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1. [bookmark: _gjdgxs]Introduction 
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Figure 1: The Midlands Greek and Cypriot Association
Source: (Home, 2019)
Marketing involves the activities undertaken by companies to promote their diversified products. Activities related to marketing are designed to increase market share as well as increase customer engagement and loyalty, which translates into increased sales and revenue. The purpose of the study is to critically evaluate the marketing activities and strategies of The Midlands Greek and Cypriot Association. The association was established in 1974 and later relocated to the Erdington Community Centre in 1983 (midlandsgreek, 2019). This is a non-profit organisation supporting Cypriot and greek communities in the Midlands, thereby promoting Hellenic culture in the region. The firm also has a traditional restaurant and cafe with a Greek theme that serves fresh foods to its guests. The organisation relies on donations, charities and the works of their efficient volunteers to remain operational. In the present study, the importance of marketing for improving the financial base of the firm is discussed. 




2. [bookmark: _30j0zll]The Concept and importance of marketing 
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Figure 1: Importance of Marketing 
Source: (Team, 2020)
The above figure illustrates the various components of marketing. The organisation Midlands Greek & Cypriot Association works towards its goals by distributing resources in many ways. Resources used for marketing activities include social media activity and web presence, promotion of events and outreach campaigns for events, community outreach activities such as foot-dragging and food-tasting events, and others. Therefore, Marketing resources refer to the tools, techniques, and channels that an organisation uses to promote its products, services, or ideas to its target audience (Kurdi et al., 2022). These resources can include advertising, public relations, direct marketing, digital marketing, events, sponsorships, and more. However, the Midlands Greek & Cypriot Association is a voluntary organisation that aims to support its members and bring them together for social, cultural, sporting, and religious purposes. The association has, of late, been focusing on marketing campaigns to increase membership numbers and attract new community members. They maintain a website and Facebook page to promote the organisation's events and activities, communicating with their audience by requesting advertising or conducting surveys (Ozanne, Ballantine and Mitchell, 2020). However, the company recognised the need for one person to be responsible for website development, social media management, and other marketing activities. The company also understands that it is important to uphold its brand in all of its marketing efforts. Additionally, acknowledge the need to build a relationship with their target audience and connect with individuals who share their interests in Greek and Cypriot culture (Dambo et al., 2022). Moreover, Despite challenges such as a lack of finances, ownership of the building, and limited opening times—among others, the MGCA is investing resources in marketing activities to promote their organisation.


















3. [bookmark: _vbzctpr2cuhw]The internal, macro, and micro environment of the Midlands Greek & Cypriot Association 
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Figure 2: Two types of Business Environment
Source: (S, 2020)
The above figure shows the two major types of business environments in which companies operate macro and micro environments. Internal factors refer to the factors that exist within an organisation that can impact its marketing strategy. These factors can include the organisation's mission, vision, values, culture, resources, and capabilities (Katsikeas, Leonidou and Zeriti, 2020). For example, if the MGCA has a mission to promote Greek and Cypriot culture in the Midlands region, this might influence their marketing strategy by focusing on events and initiatives that promote Greek and Cypriot culture.
Macro-environmental factors refer to the external factors that exist outside of an organisation's control but can impact its marketing strategy. These factors can include economic, technological, social, cultural, legal, and political factors (Nurjaman, 2022). For example, changes in the economic environment, such as a recession, might influence MGCA's marketing strategy by requiring them to allocate resources more efficiently and focus on cost-effective marketing initiatives.

Micro-environmental factors refer to the external factors that exist outside of an organisation's control but are more specific to its industry or market. These factors can include competitors, suppliers, distributors, customers, and other stakeholders (Teuta and Gjorduni, 2020). For example, if the MGCA has competitors that are also promoting Greek and Cypriot culture in the Midlands region, this might influence their marketing strategy by requiring them to differentiate their offerings and communicate their unique value proposition to their target audience.
The micro- and macro-environmental factors can highlight potential shortcomings in an organisation's marketing strategy (Surahio et al., 2022). For example, if the MGCA's target audience is primarily young professionals, and there is a trend towards digital media consumption and social media usage, then the organisation might need to adjust its marketing strategy to incorporate more digital and social media channels to reach its target audience effectively.
Similarly, if there is increased competition in the Midlands region from other organisations promoting Greek and Cypriot culture, then the MGCA may need to differentiate its offerings and communicate its unique value proposition more effectively to its target audience (Voskou, 2021).
Changes in the macro-environment, such as economic fluctuations or shifts in consumer behavior, can also highlight potential shortcomings in an organisation's marketing strategy. For example, if there is a recession, MGCA may need to adjust its marketing strategy to focus on more cost-effective initiatives or target different segments of its audience.





4. [bookmark: _chj9zrvqn6f8]The target market of the Midlands Greek & Cypriot Association
The decision to target this audience may have been made based on the organisation's mission to promote Greek and Cypriot culture and heritage, as well as the location of their building in a Greek-dominated area of Birmingham (Podara et al., 2021).
In addition to the Greek community, the MGCA may also target individuals who are interested in diverse cuisine and cultural experiences (Latino et al., 2022). This could include younger adults aged 18 to 34 who are more likely to be active on social media and interested in trying new food experiences.
To capture its target market, the MGCA may use various marketing materials and channels, including email marketing, leaflet dropping in the community, and social media platforms such as Facebook, Twitter, and Instagram  (Currie, French and Ülkü, 2020). By using social media platforms popular within the Greek community, the MGCA can communicate with its target audience in a way that is more relevant and engaging.
In terms of market segmentation, the MGCA may segment its target audience by demographics such as age and cultural background. They may also differentiate themselves from other cultural organisations by focusing on diverse cuisine and experiences, which may be a unique selling point.
The marketing mix of the MGCA may include a combination of product (Greek and Cypriot cultural experiences and diverse cuisine), price (affordable membership fees and ticket prices), promotion (email marketing, leaflet dropping, and social media), and place (location of their building in a Greek dominated area of Birmingham)  (Currie, French and Ülkü, 2020).
Overall, MGCA's use of targeted marketing materials and channels may be effective in capturing its target audience and promoting its mission and vision. By focusing on diverse cuisine and cultural experiences, they may be able to differentiate themselves from other cultural organisations and attract a younger and more diverse audience.
5. [bookmark: _3yyessp9msm2]The Midlands Greek & Cypriot Association selection of media 
Based on the information provided earlier, the Midlands Greek & Cypriot Association (MGCA) uses several channels and methods of communication for marketing. These include social media and networking sites, email marketing, and leaflet dropping.
Social media channels such as Facebook, Twitter, and Instagram are effective for MGCA as they allow them to engage with their target audience in a more personalised and interactive way. They can share updates about events, post photos and videos, and respond to comments and messages from their audience (Fabozzi et al., 2022). These channels are also appropriate as they allow the MGCA to reach a wider audience beyond their local community.
Email marketing is also an effective method for the MGCA as it allows them to communicate directly with their members and subscribers. They can share newsletters, event updates, and promotional offers through email campaigns. This method is appropriate as it enables the MGCA to reach its target audience in a more targeted and personalised way.
Leaflet dropping is another method used by the MGCA to communicate with its target audience. This method is appropriate as it allows the MGCA to reach individuals who may not be active on social media or subscribed to their email lists (Diniz et al.,2021). However, its effectiveness may be limited compared to other methods as individuals may need to be more aware of the leaflets.
Search engine optimisation (SEO) was not mentioned as a method used by the MGCA for marketing. However, it can be an effective method to increase the visibility of MGCA's website and reach a wider audience (Diniz et al.,2021). By optimising its website for search engines, MGCA can improve its ranking on search engine results from pages and attract more visitors to its websites. Hence, the channels and the methods the organisations use for marketing are appropriate and effective in reaching and engaging their targeted audience. 

6. [bookmark: _l52d3757mkax]Measurement metrics of success of The Midlands Greek & Cypriot Association 
The effectiveness of marketing campaigns is assessed through various measurement metrics. The Midlands Greek & Cypriot Association (MGCA) may use metrics such as website traffic, social media engagement, email open rates, and click-through rates to assess the effectiveness of their campaigns (Corona et al., 2019). For example, they may track the number of website visitors, social media followers, and email subscribers to determine the reach of their campaigns. They may also track engagement levels for their social media posts and email campaigns, such as likes, comments, shares as well clicks.
If the marketing strategy is found to be ineffective, the MGCA may control marketing by making changes to its approach. They may need to revise their marketing strategy, including changing key elements like whom they target and what type of messages appeal most strongly to consumers (Meire et al., 2019). They may also need to explore new communication channels or tactics to reach their audience more effectively.
In terms of fulfilling its mission and vision, the MGCA may assess the effectiveness of its activities by measuring their impact on its target audience and community. For example, they may ask their members how satisfied they are with the association's services and events (Hashemi et al., 2022). They might also measure attendance at these events to determine their impact on the community. If the MGCA's mission or vision is no longer relevant, it may be necessary to redefine the organisation.
Lastly, the MGCA may address the underutilisation of its resources, such as its building or servicescape, by exploring new ways to utilise these resources (Yau et al., 2020). For instance, an organisation may rent out extra space to another nonprofit group or offer new services that are consistent with its mission. They also may explore new forms of advertising or marketing, such as search engine optimisation or social media campaigns.



7. [bookmark: _nh0c9or2cj7c]Conclusion 

    The internal operations of the Midlands Greek and Cypriot Association are discussed along with the microeconomic and macroeconomic environment faced by the firm. This helps in providing an idea about the degree of competition faced by the firm. The target market of the firm is mostly the 18 to 34 years age group, but elderly patrons and tourists are also welcome there. The restaurant and cafe of the organisation serve authentic Greek cuisine foods and delicacies, which are unique in the area it operates. This serves as a major attraction for visitors and helps the organisation in promoting its activities. 
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[bookmark: _sy7ipgmqley8]Task 2:
[bookmark: _kpzp2vas1c6r]Managerial implication of the Midlands Greek & Cypriot Association marketing strategy 
Inaugurating a marketing strategy can be a subject of managerial implications. According to the research by Carroll (2021), in the case of relationship marketing in an organisation, managers often face the challenge of customer segmentation. According to the authors, relationship marketing is a type of marketing that is utilised by organisations to maintain long-term bonding with their consumers. However, there are certain organisations that use relationship marketing. One of the organisations is John Lewis. However, due to the fact that relationship marketing necessitates a certain type of consumers that are so likely to be inclined to the organisational offering, the management of the John Lewis organisation faces certain challenges. Firstly, the management of the company must make sure that its promotional strategies are precisely directed to the target consumers, are interesting, and have the ability to catch consumer attention. Secondly, the management of the organisation must focus on internet channels and media optimisation to better engage and interact with potential consumers. 
However, in the case of the Midlands Greek & Cypriot Association, the organisation strives to encourage and support Greek and Cypriot culture in the midlands area of the United Kingdom. As a result, the institution's management must take into account the marketing approach of MGCA. However, the first and the most significant managerial implication that can be found in the institution’s marketing activities is a lack of a successful marketing mix. According to the research of Othman et al. (2021) on the enhancement of customer satisfaction and loyalty after inaugurating marketing communication and sale service into a marketing mix model in a travel agency, the research found that marketing mix model (i.e. promotion, place, people, product, price, process, physical evidence, marketing communication, after-sale service), has a significant impact on customer loyalty and trust, the customer was more likely to be inclined to the travel agency for a longer period of time after applying the marketing mix model, and there was a big improvement in customer satisfaction as well. However, in order to enhance the overall marketing method of the Midlands Greek and Cypriot Association, the management of the community hall must implement a mixed marketing strategy in their marketing initiatives.
[image: ]
Figure 2: Metrics used to measure the success of marketing campaigns in the UK in 2020
(Source: Statista, 2023)
The above statista graph (fig. 2) is a visual statistical representation of the results of a survey done on the metrics of measuring the effectiveness of marketing initiatives in the UK. The results of the study clearly represent that the majority of the participants (24.75%) believe that the number of leads generated by the marketing initiative is the most effective metric for evaluating the initiative’s efficacy. 
A second significant managerial implication to the institution is the requirement to select and engage the appropriate members. The organisation needs to focus on groups of people who are likely to be enthusiastic about the organisation's programs and services, such as those from the Greek and Cypriot diaspora, individuals who are curious about the society, and people who want to partake in the heritage. According to the research done by, Krizanova et al. (2019) on the importance of marketing communication in the hotel business, the research found that marketing communication is crucial in business sustainability and in order to communicate effectively and deliver the organisational message to the target market and gain a significant output in the form of consumer's consumption from the input presented, it is crucial to choose the right audience or consumers. Also, the research suggested that significant investment in online communication initiatives has the highest impact on the audience's trust and loyalty to the brand. Hence in order to effectively select the right audience for the community center, the management of the Midlands Greek & Cypriot Association must focus on employing different initiatives in order to reach the right audience who are interested and enthusiastic about the institutional activities. This will make it easier to make sure that the right audiences are targeted by MGCA's marketing activities and that the right audiences get its communications.
Furthermore, the institution's management faces the issue of evaluating and assessing the marketing initiatives' success. As per the research done by Vieira et al. (2019) on the implementation of an effective digital marketing method and its effectiveness, the research held on to utilising different digital marketing methods (paid media, owned media, and inbound marketing) in B2B business customer acquisition. The research showed that owned media and inbound marketing methods have significantly boosted the customer base and customer impressions towards the organisation. At the same time, the paid media was not quite successful in accomplishing fulfilling results. However, the effective evaluation of the results of the marketing initiatives enabled the management of the business to alter and make enhancements in their digital marketing initiatives in order to gain more customer loyalty and trust in operating businesses in new marketplaces. Hence it is crucial to evaluate and track the effectiveness of the marketing initiatives taken by organisations, including Midland Greeks and Cypriot Association, to effectively and appropriately measure their effectiveness and success of marketing initiatives and endeavours to be able to alter and make enhancements in their current method of marketing.
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[bookmark: _q2cqlziibvpg]Recommendations on the Midlands Greek & Cypriot Association marketing strategy 

The plausible recommendations for the Midlands Greek and Cypriot Association in developing an optimum marketing strategy are as follows: 
· Firstly, the marketing mix is an important element in every business strategy that gives impetus to product, promotion, price and place of commodities to be marketed (Nikbin et al., 2022). In this context, the Midlands Greek and Cypriot Association is located in a Greek community and strives to offer its services to underprivileged households in the community. The supermarket, restaurant and cafe services of the organisation can charge a price which is affordable for tourists and Greek community individuals. Apart from traditional promotions through leaflets, billboards and door-to-door visits, the firm can use social media marketing. This helps in extrapolating the information and designing a marketing plan for different promotional channels. 
· Marketing objectives are necessary to be formulated for both for-profit and non-profit organisations to develop a proper strategy (Yaghtin, Safarzadeh and Karimi Zand, 2020). Such marketing goals are necessary to be aligned in conjunction with the product, price, promotion and location of the commodities to be marketed. This can enable the Midlands Greek and Cypriot Association to develop the appropriate budget and create marketing content. Here, the targeted market of the firm is necessary to be identified, which can not only help it to recover the costs but also enable it to perform social activities. Marketing objectives can be amended from time to time depending on the priorities and circumstances. 
· Next, a marketing budget is a vital element of marketing strategies which needs to be allocated optimally to maximise the outcomes (Olson et al. 2021). Although Midlands Greek and Cypriot Association is a non-profit organisation, it does market its food products through restaurant, cafe and supermarket services. Therefore, it needs to develop an appropriate marketing budget for promoting its food and cafe products. This includes allocating funds to hire appropriate talent and create appropriate marketing content and advertising on the right channels for making beneficial impacts. The allocation of funds for the marketing budget is an important investment designed to generate higher returns. 
· Furthermore, knowledge about competition is vital for designing an effective marketing strategy as it helps in exploiting the weaknesses of competing organisations (Varadarajan, 2020). The use of competitive analysis can help the Midlands Greek and Cypriot Association differentiates itself from competing organisations in the restaurant and cafe business. This is vital for drawing the attention of the intended targeted audience. Competitive analysis helps in uncovering the potential strengths and weaknesses of other firms and identifying new entrants vying for market share. The analysis of competitors in the market helps in creating marketing content which is unique for the firm. 
· Next, segmentation, targeting, and positioning are other vital aspects of marketing strategy which includes the process of delivering relevant and customised messages to targeted audiences (Choudhary, 2019). This is a methodical process for the creation of marketing content which resonates with the targeted buyers of the Midlands Greek and Cypriot Association. In this context, the identification of targeted audiences requires market research and the creation of customer personas. The firm can then position its brand from the perceptions of the customers relative to other brands selling restaurant services in the market. The uniqueness of the Greek cuisine, with good quality food and affordable prices, can increase the share of customers of the firm in the market. 
· The creation of marketing content is the most important effort in the marketing strategy to propagate product offerings and benefits among prospective customers (Morgan et al. 2019). In this context, the Midlands Greek and Cypriot Association must aim to capitalise on emerging trends in the market so as to enjoy high visibility in the restaurant and cafe business. The five types of marketing content are videos, research content, social media, virtual interviews and news articles. Therefore, the marketers of the firm can use videos, leverage images and post infographics, podcasts and articles to get maximum attention. 
· Lastly, an optimum marketing strategy requires key performance indicators and metrics for evaluating the performance of other strategies (Vieira et al. 2019). Here, the metrics vary depending on the preferred channels of customer acquisition and business types. Customer acquisition cost is a vital performance indicator of the Midlands Greek and Cypriot Association, which can reveal its success in attracting new visitors to its enclave. Again, the conversion rate is another key performance indicator showing the capability of the firm to turn subscribers in social media marketing into actual customers. Moreover, organic traffic is another performance indicator that diverts customer traffic towards the official website of the Midlands Greek and Cypriot Association. This can increase online sales of its Greek-themed supermarket and takeaway services at the restaurant.
[bookmark: _cokq7egn2l44]
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