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[image: ]Introduction
The Christos Greek Cypriot Restaurant has been a staple in the Birmingham area for decades. It offers authentic Greek Cypriot cuisine with a modern twist and has built a loyal customer base over the years. In order to ensure the continued success of the restaurant, it is important to evaluate its current marketing activities and make necessary improvements. This report evaluates the restaurant’s current marketing activities through a PESTLE, SWOT, 7Ps Marketing Mix, STP Analysis and Measuring Success analysis. Managerial implications and recommendations will be provided to improve the organisation’s marketing strategy. The PESTLE analysis will evaluate the external environment. SWOT analysis will provide information regarding the internal environment, the 7Ps Marketing Mix will evaluate the restaurant’s marketing mix, the STP Analysis will evaluate the restaurant’s target market and positioning and the Measuring Success analysis will evaluate the restaurant’s marketing activities. The managerial implications will be based on the analysis and provide guidance on how the organisation’s marketing strategy can be improved. Finally, recommendations will be provided to further improve the organisation’s marketing strategy.   
Critical evaluation of Christos Greek Cypriot Restaurant marketing activities
The marketing activities of the Christos Greek Cypriot Restaurant can be evaluated through a combination of PESTLE, SWOT, Marketing Mix (7Ps) and STP Analysis.
PESTLE Analysis
Political 
The UK’s political environment has significantly impacted the marketing activities of the Christos Greek Cypriot Restaurant. Due to Brexit, the UK has seen a significant decrease in tourism, which has harmed the restaurant’s customer base (Xilu, 2020). There have been several changes to immigration and visa policies that have impacted the number of Greek Cypriots that can travel to the UK, which has also negatively impacted the restaurant’s customer base (Sturge, 2022). 
Economic 
The UK’s economic environment has also impacted the marketing activities of the Christos Greek Cypriot Restaurant. The current economic recession has caused people to cut back on their spending, leading to decreased customer spending. The rising cost of living in the UK has impacted the restaurant’s ability to attract and retain staff, as wages are not keeping up with the cost of living (Bush, 2023). 
Social
The UK’s social environment has significantly impacted the marketing activities of the Christos Greek Cypriot Restaurant. Social media has enabled restaurants to reach a wider customer base and build relationships with their customers through platforms such as Facebook, Twitter, and Instagram. The restaurants have used these platforms to promote their brand and engage with their customers, allowing them to build customer loyalty (Xilu, 2020). 
Technological 
The UK’s technological environment has impacted the marketing activities of the Christos Greek Cypriot Restaurant. The internet has enabled restaurants to engage a broader customer base and build relationships with their customers through platforms such as Facebook, Twitter, and Instagram (Ogundare, 2014). Technology has enabled restaurants to streamline their operations, reducing costs and increasing efficiency. Christos Greek Cypriot already uses these social platforms to market its food and services. 
Legal
The legal environment in the UK has impacted the marketing activities of the Christos Greek Cypriot Restaurant. The restaurant must adhere to several food safety and hygiene regulations, which can be difficult to comply with (Xilu, 2020). The restaurant is subject to minimum wage regulations, which can be challenging to comply with. Nonetheless, it complies with these requirements to ensure it operates within the legal parameters. 
Environmental
The UK’s environmental environment has impacted the marketing activities of the Christos Greek Cypriot Restaurant. The restaurant should adhere to several environmental regulations, such as waste disposal regulations, which can be difficult to comply with (Ogundare, 2014). The restaurant is subject to energy efficiency regulations, which can be difficult to comply with. The restaurant also ensures that these regulations are met. 
SWOT Analysis 
Strengths
The Christos Greek Cypriot Restaurant has several strengths that have enabled it to be successful. The restaurant has a strong brand built over a number of years, making it well-known and popular in the local area. The restaurant is well-located in a Greek Cypriot-dominated Birmingham area (Christos Greek Cypriot Restaurant, n.d.-a). Furthermore, the restaurant has a loyal customer base, especially in the Greek community, through word of mouth, which has been built up over several years.
Weaknesses 
The restaurant also has some weaknesses that need to be addressed. The restaurant does not have plenty of financial resources, which limits its ability to invest in marketing activities. Additionally, the restaurant does not have a great deal of staff, which limits its ability to promote its brand and engage with its customers. The restaurant has limited opening times, restricting its ability to attract customers (Heyrestaurants, 2023). 
Opportunities
The Christos Greek Cypriot Restaurant also has several opportunities that can be capitalised upon. The restaurant can use its location to its advantage by targeting the Greek Cypriot community (Christos Greek Cypriot Restaurant, n.d.-a). The restaurant can use its website and social media channels, and launch delivery services, to reach a wider customer base (Heyrestaurants, 2023). Furthermore, the restaurant can use its brand to promote itself and build customer relationships. 
Threats
Despite the same, the restaurant also has some threats that need to be addressed. The restaurant faces competition from other restaurants in the local area, which could lead to fewer customers. The restaurant is subject to external factor changes, which can impact its activities (Bush, 2023). Adjusting to these regulations becomes the best way to deal with them. 
7Ps Marketing Mix
This section analyses Christos Greek Cypriot Restaurant using the 7Ps marketing mix. It holistically assesses the restaurant’s approaches through critical issues.
Product
Starting with the product, the Christos Greek Cypriot Restaurant offers a variety of classic Greek Cypriot dishes with a modern twist. They offer moussaka, souvlaki, kleftiko, kolokithokeftedes, dolmades, loukoumades, and more (Christos Greek Cypriot Restaurant, n.d.-b). All of their dishes are made with fresh ingredients, and they offer a variety of vegetarian and vegan options as well. 
[image: ]Price
The price of the restaurant’s food and services is competitive and affordable (Yelp, 2020). They strive to keep the prices of their food and services reasonable so that everyone can enjoy the traditional Greek Cypriot flavours. 

Place
[image: ]The place of the restaurant is its location in a Greek Cypriot-dominated area of Birmingham. This area of Birmingham is known for its vibrant culture and rich history, so the restaurant is in a prime location to attract customers looking for a taste of Greek Cypriot cuisine (Christos Greek Cypriot Restaurant, n.d.-a). 
Promotion
The promotion of the restaurant is done through its website and social media channels, as well as through leaflet dropping and email marketing. They use their website and social media channels to post updates about new dishes, events, and promotions (Heyrestaurants, 2023). They also use leaflet dropping, word of mouth, and email marketing to reach potential customers.
People
The people of the restaurant are its staff, who are friendly and knowledgeable about the restaurant’s food and services (Yelp, 2020). The staff is dedicated to providing superb customer service for a pleasant dining experience. The restaurant also boasts of having a Greek community that supports its operations as customers.
Process
The process of the restaurant is ordering and serving the food, which is efficient and seamless (Yelp, 2020). The restaurant has a system to ensure that orders are taken quickly and accurately. The kitchen staff then prepares the food quickly, hygienically, and precisely, and servers promptly bring the food to the tables. The process is seamless because the staff members are trained to do their duties. Nonetheless, there is room for improvement in terms of training.   

Physical evidence
[image: ]The physical evidence of the restaurant is its building, which is clean and welcoming. The restaurant’s atmosphere is inviting and comfortable, and the decor is modern and tasteful (Heyrestaurants, 2023). Should the restaurant get funding, there are plans to modernise the facility. Currently, the interior downwards is old and requires upgrading, although the upstairs are modern. The restaurant also has car parking to enhance convenience for guests who might visit with their vehicles. 
The Christos Greek Cypriot Restaurant uses the 7Ps marketing mix to evaluate its marketing activities and ensure that all aspects of the restaurant are up to the highest standard. Their commitment to quality and customer satisfaction is evident in every aspect of the restaurant, from the food to the service to the physical evidence (Yelp, 2020).
STP Analysis 
The Christos Greek Cypriot Restaurant has identified a specific market segment on which to focus its marketing activities. This segment consists of the Greek Cypriot community in the Midlands region of the UK. By targeting this segment, the restaurant has been able to leverage its location in a Greek Cypriot-dominated area and use its knowledge of the culture and cuisine to appeal to potential guests (Christos Greek Cypriot Restaurant, n.d.-a). 
The restaurant has utilised social media and email marketing to further target this segment to spread the word about its services (Heyrestaurants, 2023). The restaurant has focused on positioning itself as a traditional Greek Cypriot restaurant, emphasising the quality of food and service. By creating an atmosphere that is reminiscent of the guest’s home country, the restaurant has been able to differentiate itself from other restaurants in the area. 
By using STP analysis, the Christos Greek Cypriot Restaurant has identified and targeted a specific market segment, and positioned itself in a way that appeals to potential guests. This has allowed the restaurant to create a loyal customer base and increase sales. With this strategy, the restaurant has successfully differentiated itself from its competitors and created a unique brand identity (Greek Restaurants, 2023).
Measuring success 
The success of the Christos Greek Cypriot Restaurant is largely due to its effective marketing activities. Through traditional and digital marketing tactics, the restaurant has built a loyal customer base and a positive reputation in the local area. (Greek Restaurants, 2023). 
The restaurant’s marketing activities include various tactics, such as word-of-mouth marketing, print advertising, and digital marketing. Word-of-mouth marketing is a powerful tool that allows the restaurant to reach a wider audience through customer reviews and referrals, also when they are visiting on events or the church service they are handing out leaflets. The restaurant also uses print advertising through flyers, billboards, and newspaper ads to reach potential customers. The restaurant takes advantage of digital marketing tactics such as, email campaigns, and social media marketing. 
These marketing activities have enabled the Christos Greek Cypriot Restaurant to reach a wider customer base and build relationships with its customers (Christos Greek Cypriot Restaurant, n.d.-a). The restaurant also uses customer feedback (reviews, trip advisor) to measure the success of its marketing activities and identify improvement areas. The marketing activities have enabled the restaurant to promote its brand and maintain its position as a popular and well-known restaurant in the local area and in the Greek community. (Greek Restaurants, 2023).
The restaurant uses several metrics to measure the success of its campaigns, such as the number of customers served, the amount of revenue generated, and customer feedback (The Midlands Greek and Cypriot Association, 2013). The restaurant monitors its online presence to determine its digital marketing campaigns’ success. By monitoring and evaluating the effectiveness of its campaigns, the restaurant can make adjustments to optimise its marketing activities.
Overall, the marketing activities of the Christos Greek Cypriot Restaurant have been instrumental in the success of the organisation. Through effective marketing tactics, the restaurant has reached a larger audience, built relationships with customers, and maintained its position as a popular restaurant in the local area (Greek Restaurants, 2023). By measuring the success of its campaigns, the restaurant is able to identify areas for improvement and make changes to optimise its marketing activities.
Recommendations and improvements
Based on the Christos Greek Cypriot Restaurant’s marketing activities analysis, several recommendations and improvements can be made to further enhance the restaurant’s success. 
a)	The restaurant should focus on expanding its customer base by investing in digital marketing. Tactics like email campaigns, SEO, and social media advertising can help the restaurant reach a wider audience and build relationships with potential customers (Rampal, 2018, p.43). The restaurant should use its website and social media channels to promote its brand and engage with its customers. 
b)	The restaurant should focus on improving its staff training and customer service. Quality customer service is essential in the hospitality industry, and the restaurant should ensure that its staff is knowledgeable and friendly (Ali et al., 2021, p.19). The restaurant should use customer feedback to measure its customer service’s success and identify improvement areas. 
c)	The restaurant should focus on improving its operational efficiency. The restaurant can reduce costs and increase efficiency by streamlining its operations. The restaurant should focus on adhering to food safety and hygiene regulations (Chen et al., 2015, p.2212), as well as energy efficiency regulations. 
d)	The restaurant should focus on increasing its visibility in the local area (Rampal, 2018, p.42). This can be done through traditional marketing and modernising the building. The restaurant should use its website and social media channels to promote its brand and engage with new customers. 
e)	The restaurant should focus on data analytics to understand customer trends and patterns to optimise performance (Rampal, 2018, p.43). Data analytics can provide valuable insights into customer behaviour, allowing the restaurant to identify areas for improvement and optimise its marketing activities. Data analytics can help the restaurant identify and target customer segments more effectively. Using data analytics, the restaurant can better understand customer needs and preferences and tailor its marketing activities to meet these needs.

Managerial Implication on the Organisation’s Marketing Strategy
The Christos Greek Cypriot Restaurant has identified a clear target market and implemented a successful marketing strategy to attract customers from this target market. Through the PESTLE, SWOT, STP, and Marketing Mix 7Ps analysis, it has been established that the restaurant has implemented a strategy that considers the UK’s PESTEL/external factors. The restaurant has also utilised traditional and digital marketing tactics to further target its market segment and promote its brand. This has enabled the restaurant to create a loyal customer base within its community and increase sales. With this strategy, the restaurant has successfully differentiated itself from its competitors and created a unique brand identity. 
However, the Christos Greek Cypriot could improve its marketing strategy by using digital marketing tactics. Besides email campaigns and social media, digital marketing tactics such as SEO, search advertising, and social media advertising can help the restaurant reach a wider audience and build relationships with potential customers (Rampal, 2018, p.43). These free (like SEO) and paid marketing will help the restaurant to reach a more targeted audience (particularly Facebook advertising), promote its brand, and engage with its customers. 
Social media advertising increases buying intention because of the Theory of Reasoned Action (TRA) (Lou and Koh, 2018, p.189). According to this model, behaviours are determined by an individual’s intention, which is a combination of the person’s attitude and subjective norm. This theory can support social media advertising by understanding how attitudes and subjective norms influence an individual’s intentions to purchase an advertised product or service. By understanding the individual’s attitudes and subjective norms, marketers can create more effective campaigns that target the right audience and persuade them to take action. TRA supports that when people’s positive attitudes increase their buying intention. Social media advertising has been known to influence people’s attitudes and initiate a purchase intent. At the same time, the Christos Greek Cypriot Restaurant should focus on implementing a multi-channel marketing strategy. This strategy uses multiple channels, such as traditional and digital marketing tactics, to reach a larger audience. This strategy can help the restaurant reach a broader customer base and build relationships with its customers (Rampal, 2018, p.45). It increases customer touchpoints and engagement for marketing effectiveness. 
The restaurant should also focus on improving its marketing efficiency. The restaurant can reduce costs and increase efficiency by streamlining its operations. Operational efficiency includes utilising resources and capabilities to enhance growth via a Resource-Based View (RBV) (Kamboja, Goyal, and Rahman, 2015, p.406). RBV suggests that an organisation’s resources and capabilities are the primary sources of its sustained competitive advantage and success. It is an economic theory that emphasises an organisation’s internal resources and capabilities instead of external factors. 
The RBV states that a firm should focus on developing and managing resources and capabilities to create a competitive advantage. It is based on this assumption that the internal strategic resources of an organisation are the key drivers of its performance. RBV is a strategic marketing tool that considers an organisation’s resources and capabilities. This view allows companies to analyse their current resources and capabilities, identify what they need to achieve their goals, and then develop marketing plans to help them obtain those resources and capabilities. The RBV approach helps marketers assess their organisation’s resources and capabilities and then develop strategies to leverage them to create a competitive advantage. This approach can also help to identify weaknesses and develop strategies to address them. By using the RBV, this can create a comprehensive marketing plan that considers the resources and capabilities of their organisation and their competitors and allows them to strategically plan for success.
Finally, the restaurant should focus on data analytics to understand customer trends and patterns to optimise performance (Rampal, 2018, p.43). Data analytics can provide valuable insights into customer behaviour, allowing the restaurant to identify areas for improvement and optimise its marketing activities. Data analytics can help the restaurant identify and target customer segments more effectively. Using data analytics, the restaurant can better understand customer needs and preferences, and tailor its marketing activities to meet these needs. 
The Big Data Analytics Capability (BDAC) model has been regarded as the theory behind a sustainable competitive edge in the data field (Wamba et al., 2017, p.6). It supports using data analytics to observe purchase and market trends and patterns that the restaurant can use for future positioning. RBV also supports the use of data analytics because it is perceived as an internal resource that a company can use for better gains (Wamba et al., 2017, p.6). It should be noted that data can be used to optimise marketing tactics because the business will align its marketing with data/reality. 
Overall, the Christos Greek Cypriot Restaurant should focus on leveraging digital marketing tactics, improving its operational efficiency, increasing its visibility in the local area, and using data analytics to optimise its performance. By considering the UK’s external/industry factors and using digital marketing tactics, traditional marketing tactics, and data analytics, the restaurant can further improve its marketing strategy and increase sales.

The recommendations based on the managerial implications
The managerial implications above explore the theoretical and practical approach to modern marketing supported by theories and models. Based on those implications, the following recommendations are proposed to improve the restaurant’s marketing strategy: 
1)	Implement a multi-channel marketing strategy: This approach effectively reaches a larger audience, builds customer relationships, and increases sales. Businesses can create more customer touchpoints by utilising multiple channels, such as traditional and digital marketing tactics (Rampal, 2018, p.45). For example, McDonald’s has used television and print advertising as well as social media campaigns to target its customers (Macrow, 2015). This multi-channel strategy has allowed McDonald’s to reach a larger customer base and increase sales. Using a multi-channel marketing strategy gives businesses more opportunities to interact with customers and create meaningful relationships. Customers can be reached through various channels and receive personalised messages from the business. This allows the business to provide relevant content tailored to each customer’s needs. 
The company can use a multi-channel strategy to track customer behaviour and preferences, allowing them to create better targeted campaigns. By utilising a multi-channel marketing strategy, businesses can generate more customer touchpoints and increase their visibility. TRA has confirmed that digital marketing, particularly social media, can increase buying intention (Lou and Koh, 2018, p.189). Customers can be reached through multiple channels, such as television, print, and social media, which gives businesses more opportunities to communicate with their customers and build brand loyalty. Furthermore, businesses can use analytics to measure the effectiveness of their campaigns and adjust their strategies accordingly.
2)	Improve marketing efficiency: RBV supports that the restaurant can reduce costs and increase efficiency by streamlining its marketing operations. RBV is a tactical marketing tool that considers an organisation’s resources and skills while creating marketing plans. This perspective enables businesses to assess their current capabilities and resources, determine what they need to accomplish their objectives, and then create marketing strategies to assist them to acquire those capabilities and resources. The RBV approach assists marketers in evaluating the resources and capabilities of their business and then developing strategies to use those resources and capabilities to get a competitive edge. This method can also aid the development of methods to deal with deficiencies. Incorporating their organisation’s resources and competencies into a thorough marketing plan utilising the RBV enables marketers to strategically prepare for success.
Amazon, for example, has increased its efficiency in marketing by using data-driven marketing tactics (Spicer, 2021). They use data to identify potential customers, target specific audiences, and develop campaigns that are tailored to customers’ needs. They use automated marketing tactics such as dynamic ads and automated emails to save time on marketing tasks. Amazon also uses machine learning algorithms to analyse customer behaviour and recommend products that are likely to be of interest to the customer. With these strategies, Amazon increases efficiency in its marketing efforts and drives better results for its customers.
3)	Use data analytics: Data analytics can be used to support a restaurant’s multi-channel marketing strategy. The restaurant can gain valuable insights into customer behaviour and preferences by leveraging a powerful Big Data Analytics Capability (BDAC) model (Rampal, 2018, p.43). This data-driven approach can be used to guide marketing activities and tailor campaigns to meet customer needs. Data analytics can help the restaurant identify and target customer segments more effectively. The BDAC model provides a comprehensive view of customer behaviour by collecting and analysing data from multiple sources. This includes customer surveys, loyalty programs, and social media activity data. 
The BDAC model enables restaurants to develop more effective campaigns and marketing strategies by understanding customer preferences and behaviour. This data-driven approach can be used to identify customer segments and tailor campaigns to meet their needs. Data analytics can be used to measure the effectiveness of marketing initiatives, allowing the restaurant to optimise performance. Nike is an example of a company that has successfully used data analytics to support its multi-channel marketing strategy (Cortes, 2021). By leveraging a powerful BDAC model, Nike was able to identify customer behaviour and preferences and develop tailored campaigns to meet customer needs. This data-driven approach enabled Nike to increase sales and gain a competitive advantage.
Overall, the Christos Greek Cypriot Restaurant should focus on implementing a multi-channel marketing strategy, improving its customer service and operational efficiency, increasing its visibility in the local area, and using data analytics to optimise its performance. The restaurant can improve its marketing activities and increase sales by considering a multi-channel marketing strategy, efficient marketing tactics, and data analytics. These strategies have been supported by research and marketing theories.
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