuable services for the customers. Online and internet marketing reduces promotional cost and easily can connect with foreign tourists. 
Threats: The Grand Brighton hotel main threat is huge competition in the market and substitutes services in the market. Imposing new roles and regulation can be a threat to this hotel. Besides, in the offseason, this hotel cannot gain enough profit lack of the customer. Changing the customer fashion and taste in the market it is very hard for the hotel to adapt to the market (Morrison et al., 2015). Crimes and political uncertainty provide a negative impact on business by decreasing customers. 
[bookmark: _Toc48814707]Market segmentation, targeting and positioning of The Grand Brighton
Market segmentation: Market segmentation separates the target customers based on the characteristics and needs of customers in the market. The Grand Brighton segments the market for focusing on the services and filling the particular group of people in the market. By segmenting the market the hotel focus on the upper-middle and higher class people with higher quality services. Demographics market segments indicate to select the target market to consider the gender, education and income (Eysteinsson et al., 2016). Geographic’s market segmentation refers to select the target customer based on state and countries and Psychographic segmentation refers to segment the market to consider the lifestyles of the customer. The Grand Brighton hotel mostly focuses on the behaviour segmentation and offer the services to the customer on the demand basis. 
Target market: The Grand Brighton target market is domestic and international customer those have higher income level and demand. By following differentiated targeting this hotel creates separated services for the separate segments of customers (Varadarajan, 2018). It also gives makes focus on the particular group of people such as young people to consider the concentrated targeting. The hotel gives a special offer for family and group of young people for involving in the hotel services. This hotel gives a standard level of services to consider the young people, couple and family. It targets market national and international customers. For high-class services, international tourists mostly prefer this hotel. 
Market positioning: Market poisoning means creating a brand value of the services to the customers. Many factors act behind the market positioning and The Grand Brighton follows different positioning strategy in the market. It ensures customer benefits by the quality services and sets the reasonable prices of the services (Blythe e al., 2017). For market positioning the hotel to develop the services competitive way and customer thin its offer more values services than competitors. It tries to involve in celebrate endorsement and pro-environment for taking attraction of the customers.
[bookmark: _Toc48814708]Conclusion
The competition the business is growing and to sustain the market every business organization requires to more focus on the marketing activities for influencing the customers. The Grand Brighton hotel successfully exists in the business but the number of competitors is growing rapidly in the market (Bowie e al., 2017). For the technological uses and changes in customer demand, this hotel needs to add more valuable service to the customers. For the consideration of the competitor, this hotel should follow marketing process development services and based on research should need to implement service to fill the customer needs. 
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